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Diplomat Cigarets 
Bow; Health Copy 
Varies in N.Y. Ads 


*World-Telegram’ Unit 
Carries Original Claims; 
They‘re Tamer in ‘Times’ 


New York, Oct. 24—Diplomat 
cigarets will run its first adver- 
tising here next Monday in the 
New York Times and the World- 
Telegram & Sun. 

Diplomat, reportedly in a hassle 
with the Times earlier because of 
copy claims (AA, Oct. 13), will 
run an ad in that paper headed: 
“Introducing a revolutionary new 
cigaret for smart New Yorkers.” 
The World-Telegram will carry 
the original, Times-disputed copy, 
which is headed “If you must 
smoke cigarets ... here is a frank 
message of importance from a cig- 
aret manufacturer.” 

The World-Telegram will run 
copy that opens this way: “Recog- 
nized medical authorities have re- 
ported their opinion that there is 
a health danger from smoking 
cigarets.” This statement, and oth- 
ers in a similar vein, were objec- 
tionable to the Times and will not 
appear in the ad carried in the 
morning newspaper. 

(Continued on Page 128) 


ADJUSTABLE FLAME - 


LIGHTS FOR MONTHS 


FUELS IN SECONDS 


OUTDOOR DEBUT—This 30-sheet poster for Ronson Corp.’s Varaflame 
lighter marks the first time the company has used the outdoor medi- 


um. Starting Nov. 10, more than 


2,500 posters will be seen in 117 


cities. Norman, Craig & Kummel, New York, is the agency. 


Lack of Product Differences Leaves 


Buyer Only Price 


Ads Force Consumer to 
Imagine Differences, Says 
Former Y&R Copy Head 


MILWAUKEE, Oct. 23—Practices 
that stem from the philosophy of 
modern business management are 
making it more difficult to be per- 
suasive in advertising, according 
to Charles Whittier, former chair- 
man of the plans board of Young 
& Rubicam. 

Three practices he noted were 


Audit Bureau Convention... 


Stop Aping Other Media’s Promotion, 
Push Audit, Lantz Tells ABC Members 


ABC Chairman Says Print 
Media Have Unique Sales 
Tool in Audit Bureau 


Cuicaco, Oct. 23—Walter P. 
Lantz, board chairman of the Audit 
Bureau of Circulations, today 
called upon print media to sell 
space based on audited circulation 
figures and advised publishers to 
stop following the sales and promo- 
tion tactics of other media. 

“Many publishers have attempt- 
ed, through surveys, to prove that 
their publications’ readers are as 


|Lantz said 


in a speech at the 
annual convention of ABC here. 
“Personally, I believe that pub- 
lishers who have done this have 
prostituted themselves to the false 
lure of thin air. Print media have 
a unique selling tool in ABC. No 
other medium can deliver as much 
and as accurate information on the 
distribution and coverage it gives 
advertisers’ messages. 


a “To those of you in this audi- 
ence—to all ABC publisher mem- 
bers—I suggest you concentrate 
your selling efforts on the unique- 
ness that you alone enjoy.” 


Criterion: Whittier 


| “the direction toward regimenta- 
| tion, the primacy of quantity and 
|the policy of competitive pricing.” 

Speaking at the Marquette Uni- 
versity advertising and marketing 
conference today, Mr. Whittier 
said these practices have resulted 
in competitive products of great 
similarity, especially in the food 
business. 

“And this similarity of products 
produces a frightening result,” he 
said. “For what’s happening is 
this: Consumer experience is be- 
coming more persuasive than con- 
sumer advertising.” 


s Further, he said, this similarity 
“forces advertising to attempt to 
build preference by blind preju- 
dice. It fosters advertising based 
on the premise that by condition- 
ing consumers’ minds, it will 
cause them to imagine superiori- 
ties which do not actually exist.” 

Thanks to coupons, 1¢ sales 
and other offers, “we are becom- 
ing a nation of samplers,” he said, 
and “in the process, consumers 
learn fast that they can switch 
brands to take advantage of these 
temporary savings without sacri- 
ficing quality. 

“A product’s strength should lie, 

(Continued on Page 125) 


Heublein Shoots for | 
Pre-Yule Use; Others 
Fear Moves by Drys 


New Yor«, Oct. 23—Now that 
the Distilled Spirits Institute has | 
lifted its ban on women in liquor | 
advertising, will women appear in 
liquor ads before Christmas? 

The answer is yes, if it is prac- 
ticable. 

A check by ADVERTISING AGE 
this week indicates that most ma- 
jor distillers are interested in tak- 
ing advantage of the lifting of the 
taboo against women in liquor ad- 


NBC, ABC Battle 
Over Ratings, but 


‘Trendex Gets Bruise 


New York, Oct. 24—What do 
ratings prove? What statistical 
wizardry is involved in claims 
based on ratings? 

These old questions were being 
asked along radio and tv row this 
week as NBC-TV and ABC-TV 
tangled with full-page newspaper 
ads as weapons, and a highly em- 
barrassed Trendex as second to 
each. 

On Monday, NBC trumpeted: 
“Late Trendex Returns—Oct. 8-14, 
*58—Sunday through Saturday, 
NBC’s nighttime audience 6% 
greater than the second network; 
35% greater than the third net- 
work.” 

Two days later ABC crowed: 
“October Trendex Reports: ABC’s| 
average rating for all sponsored) 
evening programs: 17.2—up 35% 
from a year ago. CBS: 20.7—up 
18% from a year ago. The third! 
network: 16.8—down 11% from 
last year.” 


Distillers Wary but Still 
Plan Ads Using Women 


vertising (AA, Oct. 20), and that 
they are planning to do something 
about it as soon as practicable. 
But there are differences of opin- 
ion on timing. 

This means basically two things: 
(1) How soon can the agency 
come up with an acceptable pro- 
gram and (2) how will the top 
brass in the company concerned 
react? 

Major distillers are cautious 
about committing themselves. For 
the most part they take a wait- 
and-see attitude and say that they 
will not do anything until DSI 
spells out its position at a meeting 
here next month. But actually, 
most of them are scurrying around 
trying to come up with something 
original that will click in the way 
of impact advertising. And, as you 
would expect, most of the adver- 
tisers are throwing the ball to 
their agencies. 


= C. P. Heublein & Bro., Hartford, 
Conn., maker of Smirnoff vodka, 
Heublein’s Ready-to-Serve cock- 
tails and other products, which 
has been a staunch advocate of a 
new attitude in liquor advertising, 
told ApveRTISING AGE that it has 
instructed its agency, Lawrence C. 
Gumbinner Advertising Agency, 
to do everything possible to catch 
the earliest issue possible with an 
ad that will show a woman in a 
dignified situation serving a Heu- 
blein Ready-to-Serve cocktail. 
(Continued on Page 8) 


s How did the two networks use| 
October Trendex returns and come 
up with such different pictures? | 
Well, part of the answer was 
(Continued on Page 128) 


Last Minute 


Silberstein-Goldsmith, North Advertising to Merge 
Cuicaco, Oct. 24—Alfred J. Silberstein, Bert Goldsmith Inc., New 


News Flashes 


great in numbers as popular tele- 
vision and radio programs,” Mr. 


(Continued on Page 128) 


Broadcasting: Toil, Trouble, Gladness 


The bustling, ever-exciting broadcasting industry is tearing 
through 1958, beset by woes but blessed with good things, too, 
including rising sales, ADVERTISING AGE reports in a special 
section beginning on Page 49. 

On the troublesome side, big advertisers and agencies balked 
at triple-spotting, quiz scandals muddied skirts, Washington har- 
ried networks about option time, and stations sweated as reces- 
sion-minded national advertisers bargained hard and looked for 
ways to bypass national rates, AA reports. 

In the section are the inside story of station difficulties, in- 
cluding swats from newspapers, rate-setting and “equal time” 
for political candidates; a hard-digging report on just what it’s 
all about in hush-hush tv barter; and major stories on the in- 
dustry-shaking videotape upheaval, the bumpy path of color 
tv, the post-tv revival of radio, the promise of syndicated tv 
films, Eye & Ear Man’s selection of the top ten tv commercials 
and a special AA poll on the top ten commercials in radio. 


York, will merge with North Advertising, Chicago, about Jan. 1 under 
the North Advertising name. Silberstein-Goldsmith, billing about $5,- 
000,000, has among its accounts Pacific Mills Domestic Corp., Wam- 
sutta Mills and Botany Brands. North, with billings near $14,000,000, 
has Toni products, Gillette Laboratories, Jewel food stores and others. 


Quaker Oats Tests Life Cereal in 4 Markets 


Cuicaco, Oct. 24—Quaker Oats Co. is testing a new protein oat cereal 
| called Life in Salt Lake City, Omaha, Scranton and Albany-Schenecta- 
dy-Troy. Tv spots and page newspaper ads are being used. J. ‘"’: ‘er 
| Thompson Co. is the agency. 


Waterston Takes Accounts to Sackheim 


New York, Oct. 24—Harry Waterston, formerly vp and account exec 
at Norman D. Waters & Associates, has joined Maxwell Sackheim & Co. 
in a similar post. Following him to Sackheim is a group of accounts 
billing about $200,000, including Higgins Ink Co.; John Wiley & Sons, 
gublisher; and the book division of Reinhold Publishing Corp. 


‘Milton Bradley Moves to Noyes & Co. from Hoyt 


Fred Klein 


Doyle Dane Opens 
Office in Chicago; 
Names Klein Head 


Cuicaco, Oct. 23—Doyle Dane 
Bernbach Inc. is opening a Chicago 
office starting Nov. 3. 

Fred Klein, formerly a vp and 
account supervisor of Earle Ludgin 
& Co., Chicago, will head the office. 
Prior to joining Ludgin, Mr. Klein 
was for eight years advertising and 
brand supervisor of new product 
development of Toni Co. 

According to Maxwell Dane in 
the agency’s New York office, Mr. 
Klein has no accounts. His function 


| SPRINGFIELD, Mass., Oct. 24—Milton Bradley Co., maker of toys, 
school supplies and furniture, has moved its account from the Chas. W. 
Hoyt Co., New York, to Noyes & Co., Providence. 


(Additional News Flashes on Page 129) 


will be to acquaint midwestern 
clients with the agency’s service 
| and to provide these services to the 
\ clients. Bed 
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Radio Is Underpriced, 
Armstrong Tells NAB 


Charge More, Improve 
Shows; You Can Skip 
Postcards, Says WHB Exec 


Boston, Oct. 21—Broadcast- 
ers were urged to program a sta- 
tion strongly, and to “charge a 
good rate and stick with it” by 
George W. (Bud) Armstrong, gen- 


eral manager of WHB, Kansas 
City. 
Mr. Armstrong, speaking to a 


radio session of the National Assn. 
of Broadcasters regional meeting 
here, warned crisply, “You can’t 
run a bucket shop and be first in 
your market. You have to charge 
a good rate and stick with it. This 
medium is sold too cheap. We 
need to charge what it’s worth 
and then reinvest.” 

“Invest your money in program- 
ming,” he said, “and you won't 
have to put it into jumbo post- 
cards,” 

His advice wound up a speech 
in which he asserted that music & 
news stations—WHB is a Todd 


White King Pushes 
‘Continuous’ Jewelry 


Premium Offer on TV 


Los ANGELES, Oct. 21—White 
King Soap Co. has launched a 
“continuous” premium promotion 
that offers jewelry items tied in 
with the sale of its White King 
water conditioner and White King 
cleanser, 

Called “Treasures of the World,” 
the first two jewelry items are a 
cultured pearl pendant and match- 
ing clip earrings, both said to be 
$2.50 values, which are available 
for $1.25 and a box top or label 
from either the cleanser or water 
conditioner. 

Consumers may save the labels 
and box tops over a period of 
months and obtain additional 
jewelry items which will be 
shown in a catalog sent when the 
first piece of jewelry is mailed to 
them. 

Principal advertising support 
will be from tv in California and 
the Southwest and the Intermoun- 
tain and Northwest areas. 

Erwin Wasey, Ruthrauff & Ryan, 
Los Angeles, is the agency. # 


Neuberger Drafts 


Storz station—were being hurt by 
the number of poor imitators try- 
jing that kind of programming. 

| He told the broadcasters (1) 
jthat music based on charts is 
| growing in use, (2) that the charts 
are more comprehensive than be- 
fore, and more accurate, (3) that 
they are more carefully policed 
and (4) that the “payola”—the 
use of bribes to promote a record’s 
rating—is dying out. He thinks 
rock-and-roll music is_ settling 
down to a manageable level— 


s “The whole pathology over 
rock-and-roll is the most ridicu- 
jlous and overstated problem in 
| broadcasting,” he said. 
| He predicted growing specializa- 
| tion of stations, arguing that once 
}one station has established itself 
|as “the top pop station,” there will 
|be an inevitable deflection to 
jreach minority audiences. “The 
pell-mell rush to Top 40 program- 
|ming won’t continue,” he predict- 
| ed. 

Mr. Armstrong had some bitter 
words for imitators. “There’s too 
much me-tooism in the business,” 
he said. “Sure music-and-news is 
growing. It’s the thing that pulled 
radio out of the decline of ’53 and 
‘54. As more and more people go 
into it—as stations cut themselves 
loose from networks—if they don’t 

(Continued on Page 127) 


PREMIUM—White King Soap Co. is 

using these display pieces to pro- 

mote its premium offer of “Treas- 
ures of the World.” 


Model State Law 


Supplementing U.S. Outdoor Measure 


PORTLAND, OrE., Oct. 22—A pro- 
posal that Oregon adopt a model 
state billboard control law that 
would parallel new federal legisla- 
tion has been made by Sen. Rich- 
ard L. Neuberger (D., Ore.) in a 
letter to the Oregonian. 

With his legislative assistant, 
Hans A. Linde, who is soon to 
join the University of Oregon law 
school faculty, Sen. Neuberger 
said he was preparing “specifica- 
tions for a measure which would 
provide effective roadside protec- 
tion for limited-access and scenic 
highways in Oregon, or any other 
state that might follow Oregon’s 
lead, and which would qualify all 
of Oregon’s interstate highway 
mileage for the additional federal 
funds offered under the (federal) 
billboard control amendment.” Sen. 
Neuberger was a co-sponsor of the 
federal legislation. 


= “It is crucial to remember,” Sen. 
Neuberger wrote, “that the federal 
law provides only an irreducible 
minimum of billboard regulation, 


not a model program. Oregon’s law 
should not be tailored to the ex- 
ceptions, exclusions and loopholes 
permissible under the federal min- 
imum, but rather to the spirit and 
policy behind this new, national 
program.” 


® In discussing his bill, Sen. Neu- 
berger said certain types of adver- 
tising are actually in the specific 
interest of the traveling public, in- 
cluding information about the lo- 
cation and characteristics of near- 
by hotels and motels, resorts, 
eating places and automotive serv- 
ices. 

This type of information, he said, 
“would be permitted by placards 
resembling theater posters in size, 
which could be studied at leisure 
by motorists standing still off the 
highway, while being out of view 
of the main stream of traffic.” 

If information sites are provided, 
the senator said, ‘‘the old-fashioned 
huge and ugly billboards would be 
entirely eliminated from limited- 
access and scenic highways.” # 


: Me ne 


| 


Monitor's Admonition ... 


PTC Hits TV Ad 


for Max Factor 
Natural Wave 


WASHINGTON, Oct. 22—The Fed- 
eral Trade Commission’s tv moni- 
toring provided the ammunition 
today for a complaint which at- 
tacks ads for Max Factor’s Natu- 
ral Wave hair spray. 

The tv spots use a curled drink- 
ing straw to illustrate how “struc- 
ture” can be changed so that a 
straw “curls naturally and stays 
curly.” 

But FTC says the Max Factor 
product will neither change the 
structure of the hair nor change 
naturally straight hair to natural- 
ly curly hair. 


| 

= Seven snapshots taken from tv 
picture tubes are included in the 
i}complaint to illustrate the adver- 
tising technique which the com- 
mission is challenging. More than 
| a page and one-half of tv script is 
lincorporated in the text of the 
complaint to pinpoint the video 
and audio activity which the com- 
mission wants to eliminate. 


“This modern straw has been changed ...it curls naturally ...Give 


In the ads cited by the commis- 
sion a girl with straight hair is 
shown as the announcer says, 
“Max Factor introduces Natural 
Wave ....a revolutionary answer 
to straight hair like this.” 

The same girl is then pictured 
with curly hair, displaying the 
product and spraying her hair as 
the phrases, “change the structure” 
... “from naturally straight” and 
“to curly” are superimposed on 
the screen and spoken by the an- 
nouncer. 


= In the next sequence the model 
holds up a straw and tells the au- 
dience: “Everyone knows that 
when you try to bend an old-fash- 
ion drinking straw it will break. 
But this modern straw has been 


changed .. in structure . . . so that 
it curls naturally ... and stays 
curly.” 


The girl also is pictured while 
taking out the last pin curl and 
combing out her hair, with the 
curls bounding into place. Mean- 
while the announcer says: “This 
is how Natural Wave works: It 
penetrates through 
changing the structure of each in- 
dividual hair . . . giving you a nat- 
ural curl .. .” 


s FTC said Natural Wave ads ap- 
pear in magazines as well as on tv, 
but the complaint did not deal with 
magazine ads. + 


| Solicit ‘Hot’ Prospects Only, Settle for 


New York, Oct. 21—A panel of 
jagency executives bared some 
trade secrets today at a dinner 
meeting of the League of Adver- 
tising Agencies. 

As fellow league members—and 
potential competitors—jotted co- 
pious notes, top executives of four 
agencies related methods they use 
to solicit new accounts. 


® Benjamin Reiss, board chair- 
man and treasurer of Friend- 
Reiss Advertising, told the meet- 
ing that his shop presses for “at 
least one hot lead a week.” 

“Usually,” said Mr. Reiss, “a 
small agency has to get leads in 
any way it can, including tips 
from space reps, leads coming in 
over the transom and through 
somebody marrying the boss’ 
daughter.” 

“In our agency we try to have 
one hot lead in the shop every 
week, and we get these by mak- 
ing a pitch for an appointment by 
phone. However, we refuse to sell 
the agency that way. We expect 
the prospect to be sophisticated 
enough to make an appointment 
with us.” 


® Another speaker, Larry 
Schwartz, president of the Wexton 
Co., said that account solicitation 
has best results when a pitch is 
made “directly to the man who can 
say ‘yes.’ 

“We try to avoid the so-called 
‘cold’ leads, and instead aim at 
hot prospects—accounts that are 
either in the market for a new 
agency, will be in the market, or 
have special problems in which 
our agency can be helpful.” 


Part of Account, at Start, Agency Men Told 


Harold Waterston, a vp at Max- 
well Sackheim & Co., concen- 
trated on mail solicitation of ac- 
counts. He gave these tips on 
pitching by letter: 

“Letters of solicitation,” said Mr. 
Waterston, “must use the particu- 
lar business language of the pros- 
pect. It doesn’t matter how long 
the letter is, so long as it is easy 
reading and offers the prospective 
account something specific, such 
as (1) success stories of accounts 
already handled by the agency, 
(2) methods used by the agency 
in buying space and (3) the all 
*round services offered the client. 

“And once a response is re- 
ceived,” he concluded, “the agen- 
cy’s claims should immediately be 
backed up by proof and results of 
work done for clients already in 
the shop.” 


® To Mel Mohr, head of Mohr & 
Associates, pitching for a new ac- 
count is a matter of getting a toe 
in the door. Mr. Mohr said that 
his agency relates its services to 
the prospect’s product and pitches 
first for a “segment or area” of 
an account. 

“Once we prove ourselves by 
doing an effective job on part of 
the prospect’s account, we expect 
all of the business. 

“Otherwise,” he concluded, “we 
pick up our marbles and go home.” 


Nielsen Opens in Montreal 

A. C. Nielsen Co. of Canada, 
Toronto, has opened a branch of- 
fice in Montreal at 550 Sher- 
brooke St., W. Lyle Moodie will 
be in charge of the branch. 


the hair, | | 


yourself ...naturally curly hair.” 


Coste, Retiring 
at Coca-Cola, to 
Be OAI President 


Ad Experience Led to 
Choice, Says Robbins; 
Bricker Remains Exec VP 


New York, Oct. 21—Felix W. 
Coste, vp and director of market- 
ing of the Coca-Cola Co., will be- 
come president of Outdoor Ad- 
vertising Inc. Jan. 1. 

Announcement of Mr. Coste’s 
election to head OAI was made 
today by Burr L. Robbins, execu- 
tive committee chairman, who is 
also president of General Outdoor 
Advertising Co., Chicago. 

Mr. Coste, who retires from 
Coca-Cola Co. Dec. 31, as previ- 


Felix Coste 


ously reported (AA, Oct. 13), will 
become chief executive officer of 
OAI, national sales organization 
for the medium, and will direct 
the activities of the organization 
with the assistance of John L. 
Bricker, who became exec vp of 
OAI Sept. 15 (AA, July 28), fol- 
lowing the resignation of Warner 
R. Moore as president (AA, July 
14). 

Mr. Coste’s experience in the 
general field of advertising, plus 

(Continued on Page 24) 


Chevy Is Favorite 
of New Car Buyers, 
U.S. News’ Says 


Buyers of U. S. Cars 
Heavily Favor Domestic 
Makes, Magazine Finds 


WASHINGTON, Oct. 23—Most of 
the people who have been buying 
cars this year aren’t interested in 
looking beyond the domestic* 
makes, according to the latest au- 
tomobile market study which is be- 
ing used by the sales staff of U.S. 
News & World Report. a 

For the second successive year 
the magazine has carried out an 
analysis of automobile buyers, in 

(Continued on Page 22) 
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Advertising Age, October 27, 1958 


Despite Lifting of Women-in-Ads Ban, 
Distiller Group Opposes Radio-TV Use 


U.S. Reluctant to 
Enter Fray as Industry 
Groups Handle Policing 


WAsHINGTON, Oct. 22—The Dis- 
tilled Spirits Institute has lifted 
its 25-year-old ban on women in 
liquor ads, but it expects to hold 
the line so far as radio and tv are 
concerned. 

Elimination of the ban on the 
use of pictures of women was ap- 
proved by the institute’s board of 
directors at a meeting in Louis- 
ville last week (AA, Oct. 20). For- 
mal announcement had been 
withheld pending approval by the 
board of revised code language, 
which is scheduled to take place 
at another meeting next month. 

The decision to give ground on 
the use of women in ads was 
based on a recommendation by a 
special committee which has been 
reviewing the industry’s regula- 
tory problems, including its vol- 
untary advertising code. DSI 
said the review is regarded as 
complete, at least for the present, 
and there is no immediate likeli- 
hood that the committee will be 
reconvened to consider current 
proposals whicu. would open some 
radio and tv stations to alcoholic 
beverage ads. 


= The industry’s advertising code 
has a history extending back to 
the early days of Repeal. Its advo- 
cates regard it as the bulwark of 
the industry’s public relations 
program, to guard against in- 
tensely competitive sales ap- 
proaches which would provide aid 
and comfort to the industry’s 
critics. 

Many of the provisions of the 
code were an outgrowth of infor- 
mal suggestions which industry 
leaders received in the early post- 


Admen, Media 
Push Promotion 
Fund for Texas — 


Houston Chamber Hits 
Proposed Amendment as 
Superfluous, Too Costly 


AusTIN, Tex., Oct. 21—Editors, 
publishers and business men have 
joined advertising people during 
the last few weeks to beat the! 
drum for approval of an amend-| 
ment to the Texas constitution to| 
permit the state to advertise its| 
attractions. 

The election on Nov. 4 includes | 
a proposition to allow the state to| 
spend money to encourage tourists | 
and industry to come to Texas. 
Because of provisions in the state 
constitution of 1876 aimed at cur- 
tailing the power of carpetbaggers, 
an amendment is required to per- 
mit Texas to do what governments 
of 45 other states are authorized 
to do. 


® Opposition, however, is coming 
from a somewhat unexpected di- 
rection. The Houston Chamber of 
Commerce is one of the organiza- 
tions which has gone on record as 
opposing the amendment in its 
present form. 

The chamber favors state ad- 
vertising, it hastens to assert, but 
believes it would be better to re- 
peal the prohibitive provision in 
the present constitution rather 
than set up a new spending agen- 
cy, authorized by what the cham- 


(Continued on Page 18) 


Repeal period from federal offi-| 


cials concerned with regulating 
the industry. Under the federal 
alcohol acts, federal officials have 


pencil liquor ads so far as specific 
ad claims are concerned. But the 
authority stopped short of some of 
the other “gray areas” which 
were potential sources of public 
relations trouble for the industry. 


e One of the first trouble areas 
reported to the industry by feder- 
(Continued on Page 130) 


Merchandising Unit 
of McCann Creates 


Direct Mail Section 


New York, Oct. 22—McCann- 
Erickson, which already has more 
subsidiaries, divisions and affili- 
ates than many agencies have em- 
ployes, today has a new one—a 
direct mail division, operating 
within Sales Communication Inc., 
the sales development affiliate of 
McCann. 

The direct mail service of Sales 


Communication has been given this 


divisional status under the direc- 
tion of Edward N. Mayer Jr., a 
veteran of the direct mail wars. 

Mr. Mayer resigned last year as 
president of James Gray Inc. to 
join McCann as an administration 
executive for the agency’s affiliat- 
ed companies. He is a former pres- 
ident of the Direct Mail Advertis- 
ing Assn. 

Frank A. Armstrong, president 
of Sales Communication, noted that 
the new division will be unique; 
In addition to such basic direct 
mail services as copy and art, list 
selection and distribution, it will 
create “plans providing training 
and effective follow-through on 
the part of dealers and salesmen.” 


Sales Communication was set up 


by McCann to provide service in 
all areas of merchandising, sales 
promotion and industrial selling. + 


Poorman, Butler Expands 
Poorman, Butler & Associates, 
Muncie, Ind., has opened an Indi- 
anapolis office at 1433 Meridian 
St. to serve clients in that area. 


|far-reaching authority to blue-| 


| 


(Abe Anow Mh poy ff owmersy Chay pony emt 
= 4 ~Bétty Crocker's 
= NEW “TWIN STAR” PATTERN 
me IN SOLID STAINLESS 


TWIN STAR—General Mills is adding 
a new tableware pattern to its pre- 
miums. Following a test in Wom- 
an’s Day in August, ads will run 
in magazines and supplements 
starting in late October. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 


Marlboro Sticks 
to Tried & True 
Tattoo-Man Motif 


Research, Horse Sense 
Guided ‘Non-Gimmick’ 
Push, Says Burnett VP 


WASHINGTON, Oct. 21—The sto- 
ry of how Marlboro evolved from 
a “fancy smoke for dudes and 
women” to a tattooed tough guy’s 
cigaret was related today to mem- 
bers of the Washington Advertis- 
ing Club. And the advertiser is in 
no rush to leave the successful 
theme—now nearly four years old 
—just because it has grown fa- 
miliar. 

The story teller was Owen B. 
Smith, vp of Leo Burnett Co. and 
supervisor on the Marlboro ac- 
count. He traced the development 
of the brand from a “fancy 
smoke” to one whose filter, flavor 
and flip-top box appealed to the 
general consumer. 

Reviewing market, lab, pro- 
duction and design research 
which preceded introduction of 


Frank J. McGrath, agency vp, will) the filtered Marlboro in 1954, Mr. 


be in charge of the new office. 


(Continued on Page 110) 


_At Inland Press Meeting . 


Dailies to Have Single Line Rates, 
No Supplements by ‘68, Says Blanton 


Harris New IDPA Head; 
Williams Hits Ad Rule 
_ Efforts by Government 


Cuicaco, Oct. 21—Ten years 
from now newspaper publishers 
|will be charging all advertisers 
|the same rate for display adver- 
tising, and they will have stopped 
carrying syndicated supplements, 
|it was predicted today by Charles 
L. Blanton Jr., publisher of the 
Standard, Sikeston, Mo. 

In reference to his forecast on 
display ad rates, Mr. Blanton as- 


Aid Advertiser in 
Search of Agency, 
Mayers Urges Reps 


Los ANGELES, Oct. 21—Media 
men can be the best friends of an 
advertiser when he is choosing an 
agency, Henry Mayers 
Mayers Co. told members of the 
Los Angeles Magazine Represent- 
atives Assn. last night. 

“You know the facts of agency 
life; the differences between lo- 
cal agencies whose outstanding 
skill is in getting new accounts, 
sometimes through the glamor 
approach; and those offices, large 
or small, that have outstanding 
skills in making advertising pay 
for western accounts they al- 
ready have,” he said. 

Mr. Mayers said representa- 
tives’ intimate knowledge of local 
agency offices can help guide a 
client to the right agency. “This 
may well be one of the local giant 
offices, for very sound reasons.” 


# On the other hand, he noted 
that while he has great respect for 
much of the work being done in 
large agencies, not all of it is 
great. 

“You know from long experi- 
ence that advertising talent is no 
greater in a giant agency than in 
a more modest one with a success 


said representatives may have 

noted what he calls “The Inverse 

Law of Agency Skills: The small- 
(Continued on Page 126) 


George Gribbin 


Gribbin Named 
Y&R President; 


Larmon Chairman 


New President of No. 3 
Agency Is Alumnus of 
Its Copy Operations 

New York, Oct. 22—George 


Homer Gribbin, 51-year-old Mich- 
igander who is the new president 


Sigurd Larmon 


of the nation’s third biggest agen- 
cy, got into advertising “because I 
couldn’t get into newspaper work 
in Detroit.” 

A slim, candid man with loud 


socks, close-cropped hair and 
bushy, bristling eyebrows, Mr. 
Gribbin yesterday officially suc- 


ceeded Sigurd S, Larmon as pres- 
ident of Young & Rubicam, which 
last year billed $230,000,000 (trail- 
ing only J. Walter Thompson Co. 
with $285,000,000 and McCann- 
Erickson with $262,000,000). 

Mr. Larmon moves up to chair- 
man and chief executive officer 
to make room for the former senior 
vp and copy director. 


sts 


ade 


es 
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ve 


Louis Brockway 


| Mr. Larmon, who has been pres- 
|ident and chairman for more than 
15 years, and who has been pri- 
marily identified with the contact 
end of Y&R’s business, is now suc- 
ceeded by a man whose advertis- 
ing experience has been principal- 
ly on the copy side. 


# Mr. Gribbin conceded in an in- 
terview today that billings are 
“important.” But, he added, Y&R’s 
goal is “to sell the maximum goods 
for the clients we serve.” He said 
that an agency “can’t long lose 
billings without some phase of its 
operations being wrong.” As far 
(Continued on Page 130) 


es, 


of the) 


record,” Mr. Mayers observed. He | 


serted, “This implies that the 
15% agency commission will be 
gone, which will be a good thing 
for newspapers, as the advertising 
agencies will collect from the cli- 
ent.” He spoke at the 74th annual 
meeting of the Inland Daily Press 
Assn, 

Mr. Blanton warned that the 
rapid rise of newspaper supple- 
ments has affected the national 
advertising picture for all news- 
papers, not only those carrying the 
supplements. “With all the vigor 
with which a few publishers are 
protesting, there is a general ho- 
hum attitude, while Sunday sup- 
plements continue to encroach on 
our national accounts,” he said. 


® He also cautioned publishers to 
keep a sharp eye on cooperative 
advertising. “Unless we continue 
our efforts to have the national 
or regional advertiser place and 
pay his half of the advertising 
| through the agency, the advertiser 
may decide to use radio or tele- 
vision—which a lot of the news- 
papers have allowed to _ take 
place,” he said. 

Mr. Blanton said his newspaper 
has lost several important cooper- 
ative accounts to the local radio 
station. He maintained that his 

(Continued on Page 114) 


APA Board Okays 
Farm Publication 
Ad Bureau Plan 


Cuicaco, Oct. 22—A Farm Pub- 
lications Advertising Bureau will 
be organized by the Agricultural 
Publishers Assn. if the member- 
ship approves a plan adopted by 
the board of directors at the an- 
nual meeting here this week. 

Under the plan, $50,000 would 
be made available to permit em- 
ployment of a sales promotion and 
marketing director, whose job 
| would be to act as spokesman for 
farm publications before various 
advertising groups, and to gather 
and disseminate useful marketing 
material and develop over-all pro- 
motional! material. 

A committee of five, headed by 
Oscar Dugger, Progressive Farm- 
er, was charged with developing 


»|an assessment system and submit- 


| ting the plan to a mail vote of the 
| association’s 35 member publica- 
| tions within 30 days. 

A companion plan, calling for 
|implementation of a $50,000 ad- 
| vertising program on behalf of the 
|farm publications market, was ap- 
proved in principle, but the APA 
| members decided to forego formal 
discussion of it until organization 
of the advertising bureau has been 
accomplished. 


s Ray T. Kelsey, of Capper-Har- 
man-Slocum, was elected presi- 
dent of the organization, succeed- 
ing William B. Wiemers, Farm 
Journal Inc. Other officers who 
were elected include G. P. Swan- 
son, Pacific Northwest Farm Quad, 
vice-president; Irving W. Ingalls, 
American Agriculturist, secretary; 
and James E. Edwards, Prairie 
Farmer, treasurer. 

Lester Cole of Montana Farmer 
was elected a director, succeeding 
J. H. Yetter, of California Farm- 
er. Reelected to directorship posts 
were Messrs. Kelsey, Wiemers and 
Swanson; Oscar M. Dugger, Pro- 
gressive Farmer; E. T. Meredith, 
Meredith Publishing Co., and W. E, 
Boberg, The Farmer. # 
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Morrissy Shifted 

to Supervise Sales 

of ‘Life’ in Midwest 
New York, Oct. 24—John F. 

Morrissy, advertising manager of 

Life, will move to Chicago Dec, 1 


to supervise and coordinate op- 
erations of Life’s sales offices in 


olis. 
Life said that Mr. Morrissy’s 
switch to the Midwest constituted 


“recognition of the great impor- | 


tance of midwestern advertisers 
and agencies and their significant 
share of the U.S. economy.” The 
magazine added that F. L. Redpath 
will continue as manager of the 
Chicago office and that Robert 
Davis and Roy Lord will continue 
as managers in St. Louis and Min- 
neapolis, respectively. 

As a result of Mr. Morrissy’s de- 
parture from New York there will 
be a number of shifts in Life’s 
advertising department here, 
These will be announced in about 


Chicago, St. Louis and ean 


John F. Morrissy 


a week. Mr. Morrissy, who was 
born in St. Paul, Minn., moved to 
New York in 1928 to work for 
Crowell-Collier Publishing Co. and 
later for the New York News. He 
joined Life’s sales staff in 1938 
and became Chicago sales manager 
in 1941. He later became western 
advertising manager, in Chicago, 
and in 1954 was named ad man- 
ager. # 


» | 


| 
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‘TV Guide’ Plans 
Campaign to Mark 


® Ad, Circulation Gains 


New York, Oct. 22—TV Guide 
plans a “blitz” campaign to pro- 
mote its circulation and advertising 


=| gains, James T. Quirk, publisher, 
=isaid at a press conference held 


here. 

The campaign starts Monday 
and includes a series of page ads 
running for five consecutive days 
in the New York Times, New York 
Herald Tribune, Philadelphia In- 
quirer, Detroit Free Press and 
Chicago Tribune. In _ addition, 
five-page inserts are scheduled for 
ADVERTISING AGE and other busi- 
ness papers. 

The TV Guide promotion also 
includes a 20-minute kinescope 
presentation to advertisers and 
agency people in major cities, and 
a direct mail campaign, beginning 
Oct. 27, to tie in with the ads. 

Gray & Rogers, Philadelphia, is 
the agency. # 


You need concentrated coverage 


on? 


SearvieX”~ WASHINGTON 
STATE 


... in the PUGET SOUND CIRCLE 


More than half the population and business of Washington State is con- 
centrated in the Seattle and Tacoma markets. 


To sell Tacoma, the State’s No. 2 market, you need the Tacoma News Tribune 
which provides the only concentrated coverage in its area (more than four 
times the combined circulation of the Seattle dailies). 


In the Tacoma market, no outside newspaper approaches these 


coverage figures: 


The Tacoma News Tribune delivers 83% of its City Zone; 81% of its 
Metropolitan Area; 59% of its Trading Area. (Total net paid, 83,717) 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 


NEW YORK ¢ 


CHICAGO °¢ 


LOS ANGELES ¢ SAN FRANCISCO 


PHILADELPHIA ¢ DETROIT ¢ ATLANTA 


Advertising Age, October 27, 1958 


Highlights of This Week's Issue 


Diplomat cigarets ads will run, finally, 


but without the emphatic health 
theme in the ads in the New York 
Sa Se 


Publishers should stop imitating the pro- 
motions of other media and use the 
strong selling tool they have to them- 
selves—audited circulation, Walter P. 
Lantz tells ABC meeting 


Lack of product differences is forcing the 
to depend on his own ex- 

perience and price as factors in decid- 
ing what to buy, Y&R’s ex-chairman, 
Charles Whittier, tells ad and market- 
ing conference Page 1 


Broadcasters are underpricing radio. They 
should charge a good rate and stick to 
it and reinvest the money in improving 
programming, George Armstrong, WHB 
general manager, tells Boston meeting 
of the National Assn. of Broadcast- 
ers Page 2 


White 
elry items as a 
um promotion which it 
J haa 


King Soap Co. will offer jew- 
“continuous” premi- 
has just 
Page 2 


Television ads for Max Factor’s Natural 
Wave hair spray are criticized by the 
Federal Trade Commission for imply- 
ing it will change the structure of the 
hair Page 2 


Getting a new account for a small agency 
takes much leg and head work, League 
of Advertising Agencies is told. One 
agency principal says his agency presses 
for “at least one hot lead a week.” 
Another agency solicits new accounts 
Rs a RID. aici ceckeinsinisinitetsinsinsnsnd Page 2 


Sen. Richard L. Neuberger urges his state, 
Oregon, to adopt a model state bill- 
board control law paralleling new fed- 
eral legislation Page 2 


Distilied Spirits Institute lifts 25-year-old 
ban on women in liquor ads, but holds 
the line on forbidding liquor ad- 
vertising on radio and television .Page 3 


Newspapers will be charging all adver- 
tisers the same rate for display adver- 
tising and will have stopped carrying 
syndicated supplements ten years from 
now, Charles Blanton tells the Inland 
Daily Press Assn. meeting 


Maribere account executive from Leo 
Burnett tells of transformation of the 
cigaret from “dude's” smoke to “he- 
man’s” smoke, says agency plans to 
stick with Marlboro man theme .Page 3 


Media representatives can help advertiser 
find an agency, Henry Mayers of May- 
ers Co. tells group of representa- 
tives Page 3 


Agricultural Publishers Assn. approves 
plan for a Farm Publications Advertis- 
ing Bureau Page 3 


Federal Communications Commission en- 


ters dreary days of reviewing work it 
has accomplished in past as result of 
congressional investigations, court or- 
ders Page 6 


International Chamber of Commerce urges 
greater international standardization of 
advertising practices 


Retailers look for sales increases during 
the Christmas season, but expect ad 
budgets to stay the same as last 
year Page 28 

Creativity is job of everyone in the 
agency, not just copy and art de- 
partments, BBDO’s Robert Foreman 
says Page 30 


Some package designers have oversold 
the capacity of package design to sell 
the product alone, Robert Sidney Dick- 
ens tells Packaging forum ............ Page 31 


VanSant, Dugdale tells 115 employes how 
it handles two of its accounts ....Page 32 


The Realites Group of magazines, model- 
ed after American publications by pub- 
lisher Humbert Frerejean, all make a 
profit Page 34 


Young girls will find an “exciting and 
promising career” in advertising, JWT’s 
Janet Wolff tells Gamma Alpha Chi 
meeting Page 38 


Publications and categories of publica- 
tions can affect the believability of an 
ad, Prof. C. N. Allen of Dartmouth tells 
t.£. Club of Chicago 


So far as advertising and marketing are 
corrupting society, admen had better 
worry, Clyde Bedell writes, decrying 
position of Dr. Theodore Levitt in ar- 
ticle recently reprinted in Advertising 
Age Page 101 


Many nationally advertised brands have 
been made complacent by their success 
since World War U, have become 
blinded to fact that the private label 
represents real threat, George Perkins 
tells Chicago Federated Advertising 
Club Page 108 


REGULAR FEATURES 


Advertising Market Place ... 
Art Director's Viewpoint ... 
Coming Conventi 
Creative Man’s Corner 
Editorials 
Farm Magazine Limage 2.00.00... 
Getting Personal 
Infermation for Advertisers 
Obituaries 
On the Merchandising Front .................... 102 
Photographic Review ..........c.cccccccccceeceessreeee 
Production Tips 
Rough Proofs 
Salesense in Advertising 
This Week in Washington ... 
Voice of the Advertiser ..... 
What They’re Saying 


Equitable Life Moves to FC&B 
Equitable Life Assurance Society 
of the U.S., New York, which last 
year spent $2,476,000 on advertis- 
ing, will move from Kenyon & 
Eckhardt to Foote, Cone & Belding 


on Feb. 1, 1959. Equitable and K&E, 
after a five-year relationship that 
saw the creation of the “living in- 
surance” theme, are parting over 
“a basic disagreement on advertis- 
ing policy.” 


business curve 


other individuals 


NEW YORK 
50 Broadwoy 


CHICAGO 
71) W. Monege St 
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changes direction— 
What better time is there 
for the Corporation to 
cultivate the favorable 
attention of the leaders 
who can inspire countless 


with needed confidence? 


BOSTON 
388 Newbury St 


LOS ANGELES CLEVELAND 


2999 W Oth Sr " 1010 Eucha Ave 
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ome people have a flair for living 


Good shooting (and the good shopping that precedes it) come naturally to some people. 
They’re active, eager people who search out exciting places to go, products to buy and enjoy. 


These spirited men and women are attracted to Holiday. Each month, they find an enchanting world 
of pleasure portrayed in its pages. Holiday stimulates readers, inspires them to a greater 
appreciation of the best things in life. 


These Holiday readers are your best prospects. They're in a mood for pleasures, comforts and 
conveniences. With incomes nearly triple the national average, they’re in a better position to buy. 
More and more advertisers are reaching this rewarding market in Holiday. What about you? 


There’ a rewarding new world for you in HOLIDAY 
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congressional investigators have|Preliminary investigations of the| government’s point of view: That} American Sheep Producers Coun- Commerce Sec- é 
turned off their spotlight, the com- | Miami Channel 7 grant. : _ |servicing costs merely give the|cil in Sacramento two years ago. Weeks’ Tax retary Sinclair Ft 
mission now is knee-deep in legal | One FCC member put it this|/consumer what he bought in the| While it found that six out of ten| Plan Has Flaw Weeks seems to 
red tape, trying to untangle the| Way the other day: “We are prob-| first place—a sound product. \shoppers make their buying deci- have been caught 
controversies which were brought | @bly going to have to re-examine; With so many millions at stake,|sions before starting for the food | unaware by the excitement stirred 
into the open. jevery case that was mentioned lawyers raised many perplexing| store, the report says newspaper/up last week when he made the 
The court of appeals already has | during the recent investigations.| propositions. For example, GM’s| and tv-radio ads would have been| headlines with a proposal for a 
ordered FCC to re-investigate the | The chief reason we aren't making | attorneys stressed the fact that $5 | more effective if all stores had been| 142% federal excise tax to be col- 
Miami Channel 10 and Boston|/@My mews these days is that we) of a Frigidaire’s price is earmarked | careful to tie in with display and| lected on most manufactured prod- 
Channel 5 cases. And this week /| are busy preparing to do over most} qs q warranty fee. The civil ser-| point of sale material. (Agricul-|ucts at the manufacturer level. . 
the Supreme Court bounced back | Of the things we completed in the/| yants representing Uncle Sam were |ture Department Marketing Re-| His colleagues in the administra- ; 
the St. Louis de-intermixture sit- | Past several years.” equal to the challenge. however.| search Report No. 200, Superin-| tion have steered clear of this idea ; 
uation, with an opinion which) |'They persuaded the court that a|tendent of Documents, Washington] for at least two understandable 
serves notice that FCC will be|' The Supreme Court -seems to| compulsory warranty fee is merely | 25, D.C. 50¢.) reasons. 
required to review every case in-| have put a period to the long ar-| a bookkeeping trick. Usually the research is financed| One is that a federal excise tax 
Rie a aa CoD Saeco on all manufactured products 
would be controversial under ideal 
t circumstances; it becomes particu- 
larly controversial when it is men- 
tioned just three weeks in advance 
of a congressional election. 
e ° © 7 e ° ® More important, however, is that 
This year, Illinois and Indiana farmers will take in Secs | 
retary Weeks wouldn’t produce 
enemgh revenue to justify the polit- 
315 alli ts * & sik ical risk. Experts have estimated 
that a tax of nearly 5% would be 
7 MmMiion do ars TrOm MlikK «ce Be ae neate 1% wont be 
mately the same amount of revenue 
that the federal government now 
gets from the crazy quilt of exist- © 
ing excises carried over from the é 
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This Week in Washington .. . 


Caught Between Courts, Congress, 
FCC Is Busy Reviewing Past Labors 


By Stanley E. Cohen | volving any accusation of political 
Washington Editor | favoritism or unethical conduct. 
WASHINGTON, Oct. 23—These are) On its own initiative the com- 
dreary days at the Federal Com- | mission already has reopened the 
munications Commission. Although | Orlando Channel 9 case and made 


| gument 


over tax rebates which 
appliance and auto makers hoped 
to get to offset some of the expense 
incurred in servicing warranties. 
At one point General Motors and 
Ford were in line for several mil- 
lion dollars of tax refunds under 
a tax court ruling which held that 
servicing costs are a deduction 
from price which should be con- 
sidered before the manufacturers’ 
excise tax is collected by the fed- 
eral government. Now, however, 
the Supreme Court accepts the 


Agriculture Sec- 
retary Ezra Taft 
Benson favors 
better promotion 
|of farm products. So the agricul- 
ture research service has a green 
light to put more emphasis on 
studies of steps which can improve 
\the effectiveness of food advertis- 
ing and merchandising. 

One survey, already published 
by the research service’s merchan- 
dising methods section, deals with 
a lamb promotion conducted by 


U.S. Pushes 
| Farm Studies 


There's 
a third partner 
in the picture 


Father and son partnership of 
Walter and James Sage, Grays- 
lake, Illinois, milk 30 cows; raise 
23,000 pounds of pork a year. The 
new glass pipeline milker, shown, 
is typical of the purchases they 
are constantly making to improve 
their business. 


The third partner in the picture 


And the biggest slice of this will be 
spent on products advertised in 
Prairie Farmer...Will you be there? 


Prairie Farmer Land’s 315 million dollar-plus bankroll from milk 

is spendable income to the world’s greatest concentration of high 

income farmers—part goes for producing more milk— 

for better living —more is spent on products advertised in Prairie 

Farmer than in any other farm publication. 
Surveys tell us why. 


goes 


Advertising Age, October 27, 1958 


| by an industry group, with the gov- 
|ernment supplying experts who ob- 
serve the campaign, and publish 
an analysis. Another lamb cam- 
paign study, in Cleveland, is al- 
ready at the printer’s. In the offing 
are (1) comparisons of apple ad- 
vertising slogans, in cooperation 
with Washington State Apple Com- 
mission and (2) promotions of 
dairy by-products in the South 
and Midwest, backed by American 
Dairy Assn. 


World War II. The 10% tax on 
autos alone, for example, raised 
more money last year than Secre- 
tary Weeks would raise through a 
1%% tax which would hit the tax- 
payer every time he went into a 
store to make a purchase. 


About 30 unhap- 
Parcel Post py citizens turned 
Hikes Protested up at the Post 
Office Depart- 
ment Monday to register their mis- 
givings about impending increases 
in rates for catalogs and parcel 
post. As circulated by postal offi- 
cials for public comment, the in- 
creases average 17%. But they are 
weighted so that the most painful 
adjustments are on lighter ship- 
ments for relatively short haul. 
For the most part the objeetions 
reiterated what has often been said 
about the Post Office Department’s 
bookkeeping methods. They have 
until Nov. 4 to reduce their objec- 
tions to writing. Then postal offi- 
cials will draft a final proposal, 
which will be submitted for re- 
view by the Interstate Commerce 
Commission. One Post Office ex- 
pert said this about the session. 
“It was mutually instructive.” + 


Joseph Callan Forms 
Point of Purchase Company 
Joseph M. Callan, formerly a vp 
of Kling Studios, has formed J. M. 
Callan Co., 664 N. Rush St., Chi- 
cago, a point of purchase agency. 
Mr. Callan said 
his new company 
will service 
agencies, offering 
a complete point 
of purchase mer- 
chandising serv- 
ice for their cli- 


ee ee 


cn is Prairie Farmer. The Sages look 

- to Prairie Farmer first for the in- 

' formation they must have to keep 
their business growing. Both in 
the editorial pages and in the ads, 
if it’s in Prairie Farmer, it has a 
head start with the Sages. 


ents, and also 
will work with 
accounts direct, 
as an agency 
handling the 
“specialized point 
of purchase advertising field.” 

The Callan company will not 


Illinois and indiana farmers B vee Prairie Farmer by 5 to 1 
over next highest publication! Dealers prefer Prairie Farmer by 
7 to 1! No other publication comes close. Invest your precious 
advertising dollars where the influence is. 


Joseph M. Callan 


Member of 
MIDWEST FARM PAPERS 
35 E. Wacker Drive, Chicago 3 


” CEntral 6-3407 ais 
250 Park pny New York 17 handle competitive accounts, Mr. 
% This startling 1958 milk income YUkon 6-6264 Callan said. Services will include 


figure is an estimate of the 
Research Department of Prairie 
Farmer. 


manufacturing and pre-testing dis- 
plays, point of sale program pres- 
entations to salesmen, packaging, 
sales promotion and sales training. 


West Coast representative 
Townsend, Millsap & Co. 
110 Sutter St., San Francisco 4 
159 S. Vermont, Los Angeles 4 
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If their heads are in the clouds, 
they can’t help it. 

Charge it to the great and surging 
vitality of The Saturday Evening 
Post. Check the facts: 

Only the Post, in its field, in- 
creased its share of market this 
year. Thirty-eight per cent of all ad 
pages run in mass weekly magazines 
during the first half of 1958 went 
into the Post! 


Latest monthly figures show a 
gain over last October of $1,700,000 
in advertising revenue, 10.4 per cent 
in advertising pages! 

New advertisers are streaming in 
—59 just since July—drawn by more 
than 29 million proved exposures 
to Post-Influentials for every ad 
page they run! 

Reader demand for the Post is 
at an all-time high. The average 
circulation for the first six months 
of 1958 was 5,709,725—an increase 
of 556,834 in just one year. Some 
Post issues have already exceeded 
5,800,000. 

And now The Saturday Evening 
Post announces a new circulation 
rate base of 5,800,000 (effective 
April 11, 1959) —200,000 more copies 
than the present circulation base! 

So if your Post salesman stands 
a little taller these days, remember 
it isn’t elevator shoes. It’s plain, un- 
varnished, unbridled pride in what 
his book can do for you! 


Proved! More than 29 million reader 
exposures for your ad page in... 


The Saturday Evening 


POST 


— Sell the POST INFLUENTIALS 
«they tell the otherst © 


A CURTIS MAGAZINE 
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Baltimore Weighs - 
Ad Tax Refunds 


New 1959 Chaika..°10,000.00 


New York, Oct. 23—Cmdr. Ed- 


'ward Whitehead, the man from 


BaLtrmore, Oct. 21—Baltimore 
city officials were pondering this 
week whether to return $1,500,-) 
000 in advertising tax revenues, 
now held in escrow, or to seek re- 
versal of the decision of the state’s 
highest court in the U. 8S. Su-' 
preme Court. 

The Maryland court of appeals | 
Friday unanimously upheld a low- | 
er court decision invalidating the 
Baltimore advertising taxes on 
the ground they violate constitu-| 
tional guarantees of freedom of! 
the press (AA, Oct. 20). 


the geverncrent Art he gum 2th he 
waters fall of ration amt hes het in 
no hata 


dete Semeth wert of takes the car and 

rt Grelers © tee town for granted 
Seems they've shways town there ewer 
cd 
eet Mem Grove that fret car hare 
Drowe the long way, ameck op Main 
Meet etting up tall 


Smitty would sare how! to high 
heaven fhe Nad lo pay bert weer chirwe 
and four times tin whole year's pay 
far s new car that cant hold » cane to 


omy Amerwar car mechanicaliy com 
fort equgament of sty fing Ivan den 
And wait (wo years for deBvery te tent! 
Ivan dows And deal with mechanics 
heme way of cherking you ant) freew 
fo te taste the radhetor water (Come 
they Never invented the tedrameter 
yet) 


Can’ you ~« vans eyes popping if 
fe wetned onto Semitt) + deeher + ture 
ream” Here 6s man mre whe Mae ine 
ters Nemec basiding or the cle re 
of tee protert and cme ervee 
He's put & et of money inte o ig 
woterton of medets, and the best ery 
(ee equipement. and the salarws of fac 
Lory (rammed mechenes 


Mee bauer bee grime ne Cewraiame hes 
beqion of freemds has grows He’! spewed 
your Anemone through Het give yeu 
be persona! attention whether your 


eolls the car anywhere in the USA 


TW dealer ared Jasin Seith have eee 
frends for a long tame See cach other 
at the PTA and the lodge, the town 
counel! and the Latthe Lengua practier 
ewes Sent ty + ctddest bay is bearning: 
to drive im Che car the deaker Gunnted 
to the hgh acho! dervwing core 


Sew Seitty yust (his merneng (nn 


ting Uke & Chessy Cat On his way to 
pack our thee new femme) tae Acoord 
eng Go emit) thee se the time to bey 
Just hock at the 8 motte the clam 
est, mast beautiful cars America’s 
greet avtomotnie industry hes ever 
created Lank at the factary price tags 
oe the emdbows 


industry» qwetacular array of cow 
100 cars in The Saturday Evening 
Post Then see your car or track desler 
He il greet you nth a ing aanite snd the 
test value wm your whole ever-tovwm 
\tetne See Rom teiay 


‘The Saturday Evening Post 


HELPER—This is the Saturday Evening Post ad, scheduled for Jan. 3, 


which promotes the car dealer and the auto industry. 


Baltimore’s Mayor Thomes| ’ 
D’Alesandro and other officials | Diners Gobbles Up 


declared it would take some time} 
to reach a decision on whether to! 


Sheraton Club, Tips 


“Post’ Promotes 
Auto Deaiers in 


abide by the recent decision or ap-| “11: 
peal to the Supreme Court. Scale at Million-Plus 
Oct. 23—Sheraton 


The city advertising taxes, im- New York, 
posing a 4% tax on local advertis- | Hotel Corp. and the Diners’ Club 
ing sales and a 2% levy on the today announced an agreement un- 
gross receipts of all media, went| der which the month-old Sheraton 
into effect Jan. 1, 1958. After a| Central Credit Club will be dis- 
storm of protests, the city re-| solved and its 250,000 membership 


pealed the taxes, effective Jan. 1, 
1959. Litigation was continued 
over the question of returning 
taxes already collected. 

Speculation was that the ma- 
yor, a candidate for the U. S. 
Senate, will carry the case fur- 
ther only if convinced he will lose 
the election. 


s Judge Stedman Prescott, who 
wrote the unanimous opinion of 
the court of appeals, stated that 


the ad taxes “are imposed upon} 


a segment of the advertising in- 
dustry, and, in practical effect, 
have approximately 90% to 95% 
of their impact upon newspapers 
and radio and television stations, 
businesses entitled to immunities 
of the First Amendment.” 

Further, the court noted: “We 
do not hold that every tax im- 
posed upon the newspapers or the 
stations, or the producers of rev- 
enue to the newspapers and the 
stations, that may incidentally af- 
fect the power of such media to 
collect and disseminate news be- 
cause of reduced revenue is vio- 


| list added to the Diners’ organiza- | 


tion. 

The agreement, jointly an- 
nounced by the two organizations, 
gives Sheraton a “substantial” fi- 
nancial interest in the credit club, 
which in turn gets Sheraton’s 
credit list and a crack at convert- 
ing the hotel chain’s 800,000 sep- 
arate guest-card holders to Diners’ 
Club membership. About 250,000 
members subscribe to Sheraton’s 
credit group, a subsidiary created 
by the hotel chain Sept. 3 (AA, 
Sept. 8). Guest card holders are 
not required to convert and may 
continue to use hotel facilities on a 
direct billing basis, Sheraton said. | 


Ralph E. Schneider, board chair- | 
man of the Diners’ Club, said ac- | 
quisition of the Sheraton subsi- | 
diary will push the organization’s | 
membership beyond the 1,000,000 
mark, the largest total member- 
ship in the burgeoning credit in- 
dustry. Current membership of the | 


Print Campaign | 


PHILADELPHIA, Oct. 24—The Sat-| 
j\urday Evening Post will launch! 
what it calls an “unprecedented” | 
consumer ad campaign in January, | 
‘plugging the car dealer and the! 
|auto industry. 

In addition to a kick-off spread 
|in its Jan. 3 issue, the magazine 
has set page ads in January is- 
sues of three other Curtis Pub- 
lishing Co. magazines, American 
|Home, Holiday and Ladies’ Home 
Journal, plus a four-page “spec- 
tacular” insert in the Dec. 1 issue 
of Automotive News. 

Backing the magazine campaign 
are page ads in the Chicago 
Tribune, Detroit Free Press and 
New York Times, with a special 
ad in the national edition of the 
Wall Street Journal. 

The ads, in b&w, compare the 
|plight of Russian car buyers to 
their American counterparts. 

Batten, Barton, Durstine & Os- 


= In making the announcement, | >°F™ is the agency. + 


Ford Mail Push 
Offers Handbook 
of Car Information 


New York, Oct. 22—O. E. McIn- 


Schweppes, who has already made 
a big splash in U. S. advertising, 
|may help to break down American 
|radio’s reluctance to mention hard 
liquors. (For other news on liquor 
‘commercials see Page 3.) 

| Cmdr. Whitehead’s agency, Ogil- 
'vy, Benson & Mather, is sounding 
icut 300 broadcasters to see if 
they will be willing to accept a 


Church Group Cites 
Old Ban by Federal 


Radio Commission 


WasuHIncTon, Oct. 24—National 
Assn. of Evangelicals, which pur- 


| ports to speak for 10,000,000 evan- 


gelical Protestants, urged the Fed- 
eral Communications Commission 
today to notify stations that their 
licenses will be subject to scrutiny 
if they accept liquor ads. 

In a letter to the commission, 
Clyde W. Taylor, secretary of pub- 
\lic affairs for the group, recalled 
that the Federal Radio Commission 
| formerly took the position that any 
|station which carried liquor ads 
would have to defend its license 
at renewal time. He predicted ad- 
|vertisers would “glamorize” liquor 
‘and omit references to its harmful 
| effects. 

His letter quoted the radio com- 
mission’s 1934 statement, which re- 
minded broadcasters and advertis- 
ers that “millions of listeners do 
not use intoxicating liquors, and 
many children of both users and 
non-users are part of the listening 
public.” 


# It said: “The commission will 
designate for hearing the renewal 
application of all stations unmind- 
ful of the foregoing, and they will 
be required to make a showing 
that their continued operation will 
serve the public interest, conven- 
ience and necessity.” 

Actions of the Federal Radio 
|Commission are not binding on the 


worldwide credit group is about|tYr¢ Inc., direct mail company,|FCC, which came into existence 
850,000, including about 100,000 | this week put into operation for the|in June, 1934. FCC’s attitude on 


lative of the freedoms guaranteed | former subscribers to the defunct |Ford divison of Ford Motor Co.| liquor ads was summarized in Au- 


by the First Amendment; but we} 
do hold that these particular taxes | 
are so single in their nature and| 
the range of their impact is so| 
narrow ... that their effect makes | 
them constitute a restraint upon 
the freedoms of the press. . .” 


® The court also said that the 
sections of the tax ordinances ap- 
plying to other media not cov- 
ered by guarantees of freedom of 
the press, notably outdoor, could 
not be allowed to stand alone, be- 
cause it “clearly presents a situa- 
tion which could not have been 
intended by the legislature.” + 


Langlie Sees McCall 
Racking Up 15% Gain 
in Profits for 1958 


New York, Oct. 22—Gov. Arthur 
B. Langlie, president of McCall 
Corp., today said his company ex- 
pects a 15% increase in net prof- 
its in 1958. He told the New York 
Society of Security Analysts that 
McCall had boosted its net profit 
by $82,000 for the third quarter. 

Despite a decline in advertising 
revenue this year—“like many oth- 
er publications”—McCall Corp. had 
a net profit of $338,000 for the 
third quarter as compared with 
$256,000 last year, he said. Net sales 
for the first three quarters, said 
Mr. Langlie, were down to $50,665,- 
000 from last year’s $51,495,000. 

Mr. Langlie said net profits for 
the first nine months amounted to 
$1,058,000, compared with $923,000 
for the same period last year. + 


Esquire Club, dissolved Oct. 1. 

Joint promotions are scheduled | 
by Sheraton, which operates in 37 | 
U.S. and Canadian cities, and the | 


in plugs in Sheraton print and 
direct mail advertising. Neither 
company plans any additional ad- 
vertising as a result of the agree- 
ment. 


CHASE BANK OFFERS 
CREDIT CARD PLAN 

New York, Oct. 23—Chase Man- 
hattan Bank plans to join 
the growing-shrinking-growing- 
again credit card field with its own 
plan, which will go into effect 
about Dec. 1. 

Consumer-members of the plan 
will use their cards to buy things 
from retailer-members. 

Retailer members simply deposit 
sales slips at the bank, with a 6% 
service charge being levied. Con- 
sumer-members get billed once a 
month, but have an option of ex- 
tending payments over a five- 
month period with interest of 1% 
a month on the unpaid balance. 

Also entering the credit card 
field is Northwest Orient Airlines. 
It offers an international airline 
credit card requiring neither de- 
posit, application fee, nor carrying 
charge. + 


Roth Joins Wunderman, Ricotta 

Leah Roth, former media direc- 
tor of Maxwell Sackheim & Co. 
who retired to private life two 
years ago, has joined Wunderman, 
Ricotta & Kline, New York, as 
media director. 


a program labeled “one of the) gust, 1949, in a letter to Sen. Edwin 
largest direct mail promotions in| C. Johnson (D., Colo.), then chair- 
automotive history.” |man of the Senate committee on 

In a mailing to 20,000,000 fam-|interstate and foreign commerce. 


Diners’ Club. This will include tie- | ilies, Ford offered a 96-page book, | 


“Buyer’s Digest of New Car Facts 
for °59.” 

The book, which will be off the 
presses in November, will contain 
29 articles on automotive topics. 
Some sample article titles: “Tricks 
of Driving on Snow & Ice,” “Tips 
to Save Your Tires,” “Small Car: 
Fact or Fad?”, “Pros & Cons of 
Changing Oil,” “A Woman’s Guide 
to What’s Under the Hood.” 

All ’59 Ford models will be il- 
lustrated, and prices of every Ford 
car and every Ford accessory will 
be listed. 


® To order the book, a consumer 


and make of cars in his family. 
This information will be relayed 
to Ford dealers as sales leads. The 
certificate also has a tape-backed 
slot to hold a dime for coverage of 
mailing and shipping costs. 

L. A. Iacocca, car marketing 
manager of the Ford division, said 
the book is being produced to make 
the selection, purchase and opera- 
tion of a car a “truly pleasant and 
happy experience from beginning 
to end.” # 


Stebel Joins Weverka 

Sidney Stebel has joined Robert 
Weverka & Associates, Los Angeles, 
as principal associate. He formerly 
was director of advertising and 
public relations of Huddle Restau- 
rants. 


returns a certificate on which he} 
is asked to tell the number, year'| 


It noted that liquor advertising is 
not prohibited by law, and that 
the commission is not authorized 
to censor individual programs or 
advertisements. It said acceptance 
of liquor ads by stations serving 
dry areas would be regarded as ac- 
tion contrary to the public inter- 
est, but that liquor ads elsewhere 
would not be significantly different 
from any other program of limited 
interest. 


| 


} 


| 


| DRY LEADER CALLS 
MOVE A ‘CHALLENGE’ 

WASHINGTON, Oct. 23—The fol- 
|lowing statement on radio-tv 
\broadcasts of liquor advertising 
was released today by Clayton M. 
Wallace, executive director, Na- 
|tional Temperance League, com- 
menting on the announcement that 
two radio stations, WOMT and 
WCRB, have decided to broadcast 
hard liquor advertising: 

“This action should be a direct 
challenge to the 86th Congress to 
enact a law to ban all forms of al- 
coholic beverage advertising in 
interstate commerce. 

“Previous congresses have re- 
frained from such action, depend- 
ing on the voluntary codes of the 
National Assn. of Broadcasters and 
the Distilled Spirits Institute, both 
of which oppose hard liquor ad- 
vertising on radio or television. 

“The decision of the two stations 
to carry hard liquor ads on the air 
completely refutes the claims that 
self-regulation is adequate.” + 


Advertising Age, October 27, 1958 


‘Cmdr. Whitehead Beards Radio Tradition; 
Proffers Stations Gin & Tonic Commercial 


Schweppes commercial extolling 
the pleasures of gin and tonic. 

The tonic, of course, has long 
since been considered highly ac- 
ceptable by all stations, and a few 


| stations in the past have been will- 


ing to mention gin as a partner 
with Schweppes. 

But normally this kind of broad- 
casting has been considered ver- 
boten under the broadcasters’ no- 
liquor ban. 

Samuel L. Frey, vp of Ogilvy, 
Benson & Mather, sent out a sam- 
ple script with his letter to stations. 
The script is for a 60-second spot 
by Cmdr. Whitehead. Mr. Frey has 
not tabulated replies, and some of 
his letters are still going out. 


Distillers Cautious 
on Women in Ads 


(Continued from Page 1) 
When this will be, the agency says, 
it cannot say at this time. But, if 
possible, it will have an ad with a 
woman in it before Christmas. 


s The House of Seagram, appar- 
ently, is something of a house di- 
vided against itself. 

Seagram’s 7 Crown doesn’t want 
women in liquor advertising. Four 
Roses and Calvert do. But if one 
of the agencies for any of the com- 
pany’s various brands comes up 
with a good ad featuring women, 
the chances are that the company 
will buy it and use it as soon as 
it can. 


® Schenley Industries reportedly 
has nothing definite in the works 
and is going to “wait and see what 
develops.” 


s National Distillers Products Co. 
apparently is following a similar 
policy, but its agencies have been 
instructed to be prepared for 
eventualities. 


s Apparently, the first major use 
of women in liquor advertising ap- 
peared in Life, June 13, 1956, when 
Bacardi Imports ran an ad show- 
ing a gray-haired, grandmotherly 
woman offering a Bacardi cock- 
tail and using Bacardi rum in pre- 
paring a special recipe for flam- 
ing rum sausages. The ad was 
repeated in August of that year; 
Life and the company report they 
received no protests whatever. 
Brooke, Smith, French & Dorrance 
was the agency. 

But the consensus seems to be 
that if regional advertisers can 
use radio and tv, there is no rea- 
son why national advertisers can- 
not do so. The fact that Federal 
Liquors is using WCRB, Waltham, 
Mass., to promote Nuyens cor- 
dials (AA, Oct. 20), is regarded by 
the younger men in the liquor in- 
dustry as an augury that “a lot 
of the outmoded taboos” are on 
the way out. 


= In contrast, some of the older 
men feel that the liquor industry 
is sticking its neck ’way out and 


may be expected to come from the 
Women’s Christian Temperance 
Union and other dry organizations, 
which are likely to bring pressure 
to bear on congressmen and lead to 
committee investigations and at- 
tempts at restrictive legislation. 
Moreover, many executives in 
the liquor industry do not feel 
that broadcast advertising can be 
particularly helpful at this time. 
The basic economics are against 
it, one industry executive said. 
The brewers have been using ra- 
dio and tv for several years and 
haven’t increased their sales com- 
mensurately with their invest- 


ment, he pointed out. # 


that it is asking for trouble. This § 
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CA gibines 


The laurels go to Sports Afield once again! 

The ABC Publishers’ Statements for the first six 
months of 1958 pin down the facts: 

e Sports Afield delivered the biggest circulation. 


e Sports Afield delivered the lowest rate per page per 
thousand. 


WINNER 


AND STILL CHAMPION 


Look at the figures and your choice is easy. Sports 
Afield—winner and still champion. 


SPORTS AFIELD  ..........1,015,052 
ee eee 
Field & Stream............................. 928,796 


SPORTS AFIELD 


A HEARST KEY MAGAZINE e 959 EIGHTH AVENUE « NEW YORK 19, N. Y. 
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Man-size job. A group of junior high boys made news 
in LIFE when they signed up for a course in baby- 
sitting given by the Needham Visiting’Nurse Assn. 

Reports Mrs. Geo. Haines, Supervisor: “Prior to 
LIFE, many boys were hesitant about entering, but 
not now. Our Fall classes had standing room only. 
Other towns wrote for help starting similar services.” 


How people respond to Mid in and § 


**Zest for learning’ featured Dr. and Mrs. Elbert 
P. Little teaching their 8 children traditional values 
in an atmosphere of love and effective discipline. 
Says Dr. Little: ‘Messages of warmth came from 
everywhere—many from forgotten friends. A 77- 
year-old man wrote, ‘I had grown so disillusioned 
but the article has renewed my faith in humanity.’” 


Ge ee a Eee Sn pi Ma 
ses es Be 


HOW PEOPLE RESPOND TO LIFE 


Brilliant heritage. Ralph Lowell appeared in LIFE’s 
feature about descendants of his famous family. 

Says Ralph Lowell: “As I walked through Harvard 
Yard, a student called me by name, said he recog- 
nized me by my picture in LIFE seen weeks before. 
Here and abroad, perfect strangers ask, ‘Didn't I || 
see you in LIFE?’ It has been a good experience.” 


%* MEDFORD. LIFE’s first color reproductions of Tufts Uni- 
versity method for analyzing human movement stimulated other 
scientists, made interest mount. 


* CAMBRIDGE. An M.I.T. professor’s make-believe planet 
reported in LIFE inspired other teachers, fired so much student 
enthusiasm a special class for freshmen was started. 


* WALTHAM. Thousands visit Brandeis University to see the 


Medical advances. The metal “halo” 
shown, which detects changes in 
brain waves, was in LIFE’s 14-color- 
page report on a nation’s health. 
Dr. Dean Clark, General Dir., 
Mass. General Hospital, says, “LIFE 
renders great service by bringing to 
the public accurate scientific news. 
“After the picture of the ‘halo’ ap- 
peared, letters seeking similar medi- 
cal help came from the U.S., Europe 
and South America—and we were 
able to lead these people to appropri- 
ately trained doctors in their areas.” 


unique, modern group of chapels, one Protestant, one Catholic @ 
and one Jewish, which they saw first in LIFE. ) 


* BOSTON. “Waltz Evening,” a ballroom event held 6 times a 
year, captured the imagination of so many people who saw it in 
LIFE, other cities are organizing similar events. 

* BOSTON. LIFE’s story, “Nurse in Psychiatrics,” deepened 


public understanding of modern psychiatric care, brought let- 
ters of gratitude from patients and their families. 


@ BOSTON 
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@ Boston 


Socialites on stage. Since 1892, Boston’s exclusive 
Vincent Club has staged amateur theatrical benefits 
to raise money for Vincent Memorial Hospital. These 
near-professional musicals—music and lyrics written 
bymembers—have raised more than a million dollars. 

LIFE covered the April 1958, 2-hour show and a 
Club spokesman reports: “Letters and congratula- 


around BOS 


ie and around Boston, better than 8 out 
of 10 households read LIFE Magazine 
in the course of 13 issues. 


For these New Englanders, LIFE’s pic- 
ture reporting brings home the meaning of 


tions came from the most unexpected parts of the 
world, from friends we hadn’t seen since school. 
“Deeply gratifying were requests from other cities 
wanting details about our musical, how it was or- 
ganized, how we produced it. Now that other com- 
munities have seen so much good can be accom- 
plished, they are anxious to produce similar benefits.” 


the news swiftly, surely as nothing else can. 


Shown here are a few examples of the 
exciting things that happen to the people 
and products that appear in LIFE—around 
Boston and every city in the U. S. 


LIFE—9 Rockefeller Plaza, New York 20, N. Y. 


Only [8123 gets so much response... 


so swiftly, so surely 


Scientific stimuli. M.1.T. scientists developed a vari- 
ety of learning aids to demonstrate physics princi- 
ples more clearly to high school students. 

They report: ““Try Outs for Good Ideas’ stimulat- 
ed active interest among high school teachers every- 
where. Dr. J. Zacharias’ soda-straw balance (below) 
became the symbol of our inexpensive equipment.” 


@ CAMBRIDGE 


Inspiring response. LIFE attended one of the huge 
Thanksgiving dinners for the lonely, the aged and 
the poor, at which Archbishop Richard J. Cushing, 
shown here singing with a guest, was host. 

He notes: “Of all stories on eur activities, we saw 
the most rewarding results from LIFE. Messages 
came from Italy, France and all parts of America.” 


_ Business boom. “When the picture, ‘Poured Pillar 
of Steel} appeared, showing our pliable Plastic 
Steel, LIFE opened a new world of business for us,” 
reports A. M. Creighton, Pres., the Devcon Corp. 

“The phone lines of our company, then a small 
one, were jammed for three weeks and letters 
poured in from all over the world. 

“Over 10,000 brand-new orders were directly 
traceable to LIFE and we established 150 new 
wholesale distributors. Our material has literally 
spread around the world.” 
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12 
The Editorial Viewpoint .. . 


Does This Hurt Advertising? 


A veteran advertising man, never known as an alarmist, has sent 
us a tearsheet of a Kelvinator automatic washer ad from the Oct. 13 
issue of Life. It is his opinion that the ad is designed to be misleading 
and that it thereby hurts all advertising. 

The ad is a two-color page. It bears the headline, “Thousands of 
Women Read Kelvinator’s Eye Opening Facts About Automatic Wash- 
ers in the Reader’s Digest.” 

Then comes a reproduction of an editorial-type page in the Reader’s 
Digest headed, “Plain Facts You Should Knew Before Buying Any 
Automatic Washing Machine.” The page is a Kelvinator advertisement 
in the Reader’s Digest, with the “Advertisement” slug at the top, but 
it is prepared in editorial format, with no logotype or other quick 
indication that it is advertising. 

“I suppose it is legal,” says our veteran adman correspondent, “but 
I am sure the Digest and most straight-thinking business men would 
agree that it is not ethical. Simulated editorial content is a border-line 
deviation from generally accepted ethical standards, but when an ad- 
vertiser compounds the deviation to this extent, it is no wonder that 
we can’t live down the label ‘hucksters’.” 

This adman may be too harsh. But it is hard to understand why the 
peculiar device should be used of calling the attention of Life readers 
to an advertisement of this character in Reader’s Digest unless there 
was some hope that some readers would believe the Reader’s Digest 
material represented editorial matter from that book, and not Kel- 
vinator advertising. 

This is obvious to any reader who takes the trouble to examine the 
ad carefully, and for that reason we are sorry that the ad ran. It will 
provide some people who need little persuading with additional proof 
that advertisers and admen are sharpies, whose every move has to be 
carefully watched, lest the consumer be played for a sucker. 


Giantism on the March 


Robert C. Durham, a management consultant to advertising agen- 
cies, told the western regional convention of the American Assn. of 
Advertising Agencies that there is a definite trend toward a limited 
number of very large agencies, and that merger may be the best pre- 
scription for most present agency ills. 

In itself, this is not startling news. The diversification of agency 
service, the advent of television and the more intensified needs for 
multi-office setups have all clearly pointed to the fact that smaller 
and medium-size agencies find it increasingly difficult to compete for 
clients and to operate profitably. 

What is a little startling, however, is that Mr. Durham—after allow- 
ing for some continuation of small service and specialized shops, puts 
the area of successful operation for the future advertising agency as 
“$50,000,000 and up.” 

Doesn’t that startle you a little bit? If not, consider these statistics: 

When Apvertisinc AGE first started compiling billings records for 
advertising agencies, covering the year 1944, there were only two 
agencies which billed $50,000,000 or more—J. Walter Thompson Co. 
with $72,000,000, and Young & Rubicam with $51,000,000. 

By 1950 there were six—JWT, Y&R, McCann-Erickson, Batten, Bar- 
ton, Durstine & Osborn, N. W. Ayer & Son and Foote, Cone & Belding. 
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Gladys the beautiful receptionist 


| 


ie 


—David BR. Cox, Editorial Communications Inc., Montreal. 

“He writes he’s been using the client’s product for three months and 
dislikes it intensely. Could we furnish the names of products B, C 
and D?” 


By 1955 these six had been joined by ten others—Ted Bates, Benton & 
Bowles, Grant, Kenyon & Eckhardt, Leo Burnett, Campbell-Ewald, 
Dancer-Fitzgerald-Sample, Kudner, D’Arcy and William Esty. 

Last year—1957—Erwin Wasey, Ruthrauff & Ryan, Compton and 
Cunningham & Walsh were added to the list, bringing the total to 19. 
Six of these, incidentally, were over the $100,000,000 mark—and 
JWT’s 1944 total of $72,000,000, which made it a stand-out first in that 


| year, would have earned it no better than 15th place last year. 


Giantism has been moving quickly into the advertising agency busi- 
ness, as it has in most other businesses, since the war. 


Point of Purchase Specs 


We are delighted to see the Point-of-Purchase Advertising Institute 
moving firmly and vigorously toward the correction of the speculative 
presentation problem. 

There has been a great deal of talk about speculative presentations 
of agencies to prospective clients, but little about this practice in the 


| point of purchase field. Yet the practice is far more common, and 


much more vicious, in this field. 

It is common practice to shop around for display materials on the 
basis of ideas submitted by any number of potential suppliers, and 
probably this practice cannot be—and should not be—eliminated. 
Ideas are the nub of the business. 

But this sort of thing can easily be abused, and we gather from the 
institute’s actions that abuses are common. The whole field will bene- 
fit if a sensible program to police the situation can be put into effect. 


— 
— 


What They're Saying 


Manual Skill Won't Lose 
The belief is prevalent that al- 


|people who make the tools and 
adjust them; make, repair, oil and 


of American free enterprise. 


most everything is made on ma- 


\chines, made in factories that are 


almost automatic, on machines al- 
most human. How did these fac- 
tories, these machines, come into 
being? Only by the use of other 
machines guided by human hands. 
The romantics who write popular 
technical articles...want us to 
believe that the (future) indus- 
trialist will arrive at the plant in 
solitary splendor, press the but- 
ton and spend the day sending out 
dividend checks. At the close of 
the day he presses the “stop” but- 
ton and makes his lonesome way 
homeward. [An aerial photo of 
such a pushbutton factory] will 
show a very large and well 
filled parking lot. It will be full 
of automobiles belonging to the 


service the machines. The button 
pusher will find parking a problem 
even in the neighborhood of a 
pushbutton factory ...People with 
manual skill and those with cre- 
ative thinking .. . are not going to 
lose any of their importance. 

—C. A. Nichols, assistant to the vp 

in charge of GM Process Development 


staff, speaking to the American So- 
ge 4 of Tool Engineers in Rochester, 
N. Y¥. 


They’re ‘Doped Gazers’ 

Britain’s Independent Television 
Authority reports it made a survey 
of 600 parents and found that most 
of them think tv is good for chil- 
dren. 

But there was some dissent. The 
report said about 33% felt tv made 
children “doped gazers.” 

—Associated Press item from London. 


We. 


Rough Proofs 


| Sara Lee has renewed its spon- 
|sorship of Arthur Godfrey, even 
|though the redhead insists on re- 
| ferring to the product as Sarra Lee. 
| . 

“New Zealand,” rhapsodizes 
Sou’West Pacific Travel, “invites 
you to see a cave luminous with a 
myriad glow-worms.” 

With native singers rendering 
“Shine, little glow-worm,” no 
doubt. 

7 


The demise of “Twenty One” at 
least proved the truth of the old 
adage that you may as well hang 
a dog as give him a bad name. 


Chuck Conners, the first base- 
man who couldn’t make it to the 
big leagues, has already won a 
place in the big league of television 
by starring in his own Western, 
“The Rifleman.” 


Recent polls indicate that the 
German government-owned Volks- 
wagen is doing remarkably well 
in competition with the products 


The broadcasters who accept 
hard liquor ads and the companies 
which place them are evidently 
not aspiring to win pre-eminence 
in the field of public relations. 


Noel Coward is quoted by the 
Jamaica Tourist Board as saying 
ecstatically, “Jamaica, for me, is 
the loveliest island in the world.” 

But there’ll always be an Eng- 
land. 


Apparently today’s advertising 
symbol for a product of British 
origin is a character wearing a 
'Sherlock Holmes cap with bills 
fore and aft. 


| A correspondent of The New 

Yorker, discussing left-handed 
| baseball catchers, correctly iden- 
| tified Dale Long of the Chicago 
Cubs as one, and then spoiled it all 
iby calling Outfielder Jim Bolger 
'a catcher, too. 


| Merrill Lynch talks about a col- 
lege professor who couldn’t un- 

|derstand his students’ enthusiasm 

| for the movies. 

| Not even the drive-in movies? 


Even as meticulous an author as 
John Marquand permits one of his 
characters to exclaim, “How won- 
|derfully you’re looking!”—with no 
possible reference to better vision 
or improved eye-glasses. 


Revival of old movies has been 
so successful that Reader’s Digest 
Condensed Books is now permit- 
ting this generation to have a 
glimpse of classics like W. H. Hud- 
son’s “Green Mansions.” 


With a University of Louisville 
quarterback leading the way, the 
Baltimore Colts are justified in 
| borrowing inspiration from a part 
‘of Kentucky’s official motto, 
'“United we stand.” 

Copy Cus. 
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A CITY LARGER 
THAN SAN FRANCISCO 
IS HIDDEN INSIDE 
LOS ANGELES 


ee 


More than 300,000 families 


your newspaper advertisin 


a Sh - 


if it’s not in The Mirror News 


If your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


WHO KEEPS HOUSE IN HIDDEN CITY? 


“*~ 
‘ 


She’s about 30 (more than half of the Hidden City homemakers are 1 * Boston Indianapolis 
39 or under). Her husband is in one of the well-paying occupations Kansas City Milwaukee a 
and he already earns at least $4,000 (that’s the case with 83% of New Orleans a coe Ca 


Hidden City husbands). She has more children than women who 
read other Los Angeles metropolitan weekday newspapers. And she’s 
smack in the middle of her buyingest years. Last year she and other 
Hidden City homemakers had $1'-billion to spend on the things they 
saw advertised in The Mirror News — the only metropolitan weekday 
paper four out of five of them read. 


you're still covering | LOS | ANGELES | EVENING 
ndseny atine ure tows: | MIRROR NEWS 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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THE AMERIC. 


... and it’s a move in the right direction. The Amer- 
ican HOME has been doing nicely, thank you, since a 
it set up shop back in 1932. Of all its 26 years, the last | 
was tops in circulation and one of its banner years in 
advertising revenue. Along the way, it has developed 
a responsive following of 1014 million home-minded 
readers who look to it for ideas on food, building, 
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a THE AMERICAN 


HOME 1s read by 10,250,000 men and women with consuming 


MAGAZINE 
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gardening, home furnishings, home management. 

But this is only the beginning. If you saw this nae ere 
month’s American HOME, you probably noticed SS Mg agg: 
some appealing new editorial treatments... and 
some new advertisers. You can expect even bigger 
things of The American HOME now that it’s a 
member of the Curtis family. 


The American HOME Magazine Corp. is now a wholly-owned subsidiary of the Curtis Publishing Compan) 
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Engler to Lambert & Feasley & Feasley, New York. He former-| Wesco Adds Two Accounts 

Elliott Engler has been ap-/|ly held similar positions at Emil) 
pointed art director on cosmetics; Mogul Co. and Batten, Barton, 
and toiletries accounts at Lambert Durstine & Osborn. | vertising for Ankr-Trim, Clear-|ing tackle. 


|water, manufacturer 


i ial 
ate 


SAN DIEGO: A BIGGER MARKET 


With 1957 general merchandise sales totaling $132,763,000.00 
the San Diego market ranks 28th among the nation’s 280 Metropolitan County Areas... 


bigger than — 


MIAMI, FLORIDA..........- $131,667,000 
FORT WORTH, TEXAS ...... . $126,331,000 


AKRON, OHIO ...........+ + $109,958,000 
LOUISVILLE, KENTUCKY... . . . $106,048,000 


Sell San Diego . . . capture this alive and thriving market . . . through 
The San Diego Union and Evening Tribune. Combined daily circulation: 202,242! 
84.4% readership — unduplicated. 


$ ESTIMATES: COPYRIGHT 1998 SALES MANAGEMENT SURVEY OF BUYING POWER. CIRCULATION: 6 MONTHS ENDING MARCH 31, 1958, AS SUBMITTED TO A.B.C. READERSHIP FIGURE: 1957 FACTS CONSOLIDATED, 


he San Diego Union - EVENING /RIBUNE 


Ne 
“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — 
and Greater Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Advertising Age, October 27, 1958 


of carpet| DeSapio Asks Free 


Wesco Advertising, Clearwater, | trim, and Miracle Distributing Co., | 
Fla., has been named to handle ad- | Largo, Fla., maker of Miracle fish- | Radio, TV Time 


for Politicians 


New York, Oct. 21—One of the 
|country’s top politicians thinks it’s 
|undignified for political candi- 
|dates to be offered for sale on ra- 
|dio and tv “on the same level as 
|a commercial product.” 
| And he has a suggestion as to 
|how to avoid it: Namely, that the 
broadcasting industry donate time 
‘for candidates to present their 
| cases to the people on an allocated 
basis. 

This plan was advanced by Car- 
|mine DeSapio, New York secre- 
tary of state and Democratic lead- 
er, in a speech before the Radio & 
Television Executives Society here 
\last week. 


|@ Mr. DeSapio proposed that the 
\“two major parties each should 
| be allocated a specific amount of 
| time on radio and television, cov- 
ering about one month prior to 
| election day. The smaller parties 
should receive time in proportion 
to their voting strength in the most 


_ |recent general election as com- 


|pared with one-half the combined 
| vote of the Democratic and Repub- 
|lican parties in that same election.” 


|@ He said the radio and tv sta- 
|tions and networks should decide 
the amount of time to be contribu- 
ted by each network and station 
and that the political parties should 
allocate their time among the var- 
ious candidates. 

The Tammany leader said cam- 
paigning on this free basis would 
not be subject to the same skepti- 
cism it encounters when presented 
under the label—“This is a paid 
political broadcast.” It would also, 
he added, relieve both major par- 
ties of the great financial burden 
that broadcast and telecasting costs 
have imposed on them. 


|@ At the end of Mr. DeSapio’s 
speech, Donald H. McGannon, 
president of the radio-tv group 
and head of Westinghouse Broad- 
casting Co., said that some free 
time is made available for political 
broadcasts by radio and tv sta- 
tions. But he added that Mr. De- 
Sapio’s plan is worthy of consider- 
ation. + 


K&E Names Gargan; 
Elects Two VPs 


Kenyon & Eckhardt, New York, 
has appointed William Gargan Jr., 
formerly with Van Praag Produc- 
tions, a producer in its radio-tv 
commercial production depart- 
ment. Bruce L. Altman, who joined 
the Los Angeles K&E office last 
month after four and a half years 
as vp and account supervisor of 
Anderson-McConnell Advertising, 
has been elected a vp. 

K&E also has elected John L. 
Baldwin, account supervisor in 
Chicago, a vp. Notice of his elec- 
tion was sent to Mr. Baldwin in 
London, where he is supervising 
the production of Wilson & Co.’s 
|new tv program, “Take 5.” 


Reach Names 2; Promotes I, 
Adds Jacobs in Chicago 

Robert Bruno, formerly time 
buyer with Dancer-Fitzgerald- 
Sample, and John Curran, former- 
ly media buyer with Slenderella, 
have joined the media department 
of Reach, McClinton & Co., New 
York, as time buyers. The agency 
has also promoted Herman Rauch- 
er from senior copywriter to copy 
supervisor. He will head the group 
working on Prudential Insurance 
Co. of America, Parade Publica- 
tions, and Berlitz Schools of Lan- 
guages. 

Lester L. Jacobs, formerly with 
Buchen Co., has been appointed an 
account executive in the Chicago 
office of Reach, McClinton. 
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New Yorker readers make things happen. Of the 761 men listed as 
President or Chairmaniof the Board, or both, of the goo largest U. S. 


Industrial. Corporations, 242 (31.8%) are New Yorker* subscribers. 


*A national magazine chat sells the people other peuple follow. 


THE 


NEW YORKER. 


New York, Chicago, Sai Frantince, Los Angeles, Atlanta, London 
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for less than 5¢ per 1000 impressions 


You can increase the effectiveness of Your Outdoor 


the facts. 


' 8600 East 77th Street 130 Union Street 
al Kansas City, Missouri 


Ae 


aE TRIPLE! QUADRUPLE! 


Advertising — That's Value, Man — the biggest value 
in outdoor advertising today. Call or Write for 


| JUNIOR PANEL OUTDOOR ADV. ASSOC. 


Brave & Robinson Debuts 
Brave & Robinson, a new Balti- 

more agency, has opened offices 

at 2510 St. Paul St. The principals 


|are Roland Brave, formerly a sen- 


ior vp with Joseph Katz Co., and 
Herbert A. Robinson, formerly vp 
of Harry J. Patz Co. Mr. Brave 
resigned from Katz in 1956 to 
open his own tv and radio program 
producing service. This service, op- 
erating under Mr. Brave’s name, 
will continue as a subsidiary of the 


new agency. 


Admen, Media 
Push Promotion 
Fund for Texas 


(Continued from Page 3) 
ber calls “a linguistic monstrosity 
and a legal nightmare.” 
The constitution, passed in the 


A NEW MEASURE OF 


OST SURVEYS show executives now spend 

more time than ever on business reading. 
But advertisers, agencies, and publishers alike 
are painfully aware that the sheer mass of 
material which confronts management men has 
assumed staggering proportions. 


“If I can’t keep up with my own reading,” many 
a worried advertising man has reasoned, “how 
can I believe that anyone else does any better?” 


Every advertising man has a direct stake in 
MODERN PACKAGING’s comprehensive solution 
to this widening problem. Starting January 2, 
it will demonstrate that a business paper can 


deliver what advertisers have always wanted: 


the activated readership of the key executives 
in a meticulously pre-selected market. 


On that date a trained corps of an entirely new 
kind of magazine representative—readership 
development specialists—will go into year-round 
action across the country in every area of major 
packaging activity. Their sole assignment: to 
demonstrate in regular, personal conferences 
with each reader of MODERN PACKAGING the 
most efficient way to read, use, and capitalize 
on the content of each issue of the magazine. 


SETS STAGE FOR NEW LEVEL OF 
BUSINESS MAGAZINE PERFORMANCE 


Here is a publishing technique that provides 
the advertiser with a new dimension of adver- 
tising value. It gives him unique assurance 
that his advertising is appearing in a medium 
that has 


— preferred status on the heavy reading sched- 
ules of its management audience 


— vital editorial content fully attuned to reader 
needs as determined by continuing call 
reports from the Readership Development 
Staff 


—a warm, frequently renewed, personal rela- 
tionship with each of its readers. 


In fact, if the magazine could also provide the 
precise coverage of its market that advertisers 
dream of, it would come close to being an 
“ideal” advertising medium. 


And that is part of the program, too! 
BIG PLANTS...INFLUENTIAL EXECUTIVES 


MODERN PACKAGING’s circulation objective is 
to make absolutely certain that the magazine 
is in the hands of its target audience: packag- 
ing executives in the 16 per cent of industrial 
plants which account for 81 per cent of packaged 
goods output. 


To achieve its purpose, MODERN PACKAGING 
has engaged the Special Services Division of 
Western Union to conduct a national census of 
package-using industries and their executives. 


This all-out effort now provides sales and adver- 
tising managers with an invaluable achieve- 
ment in market engineering: a precisely defined 
audience of prime buyers...concentrated in 
manageable numbers...yet practically all- 
inclusive in its coverage of key plants and 
executives. 


An estimated 8,000 executives are being added 
to MODERN PACKAGING’s existing circulation on 
the basis of its new findings. 


COVERAGE PLUS READERSHIP 


This extraordinary combination of engineered 
coverage and activated readership provides 
manufacturers of packaging materials, sup- 
plies and equipment with a direct “‘one-book” 
route to the attentive interest of the nation’s 
mass packagers...their most profitable market. 


If you haven’t yet heard all the details from 
your MODERN PACKAGING representative, call 
him now—or write for the new brochure which 
describes the full program and its application 
to your business. 


BUSINESS PAPER ADVERTISING VALUE 


MODERN PACKAGING ° A Breskin Publication » 675 Madison Ave. + New York 22 @ / @ 


Advertising Age, October 27, 1958 


wake of the Reconstruction, con- 
tained all kinds of safeguards de- 
sired by a suspicious populace to 
prevent carpetbaggers from mis- 
using state laws and state money. 


The prohibition against buying | 


advertising was intended to dis- }J 


courage any activities to further 
immigration from the North. The 
Houston chamber agrees that this 
section “obviously has no busi- 
ness being (in the constitution) 
today.” 


= Gov. Price Daniel recently told | § 
some 250 members of the advisory | 


board of the Texas industrial com- 
mission that state spending to at- 
tract tourists and industries is 
needed to allow Texas to compete 
with other states. 

“We have more to offer than 
any state in the nation,” he said, 
“but we have less information to 
give outsiders than any other 
state.” 


# In Houston two bank officials 
joined a newspaper editor in urg- 
ing support for the amendment in 
talks to the Houston Advertising 
Club that were typical of programs 
before other civic and trade groups. 

“Surveys have shown that for 
every dollar spent on advertising 
for tourists the economy of the 
state receives a $22 return,” said 
Mrs. Lou Letts, of Houston Bank 
& Trust Co. 

John Andrew, vp of the First 
City National Bank, discussed the 
importance of a major program to 
attract industry. 

“If you don’t think the tourist, 
the recreation seeker and the per- 
son seeking a mild climate in 
which to retire mean much to the 
state,” commented George Car- 
mack, editor of the Houston Press, 
“just take a look at Florida, which 
on a percentage basis is growing 
more rapidly than any major state 
in the union.” 

Houston newspapers, like those 
in other cities, have supported the 
amendment editorially. 


= The opposition of the Houston 
chamber is apparently based upon 
the dangers it foresees in adding 
another bureau with the power 
to spend money to the govern- 
mental structure of a state which 
is facing a $55,000,000 deficit. 

“The proposed amendment sets 
up another agency to spend state 
funds . . . at a time when the state 
is operating on a deficit basis,” 
the chamber statement continued. 

“It might be reasonable at some 
later date for the state to adver- 
tise for tourists and industry,” 
concluded the chamber policy 
statement, “but this program 
should be accomplished by repeal- 
ing at some future election the 
present Section 56 of Article 16 
and leaving the subject matter to 
the legislature’s discretion.” 

The radio, television and out- 
door advertising industries have 
been backing the amendment, ac- 
cording to J. Manley Head, ex- 
ecutive director of the Texas Mo- 
tor Bus Assn. He also has served 
as executive secretary of the Tex- 
as Tourist & Industrial Founda- 
tion, which worked for submission 
of the constitutional amendment 
to the people. 


= Mr. Head said the outdoor in- 
dustry has donated 500 boards to 
advertise the amendment and 
pointed out that radio and tv sta- 
tions are donating time to back it. 
He said that information has been 
sent to chambers of commerce all 
over the state. It was apparently 
some of this material sent to the 
Houston chamber that backfired. + 


Sandeberg Leaves Rep 
David H. Sandeberg has re- 
signed as vp and Pacific Coast 
in San Francisco of Ave- 
ry-Knodel, broadcast media rep- 
resentative. He plans to establish 
his own station representative com- 
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Best Seller in GEORGIA because: 


In color gravure reproduction you get 84% family 
coverage in Atlanta where a third of Georgia’s 
$3.5 Billion retail sales are made; 72% in Atlanta 
and Retail Trading Zone where over half of 

these sales.are mad@ .ss.¢.«. Jip 


ee 


Cover nearly half of all 
the homes in Georgia 


LOCALLY EDITED GRAVURE MAGAZINES 


Akron Beacon Journal Denver Post Louisville Courier-Journal Phoenix Arizona Republic 
Atlanta Journal and Constitution Houston Chronicle Newark News St. Louis Globe Democrat 
Columbus Dispatch Indianapolis Star Times Picayune, Dixie Roto Toledo Blade 


12 of the best of the 52 Home Edited, Gravure Magazines by which you can reach any part or all of the nation, 
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How would you identify it... ? 


Steering wheel of Mercedes-Benz? 
Deer seen through gunsight? 
Disk of an Alpine ski pole? 
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Few sportsmen—even the dedicated readers of 
Sports A field—would recognize this illustration as 
a deer head sighted through a telescopic sight. 


But one thing is certain: To almost every question 
that the new or seasoned fisherman or hunter asks, 
Sports A field, one of the ten Hearst “Special Inter- 
est” Magazines, is ready with the answer—an an- 
swer based on the editor’s personal and intimate 
acquaintance with his subject, and his reader’s 
all-consuming interest. 


A HEARST MAGAZINE IS THE GUIDE TO THIS PICTURE 


What is true of Sports Afield is true of all ten 
Hearst “Special Interest” Magazines. 


Each is a leader in its field—each dedicated to a 
particular group of readers, and edited with con- 
summate knowledge of the interests of that group 
—an interest shared by both reader and advertiser. 


As a result, Hearst Magazines pin-point prospects, 
not just suspects. They reach a presold audience— 
an audience in the mood to buy. Editorial author- 
ity combined with reader interest provides a tail- 
wind for advertised products that produces greater 
sales, more profits for the advertiser. 


Six ways Hearst Magazines help advertisers: 


¢ Advertising reaches readers in the mood to buy 

¢ Advertising is focused where interest is keenest 

¢ Editorial and advertising content work in tandem 
¢ Editorial integrity lends prestige to advertising 

* Each magazine is the authority in its field 

* Hearst readers are sold—only need to be told! 


NEW YORK BY NIGHT 


COUNTRY § 


American Druggist 


Lucas Gives You 
FALL TIPS 


for 
BASS » PIKE. MUSKIES 
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HEARST MAGAZINES 


70 keys to the special interests of 10 groups of people 
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Chevy Is Favorite 
of New Car Buyers, 
'U. S. News’ Says 


(Continued from Page 2) 
cooperation with Benson & Benson, 
Princeton, N. J. The finished prod- 
uct, which is now being used in 
presentations to automobile indus- 
try and advertising executives, 
shows that the overwhelming ma- 
jority of the people who buy do- 
mestic cars plan to stay with do- 
mestic makes when they buy their 
next car. On the other hand, two 
out of three who bought small for- 
eign cars will consider an imported 
car before making another pur- 
chase. 


@® The research shows that, in 
terms of personal characteristics, 
the people who buy domestic and 
foreign cars have much in com- 
mon (AA, Oct. 20). While Detroit 
often regards the foreign car buy- 
er as “atypical,” the U. S. News 
study shows the market for foreign 
cars is much the same as the mar- 
ket for domestic cars in terms of 
family size, income and even in 
many occupational groups. The 
biggest difference is in age, with 
foreign cars’ sales bunched in 
somewhat lower age brackets than 
those of domestic cars. 

Based on a mailing to a national 
cross-section of people who actual- 
ly bought cars in February, 1958, 
the study shows that even the most 
popular imported car has only a 
limited potential among people 
who bought domestic makes this 
year. 

On the question “What car 
would you consider next?” the 
preferences of domestic car buyers 
were: Chevrolet, 38.4%; Ford, 
31.8%; Oldsmobile, 17.8%; Ply- 
mouth, 15.8%; Buick, 13.4%; Pon- 
tiac, 10.6%; Cadillac, 6.4%; Mer- 
cury, 63%; Chrysler, 58%; 
Rambier, 4.3%; Dodge, 4.1%; Lin- 
coln, 2.7%; DeSoto, 2.3%, and Stu- 
debaker, 1.9%. 

Volkswagen was the leading im- 
ported make, 15th in preference, 
with 1.8%. Among domestic makes 
it topped only Edsel and Nash, tied 
for 16th with 1.5%, and Imperial, 
19th with 0.2%. 


s Among purchasers of low-price 
cars (Ford, Chevrolet, Plymouth 
and Rambler), Chevrolet loomed 
as most likely to be considered by 
53.7%, followed by Ford, 45.5%; 
Plymouth, 21.7%; Oldsmobile, 
7.7%; and Buick and Rambler, 
5.8% each. Opel, Renault and 
Volkswagen, with 0.3% each, were 


The most important 
people to whom you 
can tell your story 
are the 10,000 
Editors* of 
America's “home 
town newspapers." 
*Their readers elect %ths 
of the United States Sen- 


ate — and they regularly 
read, consult, depend upon 


|in 16th, 17th and 18th places, re- 
| spectively. 

High-price car buyers (Cadillac, 
| Lincoln, Imperial and Continen- 
tal) registered interest in Cadillac 
(68.7%), Lincoln (18.9%), 
(9.6%), Chevrolet (8.4%), Chrys- 
ler (8.1%), Imperial and Oldsmo- 
\bile (5.6% each), Buick (3.8%) 
| and Plymouth (3.4%). Volkswag- 
}en turned up 14th, with 0.8%. 

In the “medium” class—which 
includes the remainder of the do- 
mestic makes, Oldsmobile was on 


|top as a possible choice of 37.9%.|ing another car. Nearly half also 
| Others on top were Buick (29.5% ),| indicated they would look at some 
Pontiac (23.4%), Chevrolet | domestic makes. One-third had a 
| (13.3%), Chrysler (12.5%), Ford | low-price domestic car on their 


(10.7%), Mercury (10.6%), Dodge | lists; one-fifth would consider a 


Ford! (8.3%) and Cadillac (66%).|medium-price make. Only 3.1% 


| Volkswagen was 16th with 0.9%/|were prospects for high-price 
‘and Mercedes Benz 17th, with | makes. 
0.6%. Among people who purchased 
| small foreign cars this year, 27.8% 
® On the other hand, returns from | said they would look at Volkswag- 
purchasers of small foreign cars|en before buying again. Right be- 
| showed that two out of three will|/hind Volks were four domestic 
| study a foreign make before buy-|makes: Chevrolet (19.7%), Ford 
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(16.6%), Plymouth (10.3%) and 
Rambler (8.9%). Renault was 
mentioned by 8.9%, Mercedes Benz 
by 6.1% and Oldsmobile by 5.8%. 

General Motors’ hold on the do- 
mestic car buying public increased 
with price class. Among all buy- 
ers, 67.1% said they would consid- 
er a GM car. For buyers of low- 
price cars, GM’s share was 62.9%; 
medium-price, 76.3%, and high- 
price 79%. 

Among all domestic buyers, 37% 
said they would consider a Ford 


"Ree ee ee 


No one is 

more responsive 
to advertising 

than the man who 
keeps getting 
ahead in business 
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product and 244% a Chrysler 
product. Among buyers of low- 
price cars nearly half intended to 
consider a Ford make, and one- 
fourth said they might be interest- 
ed in a Chrysler brand. Reports 
from those who bought medium- 
price cars showed that Ford pros- 
pects slipped to 23.7% and Chrys- 
ler to 20.8%, while results from 
those who bought high-price cars 
this year showed 27.8% will look 
at Ford makes before buying again, 
and only 16.9% have Chrysler 


products in mind. 


® As it did in its initial survey 
last year, U.S. News emphasized 
the concentrated market for cars 
among higher income groups. It 
said the $5,000-and-up families are 
half of all families, but they buy 
83% of new domestic cars, 85% of 
small foreign cars, 65% of house- 
hold appliances, 67% of new life 
insurance policies, 96% of domes- 
tic airline tickets and own 89% 
of corporation stocks. 


The $7,500-and-up family con- 
stitutes 23% of the total, but it 
accounts for 53% of the new do- 
mestic cars, 56% of the small for- 
eign cars, one-third of the appli- 
ances, 40% of the life insurance, 
90% of domestic airline tickets and 
80% of the stock. 

Only 11% are in the “over $10,- 


000” bracket, but their purchases | 
include one-third of the domestic | 


cars, 37% of the small foreign cars, 
20% of the appliances, one-third 
of the life insurance and 75% of 


the domestic airline tickets and 
corporation stocks. # 


GOA 3rd Quarter Earnings Dip 

Third quarter earnings of Gen- 
eral Outdoor Advertising Co., Chi- 
cago, were $681,728, or $1.15 a 
share, the company has reported. 
This compares with $889,993, or 
$1.50 a share in the same period 
last year. Earnings for the first 
nine months of 1958 are $1,784,913, 
or $3 per share, compared with 


$2,251,627 or $3.82 per share in 


Everywhere 
the men who 
keep getting 
ahead 


Yes, men who never thought they’d be read- 


ing The Wall Street Journal now find they can’t 


do without it. And many who never thought 


they’d have reason to advertise in The Journal 


are voluntarily writing testimonial letters about 


how it brings them business. 


PUBLISHED AT: 


NEW YORK & WASHINGTON, D. C. 
1015 - 14th St. N.W. 


44 Broad St. 


CHICAGO 
711 W. Monroe St. 


DALLAS 
911 Young St. 


SAN FRANCISCO 
1540 Market St. 


the same period last year. 


ABC Signs KOMO-TV 

ABC Television, New York, has 
signed an affiliation agreement 
with KOMO-TV, Seattle, effec- 
tive Dec. 10, which replaces one 
of the four stations taken over by 
NBC-TV in the latter’s quadruple 
signing of four ABC affiliates 
(AA, Oct. 20). ABC still has to re- 
place KGW and KGW-TV, Port- 
land, and KOMO, Seattle. 


Cramer-Krasselt Adds One 

Cramer-Krasselt Co., Milwau- 
kee, has been appointed to handle 
advertising for Ed. Schuster & Co., 
which has four local department 
stores. Mathisson & Associates, 
Milwaukee, formerly had the ac- 
count. 


Walker to Harris & Weinstein 
Richard M. Walker, formerly 
with Fulweiler & Slaughter, New 
York, has joined Harris & Wein- 
stein Associates, Atlanta, as an 


| account executive. 


on one release 
alone! 


PUBLICITY js 
CHECKER 


By using the Checker, the only complete 
guide to the nation’s business, farm and 
consumer magazines, you can save up to 
$50 per release. The Checker lets you 
select the right magazines for your list. 
Ends broadcast methods which waste 
money in photos, addressing and postage. 

The Checker is coded to show what 
type of publicity is used by each of 3450 
publications. Listings are complete with 
editor's names, addresses, circulation, 
publishing company and issuance date. 
New feature is complete list of magazines 
put out by multiple publishers. Also shows 
which publications make charges for cuts. 
Complete 336 page working publicity tool 
for just $18.00. Send for your copy today. 


r—-— SENT ON APPROVAL ~~ 


! Please send me on approval 
1 copies of Bacon’s Publicity 
Checker at $18.00 each. 


Bill: (j) Me (-) My Company 


Name 


Firm 


Address 
City 


State 


BACON’S CLIPPING BUREAU 


14 ft 


Jackson Blvd, Chicago 4, Ilinow 
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Coste, Retiring 
at Coca-Cola, to 
Be OAI President 


(Continued from Page 2) 
his knowledge of the function of 
outdoor advertising in successful 
marketing, Mr. Robbins said, led 
to his selection as head of OAI. 


bat In the of] production, 
drilling & exploration market, 


WORLD OIL consistently offers 
WORLD OIL 


# In leaving Coca-Cola Co., in 
line with its established retire- 
ment policy, Mr. Coste concludes 
16 years as an officer of that com- 
pany. He left D’Arcy Advertising 
Co. in 1942 to become Coca-Cola’s 
|vp and regional sales manager in 
|New York. D’Arcy in those days, 
it will be remembered, was the 
agency for Coke. The $15,000,000 
account was shifted to McCann- 
Erickson in 1955 after being with 


you greater coverage 


through specialization. 


GULF PUBLISHING COMPANY PF. 0. BOX 26086 HOUSTON 1, TEXAS 


S reasons why 


SYRACUSE 
BELONGS ON 
YOUR “A” LIST 


Wir's A BIG MARKET 


The 15-county market covered by the Syracuse Newspapers 
has a population of 1,432,700 with annual buying power 
of more than $2 billion. 


It’s AMERICA’S BEST TEST MARKET 


Syracuse is America’s foremost test market . . . used for 
more test campaigns by more advertisers, year after year, 
than any other market . . . according to audited studies 
made by Selling Research Inc. 


It’s ECONOMICAL TO SELL 


Media selection is a cinch. The Syracuse Newspapers de- 
liver 100% coverage of the metropolitan area — effective 
circulation up to 76% coverage of the families in the 14 
surrounding counties. No other combination of media in 
the market can do a comparable job at comparable cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Syracuse is 
America's No. 1 Test Market 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


Es 


Se en ee EER LT ERS oe SOE Rm cee 
the SYRACU E Ms wer arear | 
HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Sfandard 109,060 


Advertising Age, October 27, 1958 


D’Arcy for nearly 50 years (AA, 
Oct. 17, ’55). In 1944, Mr. Coste 
was named advertising manager, 
and in 1951 he was appointed di- 
rector of marketing. 

Born in St. Louis, he was grad- 
uated from Washington Univer- 
sity and in World War I served 
overseas as a lieutenant of field 
artillery. Following the war he 
joined D’Arcy. In 1927 he opened 
the agency’s Detroit office. After 
three years there he returned to 
the agency’s home office in St. 
Louis. In 1934 he was married 
and, as a vp of D’Arcy, came to 
New York to establish the agency 
on Madison Ave. Eight years later 
he joined the agency’s major cli- 
ent. 


® Incidentally, his son John is 
account executive on the Glen- 
more Distillers Co. account at 
D’Arcy, and his son-in-law, Gil- 
bert W. Chapman Jr., is on the 
market research staff of American 
Machinist and Product Engineer- 
ing, McGraw-Hill Publishing Co. 
publications. 

Active for many years in Ad- 
vertising Council affairs, Mr. Coste 
is a director and vice-chairman of 
its executive committee. He has 
been coordinator of its better 
schools campaign for the past six 
years. He is a member of Phi 
Delta Theta fraternity, a director 
and member of the executive com- 
mittee of Brand Names Founda- 
tion and for several years was 
head of a joint committee of the 
Advertising Federation of Amer- 
ica and the Federal Trade Com- 
mission to combat untruthful ad- 
vertising. 

Mr. Coste is a staunch believer 
that “the best way to get business 
is to go where business is.” Dur- 
ing 1957 he spent 115 days on the 
road visiting Coca-Cola bottlers 
and retailers, which, his associates 
say, has been the pattern of his 
activity during the past 16 years. 
He is regarded as an authority 
on modern marketing practices 
and has spoken frequently on vari- 
ous phases of the subject before 
a number of business organiza- 
tions. 


s Outdoor Advertising Inc., which 
was organized in 1931 and is sup- 
ported by the outdoor advertising 
operating companies in the US. 
to sell and promote standardized 
outdoor advertising, maintains 12 
sales offices throughout the coun- 
try. For 1957, it reported that the 
100 leading users of national ad- 
vertising spent $100,301,432, com- 
pared with $95,685,000 in 1956. 
Last July, when Mr. Moore re- 
signed, after having left the New 
York Herald Tribune as business 
manager and director in 1951 to 
become president of OAI, there 
was considerable speculation re- 
garding his successor. Within two 
weeks after Mr. Moore’s resigna- 
tion OAI named John L. Bricker 
exec vp. Mr. Bricker resigned as vp 
in charge of West Coast operations 
for Kenyon & Eckhardt in Los An- 
geles to take the OAI job, and it 
was announced simultaneously that 
Mr. Bricker would act as senior 
officer of the outdoor organization 
pending the election of a president 
to succeed Mr. Moore, who still 
has not announced his plans. + 


‘Int'l Oilman’ Cuts Rate 

International Oilman will elim- 
inate its extra charges for bleed 
pages, which formerly added $25 
to $40 to the cost of the insertion, 
effective with its January, 1959, 
issue. The publication said more 
than half the ads in oil industry 
magazines are oversize and bleed 
pages. 


Stoetzel Joins Stoetzel 

Stephen H. Stoetzel has joined 
his father at Stoetzel & Associates, 
Chicago, as an account executive. 
He formerly was advertising man- 
ager of Bourns Laboratories, Riv- 


erside, Cal. 
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Suburbia 
Today 


the magazine of pleasant places 


proudly announces 


THE FIRST 
1,000,00 


CTRLULATION 


in time for 


~ to share the 


Sarl 
_— 


impact and excitement 


—-—lCU 
| = 


of the first 1959 issues 


aa 


The smart 
monthly 
colorgravure 


-/.,_ =-_ 
- 


beginning in January 


magazine of 
newspapers 

| in selected 

suburban 


communities 
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» SUBURBIA TODAY 


THE MAGATING OF PLEASANT PLACES 


° MEE GT OM EID USE bee Buber! Ovbor- 4 RMRAREE ROYSTERY by Eteabech Bowen 
ee 


WHY THE FIRST MILLION ? 


SuBuRBIA Topay is adding newspapers and markets even as this announcement q 
is being made, based on the criteria established in our introductory promo- | 
tion. This first 1,000,000 circulation represents the distribution promised and | 


guaranteed to advertisers. 


We are not interrupting the circulation growth of SuBuRBIA Topay at a mil- 


lion. Its national coverage pattern will be expanded to the finest residential 


suburbs of possibly fifty metropolitan markets, but present advertising rates "4 : 
are guaranteed through June, 1959. 


This is no ordinary million. 


Among the magazines that boast of their valuable suburban coverage, only q 
SUBURBIA Topay will be distributed exclusively in the better suburbs. Only 
SUBURBIA Topay will direct its entire editorial content specifically to the broad i : 


interests, social activities and family aspirations of the best customers an ad- 


vertiser ever had! j 


In this dynamic, acquisitive, highly prosperous shop-at-home complex, the success- 


ful merchant — your dealer — uses the advertising pages of the local community 


newspaper that covers its market like the dew. He knows that his community paper 


is the dependable guide his customers shop by. He’ll respond enthusiastically to 
your merchandising plans for products advertised in SuBURBIA TODAY. 


Schedule SusurBia Topay in 1959 to project your advertising in the orbit of con- 


sumer purchasing power of the expanding suburbs. Orders now being accepted for the 


January, 1959 issue. 


Contact your SuBursBia Topay representative for a list of the outstanding suburban 
communities to be covered by the first 1,000,000 circulation of SuBuRBIA TODAY. 


TOTAL CIRCULATION OF ABOVE NEWSPAPERS — 1,005,063 
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Metro area 
and county 


NEW YORK CITY 
Fairfield (Conn.) 
Essex (N. J.) 
Bergen (N. J.) 
Somerset (N. J.) 


Union (N. J.) 
Essex (N. J.) 


CHICAGO 
Cook 


Cook-DuPage 


LOS ANGELES 
Los Angeles 


Orange 


PHILADELPHIA 
Montgomery — 
Delaware — 
Chester 


Montgomery 


Burlington (N. J.) 
Camden (N. J.) 


BOSTON 
Middlesex 


Major c 
of circulation 


Westport, Fairfield, Weston 
Maplewood, South Orange 
Teaneck 


Somerville, Bound Brook, 
Raritan 


Summit 
Millburn, Short Hills 


Park Ridge 

Skokie, Lincolnwood, 
Morton Grove 

Arlington Heights 

Des Plaines 

Homewood-Flossmoor 

Mount Prospect 

Prospect Heights 

Palatine, Hoffman Estates 

Wheeling 

Park Forest 

Rolling Meadows 

Arlington Heights 

Chicago Heights, Beecher, 
Crete, Frankfort, 
Glenwood, Matteson, 
Monee, Olympia Fields, 
Richton Park, Steger, 
Thornton 


Evergreen Park, Oaklawn 
Chicago Ridge, Worth 
Downers Grove 

Wheaton, Glen Ellyn 
Bensenville 

Bensenville 

Roselle 

Addison 

Elk Grove 

Hinsdale, Riverside, 


LaGrange, LaGrange Park, 


Western Springs, 
Brookfield, North 
Riverside, Clarendon 
Hills 


North Hollywood, Encino, 
Reseda, Sherman Oaks, 
Tarzana, Van Nuys 

Santa Monica, Pacific 
Palisades, Brentwood ° 

Glendale, LaCanada, 

La Crescenta 
Alhambra, San Gabriel 
Beverly Hills, Bel Air, 

Westwood 
Monrovia, Arcadia 
Burbank 
Altadena 
San Marino 
Newport Harbor, Balboa 


Overbrook, Merion, 
Narberth, Wynnewood, 
Ardmore, Haverford, Bryn 
Mawr, Rosemont, 
Villanova, Radnor, 

St. Davids, Wayne, 
Strafford, Devon 
Berwyn, Dolesford, 
Paoli 

Jenkintown, Wyncote, 
Elkins Park 

Glenside, Edge Hill 

Sunnybrook, Oreland 

Lansdale, Hatfield, North 
Wales, Souderton 

Ambler, Erdenheim, Ft. 
Washington, Flourtown 

Hatboro, Ivyland, 
Warminster, Johnsville, 
Willow Grove, Horsham, 
Southampton, Abington, 
Huntingdon Valley, 
Warrington, Roslyn 

Mount Holly 

Haddonfield, Haddon 
Heights, Audubon 


Newton 

Arlington 

Melrose 

Natick 

Woburn, Winchester 
Reading 


Newspapers 


Town Crier 
News-Record 
Sunday Sun 


Messenger-Gazette 
Herald 
Item 


Herald 


Life 

Herald 
Suburban Times 
Star 

Herald 

Herald 
Enterprise 
Herald 

Star 

Herald 

Cook County Herald 


Star 


Southtown Economist 
(Suburban Edition) 


Reporter 

Journal 

DuPage C’ty Register 
Register 

Register 

Register 

Herald 


Suburban Life 


Valley Times 
Outlook 


News-Press 
Post-Advocate 


Citizen 
News-Post 
Review 
Altadenan 
Tribune 
News-Press 


Mainline Times 
Jenkintown Times 
Chronicle 


Glenside News 
Sun 


Lansdale North Penn 
Reporter 


Gazette 


Public Spirit 
Herald 


Town Crier Herald 


Graphic 

Advocate 

Free Press 
Suburban Free Press 
Times 


. Chronicle 


Metro area 
and county 


BOSTON (Cont'd) 
Middlesex 


Norfolk 


Plymouth 


Essex 


SAN FRANCISCO 
San Mateo 


PITTSBURGH 
Allegheny 


Westmoreland 


CLEVELAND 
Cuyahoga 


Summit 


Geauga 


WASHINGTON, D. C. 
Arlington (Va.) 
Loudoun (Va.) 
Prince William (Va.) 
Montgomery (Md.) 


Prince Georges (Md.) 


MINNEAPOLIS- 
ST. PAUL 


Hennepin 


DALLAS-FORT WORTH 
Dallas-Tarrant 


Dallas 
Tarrant 


BALTIMORE 
Baltimore 
Anne Arundel 


Major coverage 
of circulation 


Belmont 

Brookline 

Milton 

Needham 

Dedham 

Walpole 

Cohasset, Scituate, 
Hingham 

Plymouth 

Peabody 


San Mateo, Burlingame, 
Hillsborough, Belmont, 
Millbrae, San Bruno 


Redwood City, Atherton, 
Menlo Park, San Carlos, 
Woodside 


Mount Lebanon 

Sewickley, Edgeworth 

Brentwood, Whitehall 

Bethel, West Mifflin 

Chartiers Valley 

Penn Hills Township, 
Churchill 

Coraopolis 

Fox Chapel, Allison Park, 
Glenshaw, Sharpsburg 

Bellevue, Ben Avon Heights, 
Emsworth 

Ligonier 


Shaker Heights, Cleveland 
Heights, University 
Heights, Beechwood, 


Pepper Pike, Warrensville 


Heights 


Gates Mills, Hunting Valley, 
South Euclid, Lyndhurst, 
Mayfield Heights, 
Richmond Heights 


Chagrin Falls, Solon 


Berea, Middleburg Heights, 
Olmsted Falls 


Hudson 
Cuyahoga Falls, Silver 
Lake 


Burton, Chardon, 
Chesterland, Middlefield, 
Newbury 


Arlington, Falls Church 
Leesburg 
Manassas 
Silver Spring, Bethesda, 


Chevy Chase, Takoma Park, 


Wheaton, Kensington 
Rockville, Gaithersburg 


College Park, Hyattsville, 
Mt. Rainier, Cheverly, 
Bladensburg 


Edina, Morningside 
Hopkins, Minnetonka 
St. Louis Park 

Lake Harriet 

Golden Valley 
Robbinsdale 
Brooklyn Center 


Arlington, Grand Prairie 
Semi-weekly, Arlington 
News (established 1910) 
and semi-weekly Grand 


Prairie Texan (established 


1908) combining October 
29, 1958, with minimum 
guaranteed paid circula- 
tion of 11,000 daily 
Irving 
Ridglea, Arlington Heights 


Towson, Pikesville 

Annapolis 

Glen Burnie, Pasadena, 
Linthicum, Arnold, 
Severna Park 

Westminster 


Citizen 
Citizen 
Record 
Chronicle 
Transcript 
Times 


South Shore Mirror 
Old Colony Memorial 
Times 


Times 


Tribune 


News 
Herald 
News 

Boro News 
Times 


Progress 
Record 


The Herald 


City & Suburban Life 
Ligonier Echo 


Heights Sun-Press 


Hillcrest Sun-Press 
Valley Herald 


News 
Times 


Falls News 


Times-Leader 


Northern Va. Sun 
Times-Mirror 
Journal Messenger 


Suburban Record 
Sentinel 


Prince Georges Post 


Courier 

Hennepin C’ty Review 
Dispatch 

Courier 

Suburban Press 
North Hennepin Post 
Press 


News-Texan 
Citizen News 
West Side Post News 


Union News 
Evening Capital 


Maryland Gazette 
News 


Carroll County Times 


Metro area 
and county 


MILWAUKEE 
Milwaukee 


Waukesha 


CINCINNATI 
Hamilton 


HOUSTON 
Harris 


PROVIDENCE 
Bristol 
Warwick 


ATLANTA 
DeKalb 


DAYTON 
Montgomery 
Miami 


ROCHESTER 
Monroe 


HARTFORD 
Hartford 


DENVER 
Arapahoe 


Jefferson 


NEW ORLEANS 
Jefferson 


MIAMI 
Broward 


LOUISVILLE 
Jefferson 


SYRACUSE 
Madison 
Onondaga 


MEMPHIS 
Shelby 


BIRMINGHAM 
Jefferson 


SAN DIEGO 
San Diego 


RICHMOND 
Chesterfield 


OKLAHOMA CITY 
Oklahoma 


SAN ANTONIG 


Major coverage 
of circulation 


Whitefish Bay, Fox 
Point 

Shorewood 

Wauwatosa 

Brown Deer 

Glendale 

Elm Grove 

Brookfield 


Mariemont, Indian Hill 
Madeira, Terrace Park 


Montgomery, Deer Park, 
Kenwood, Sycamore 
Twship., Silverton, 
Loveland 


Cheviot, Westwood, Green 
Township 


River Oaks 


West University Place, 
Southside Place 


Bellaire, Westbury, 
Meyerland, Willow Bend 


Barrington 
Bristol 
Warwick 


North Atlanta, North 
Decatur, Chamblee, 
Doraville, Dunwoodie, 
Sandy Springs 


Kettering, Oakwood 
Troy 


Fairport 
Penfield 
Webster 


Manchester, Glastonbury, 
Rockville, Andover 


Englewood, Cherry Hills 


Littleton 
Lakewood, Wheat Ridge 


Metairie 


Hollywood, Golden Beach, 
Hallendale 


St. Matthews, Windy Hills, 
Cherrywood, Richlawn 


Buechel, Meadowview 


Cazenovia 
Fayetteville, Manlius 
Skaneateles 

DeWitt 


Whitehaven 


Homewood, Bluff Park, 
Mountain Brook 


La Joffa, Pacific Beach, 
Mission Beach, Delmar, 
Clairemont 


Coronado 
Colonial Heights, Chester 


Nichols Hills, The Village 
Nichols Hills, Britton 


Alamo Heights, Olmos Park, 
Terrell Hills 


Herald 
Herald 
News Times 
Herald 
Herald 

Elm Leaves 
News 


Eastern H. C. 
Messenger 


Sycamore Messenger 


Western Hills Press 
Times 
Southwest Argus 


Texan 


Times 
Phoenix 
Beacon 


North DeKalb Record 


Times 
Daily News 


Herald Mail 
Press 
Herald 


Herald 


Herald Enterprise 
Press 


Herald 
Sentinel 


Jefferson Parish 
Times 


Sun-Tattler 


Voice of St. Matthews 
Reporter 


Republican 
Eagle Bulletin 
Press 

Times 


Whitehaven Press 


Shades Valley Sun 


North Shores 
Sentinel 


Journal 


Chester News Journal 


Ye Town Crier 
North Star 


Heights News 
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‘SUBURBIA TODAY 


| TE MAGAZINE OF PLEASANT PLACES 


The smart monthly 
colorgravure magazine 
of newspapers 

in selected 


suburban communities 


IEE UGH ON LEISURE trom Reber! Osborn A SUMEAER MYSTERY by Eiizabeth Bowen 
GABE WH SERS ty Reberce tomes ME URRY GOT STAY Om by some Weather SONS CAR HAVEN 


anenare 


A new KEY BUY for 1959 
advertising schedules 


Published monthly — distributed during the first full week of each month. 


RATES AND DISCOUNTS based on 1,000,000 circulation guarantee effective January, 1959 


FOUR COLOR 
Back Cover... .....$ 5,875.00 1/2 Page... ......$ 3,355.00 
1 Page kate .... 5,600.00 Center Spread ........ 11,200.00 
7/10 Page... 4,270.00 3/5 Center Spread... 7,625.00 
3/5 Page... ......-. 93,810.00 

ONE COLOR AND BLACK 

1 Page......... ......$ 5,150.00 2/5 Page................$ 2,215.00 
7/10 Page............. 3,730.00 3/10 Page --». 1,680.00 
3/5 Page....... 3,235.00 1/5 Page 1,140.00 
1/2 Page 2,725.00 

MONOTONE 
1 Page $ 4,555.00 2/5 Page .$ 1,825.00 
4/5 Page 3,645.00 3/10 Page .. a 1,370.00 
3/5 Page .. 2,735.00 1/5 Page..... 915.00 
1/2 Page eee ee ts | nae ..... 460.00 

| nn $5.55 


Liquor, wine or beer advertising will be omitted from 
copies of SUBURBIA TODAY distributed by news- 
papers whose policies or local restrictions prohibit such 
advertising. The additional production costs involved in 
printing two editions of SUBURBIA TODAY require 
that the above General Advertising rates apply to liquor, 
wine, or beer advertising although such advertising may 
not be carried in the full press run of SUBURBIA 
TODAY. 


This schedule of Discounts will apply on advertising 
within the contract year and will be allowed for either 
Space or Frequency, whichever is larger, but not for both. 


SPACE DISCOUNTS 
Equivalent of 6 pagesor more... 2% _— Equivalent of 39 pages or more 16% 
Equivalent of 13 pages or more... 6% — Equivalent of 52 pages or more. . 20% 
Equivalent of 26 pages or more. . .12% 


FREQUENCY DISCOUNTS 
13 times or more in contract year. 2% 39 times or more in contract year. 6% 
26 times or more in contract year. 4% - 52 times or more in contract year. 7% 


Schedules composed of mixed space units are entitled to 
standard Frequency Discounts except when the use of 
the smaller units lowers the total cost of the campaign 
below the amount which the larger units reached at their 
earned rate. 


Combination SUBURBIA TODAY-FAMILY WEEKLY Discount 


Equal units of space for the same advertiser in both 
SUBURBIA TODAY and FAMILY WEEKLY, and 
appearing in SUBURBIA TODAY within 30 days be- 
fore or after an insertion in FAMILY WEEKLY, earn a 
15% discount on SUBURBIA TODAY rates. This dis- 
count to be figured on the gross, before space or fre- 
quency discounts are applied. 

The advertiser will be entitled to either the space or 
frequency discount on SUBURBIA TODAY rates that 
is earned on advertising in FAMILY WEEKLY, pro- 
vided he elects to forego the SUBURBIA TODAY space 
and frequency discount above. 


Suburbia Today 


Leonard §. Davidow, Publisher 
153 North Michigan Avenue, Chicago 1 
ANdover 3-1270 


NEW YORK 22: 405 Park Avenue, Plaza 5-7900; 
DETROIT 2: 3-223 General Motors Bidg., TRinity 1-5262 
CLEVELAND 15: 604 Hanna Bidg., PRospect 1-4677 
LOS ANGELES 5: Blanchard-Nichols Assoc., 633 S. Westmoreland Ave., DUnkirk 8-6134 
SAN FRANCISCO 4: Blanchard-Nichpls Assoc., 33 Post St., YUkon 6-6341 
MIAMI 32: J. Bernard Cashion, Chamber of Commerce Bidg., FRanklin 1-994} 
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BON VOYAGE—American Presi- 
dent Lines is using ads like this 
in the first consumer campaign 
created for the line by Johnson 
& Lewis Advertising, San Fran- 
cisco. Ads will run in Holiday, 
The New Yorker, Saturday Re- 
view, Sunset Magazine and 
Town & Country and in news- 
papers. 


Standardize Ad 
Practices, Urges 
International Body 


New York, Oct. 21—The In- 
ternational Chamber of Com- 
merce’s commission on ad- 
vertising has urged greater 
international standardization of 
advertising practices. 

Meeting in Copenhagen the 
commission recommended that 
advertising industries in differ- 
ent countries provide standard 
“viewership surveys” on out- 
door advertising. 

These surveys would give in- 
formation on the number and 
kinds of outdoor sites available, 
the number of people who can 
see a given site, the number 
who actually see a specific ad 
and the types of people who 
make up this audience. 

For European countries the 
commission suggested a number 
of standardized practices: Sell- 
ing of mewspaper space by 
the column; uniform column 
widths; a standard rate card of 
four pages measuring 27x21 cm; 
uniform invoices and conditions 
of payment. 


s Another subject considered at 
the meeting was a draft report 
on ways of establishing inter- 
national comparability for ad- 
vertising expenditure surveys. 
Representatives from 13 
countries attended the meeting. 
The chairman was Ivor Cooper, 
head of the marketing advisory 
division of Unilever Ltd., Lon- 
don. Representing the U.S. were 
William E. McKeachie, chair- 
man, and Harry Henry, research 
director, of McCann-Erickson 
Advertising, London. # 


Woodburn to Alexander Film 

Bob Woodburn, a partner in 
Group Productions, Detroit, 
and formerly vp for sales and 
production in the Detroit office 
of Van Praag Productions, has 
been named resident sales vp in 
Chicago of Alexander Film Co., 
Colorado Springs. Mr. Wood- 
burn, who will maintain offices 
in the Wrigley Bldg., succeeds 
Ww. A. Hillhouse, who has been 
assigned a similar post in San 
Francisco. 


Faleide Joins Don Kemper 

Mrs. Katherine Faleide has 
joined Don Kemper Co., Chica- 
go, as traffic coordinator and 
media assistant. She formerly 
was an account executive and 
copywriter with Richard Mor- 


Arends Agency Formed 

Donald L. Arends, formerly with 
Kaiser Aluminum & Chemical 
Corp.’s advertising and sales pro- 
motion department, has opened 
his own agency, Donald L. Arends, 
Public Relations, Advertising, 
Sales Promotion, at 23 W. Calen- 
dar Ave., La Grange, Ill. The new 
agency springs from an after-hours 
agency service called Saturday’s 
Advertising that Mr. Arends has 
been operating for the past two 
years. 


Zuzulo Heads Richards Branch 
Frank Zuzulo has been named 
to head the New York office of 
Richards Associates, Washington, 
public relations company. New 
York offices will be at 10 Rocke- 
feller Plaza. Most recently with 
Edwin C. Lee Co., Mr. Zuzulo was 
press and public relations director 
of Mutual Broadcasting System for 
many years. 


“Haven't missed the ol’ 8:12 in nine years!” 
A characteristic of the residential communities blanketed by 
SUBURBIA TODAY is that the family providers commute to business 
in the central city . .. and they do it come lather or hot water! 

Where do they shop? They do that increasingly in sharp, new 
suburban Shopping Centers, close to home. 


Leonard S. Davidow, Publisher 


include SUBURBIA TODAY now in 


your 1959 advertising 
first issue January, 1959. 


schedules. . . 


COLORGRAVURE MAGATINE OF NEWSPAPERS IN SELECTED SUBURBAN COMMUNITIES 


ton Co., Chicago. 


was $16,000 in 1957 
+ $16,813, same year- 
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new facts confirm electronics as a 
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“A great magazine communicates with every level of purchasing power, 
7 transferring from the editorial to the advertising pages the image of its 
Ps own influence on the minds of potential buyers. 
4 To lead — to earn the adjective “great” — a magazine must excel, and 
Lo its excellence, in most or all phases of publishing. A great magazine 
~ blankets its industry, exerting influence wherever it penetrates. 

Recent economic trends are forcing more and more advertisers to 
search for leading publications to concentrate sales messages in maga- 
zines that give maximum marketing effect . . . to spend cach dollar where 
it will get the best results. 

Below is a check list for evaluating a business publication. Notice 


how electronics proves* its greatness in every phase of publishing. 


..-for 29 years the essential 


ADVERTISING PAGE VOLUME — electronics is among the top 10 
American business publications in advertising pages sold over the past 
6. months (“Industrial Marketing,” July 1958, pp 140, 142). electronics 
carried 2,468 pages of advertising — nearly 1,000 pages more than the 
next electronics publication! 

EDITORIAL CONTENT-— During 1957 electronics 26 full-time edi- 
tors printed the equivalent of nine 300-page text books. In the first 6 
months of 1958 the editors produced 1709.85 pages, a 30 percent in- 
crease above the comparable period in 1957! 

READERSHIP — Currently, electronics readers average 6 hours 56 
minutes every month studying the pages of the publication (*See foot- 
note. Your electronics representative has latest FEEDBACK Reports). 
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selling force in its industry 


CIRCULATION — More than 52,000 screened electronics design- 
research /production/ management people pay to receive electronics (See 
June 1958 ABC Statement). Your local electronics representative will 
document the direct or indirect buying influence in electronics of these 
important people (*See footnote). 

BUYERS’ GUIDE — Every industry has one accepted buying guide. 
The electronics BUYERS’ GUIDE is the authoritative source book for 
electronics and allied equipment, components, materials and services. 
Its more than 667 advertisers, 2,000 listings of the products of nearly 
4,000 manufacturers are ample testimony to completeness. 

* Footnote.— Ask your electronics representative to show you the 
“Electronics Profile Survey.” 
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FIRST 100 MARKETS 


with 56 % population on the Illinois side 


_ Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities 
THE ALLEN-KLA 


Tidewater Elects Taylor 

J. Glen Taylor, former executive 
consultant to Tidewater Teleradio, 
has been elected president of the 
company, which owns WAVY and 
WAVY-TV, Norfolk. Mr. Taylor, 
who was vp of RKO Teleradio Pic- 
tures prior to his Tidewater affilia- 
tion, succeeds Hunter C. Phelan, 
who has been named chairman of 
the board. 


Smith & Dorian Adds One 

Pressure Blast Mfg. Co., Man- 
chester, Conn., a new advertiser, 
has appointed Smith & Dorian, 
Hartford, Conn., to handle its ad- 
vertising and public relations. The 
company makes metal finishing 
equipment. 


Hurst Joins Market Planning 
D’Orsey Hurst, formerly an of- 
ficer and director of Bruce Payne 
& Associates, has joined Marketing 
Planning Corp., New York, an af- 
filiate of McCann-Erickson, as a 


THE TIMES ARMED FORCES PUBLICATIONS 


REACH IT and SELL IT-— 


WITH MASS COVERAGE IMPACT and MASS COVERAGE ECONOMY! 


America’s Armed Forces number approximately 5,000,000 servicemen and depend- 
ents—a market that exceeds hundreds of major metropolitan areas in population and 
purchasing power. A distribution system of more than 17,000 Post Exchanges, Com- 
missaries, Ship’s Stores and Service Clubs—plus thousands of civilian businesses— 
fulfill its incessant demand. And the world-spanning, top-circulation Times Armed 
Forces Publications fuse the force of that demand into a single, media-motivated, 
mass market for merchandise brands. YOU can reach this rich resource of volume— 
and establish long-term acceptance in this market of American youth. Do it, now / 


WRITE TODAY FoR FREE BROCHURE, 


covering your business or product within this market 
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Retailers See Yule 
Sales Up, but Ad 
Budgets Same as ‘57 


MINNEAPOLIs, Oct. 21—A major- 
ity of more than 200 retailers at- 
tending an all-day seminar here 
expect this year’s Christmas ad- 
vertising budget to be the same as 
last year while they look to sales 
volume increases over 1957. 

The retailers came up with this 
optimistic forecast in an on-the- 
spot survey conducted at a Nation- 
al Retail Merchants Assn. clinic 
co-sponsored by the Minneapolis 
Retailers Assn., St. Paul chamber 
of commerce and the Minnesota 
Retail Federation. Specifically, the 
survey found .. 


e 80% expect Christmas volume 
increases, with most retailers ex- 
pecting it to be more than 4% and 
more than one-quarter expecting 
it to be 5% or better. 15% expected 
sales to equal last year’s. 


e 53% expected total 1958 volume 
to exceed 1957, while 22% felt vol- 
ume would equal 1957. About one- 
fourth expected to wind up with 
1958 sales below 1957. 


e Three-fourths expect advertis- 
ing budgets to be the same through 
Christmas as last year, less than 
1% plan to cut budgets. 


s While optimism was stronger 
than at the same time in 1957— 
when a similar survey made in San 
Francisco found 45% anticipating 
Christmas increases—retailers at 
the meeting last week were not so 
optimistic about 1958 profits. 

Slightly more than a third ex- 
pect net profits ahead of 1957 and 
most of the retailers in this group 
look to increases of 10% or more 
over last year. But 45% expect this 
year’s profits to trail 1957 and of 
this group, more than half believe 
net earnings will drop 10% or 
more. The remaining merchants 
expect to hold earnings level with 
last year. # 


‘Playboy’ Names New Rep 

Playboy has appointed Blanch- 
ard-Nichols Associates, San Fran- 
cisco, to represent it in northern 
California, the Pacific Northwest 
and the mountain states effective 
Oct. 20. Fred Crawford, publishers’ 
representative in Los Angeles, will 
continue to handle Playboy in the 
Los Angeles area. 


Armour Sponsors NBC-TV Show 
Armour & Co., Chicago, is spon- 
soring alternate-week segments in 
four NBC-TV daytime programs. 
The programs are “Concentration,” 
“It Could Be You,” “Today Is 
Ours” and “Dough-Re-Mi.” N. W. 
Ayer & Son is the agency for “Con- 
centration”; Foote, Cone & Belding 
handles the other programs. 


W. H. Long Gains One 

Mortgage Associates, Milwaukee, 
has appointed W. H. Long Agency, 
Milwaukee, to handle its advertis- 
ing and public relations. The ap- 
pointment includes the accounts of 
four affiliated companies: Amor- 
tized Mortgages Inc., Central Mort- 
gage Co., Ray P. Hiller Inc. and 
Victor A. Penn Co. 


Audits & Surveys Adds Three 

Martin Yazmir, formerly with 
Alfred Politz Research, Alan Den- 
ton, formerly with Selling Re- 
search, and Robert Siegal, former- 
ly with Dun & Bradstreet, have 
joined Audits & Surveys Co., New 
York. 


First National Names Agency 

Albert Frank-Guenther Law, 
New York, has been appointed by 
the First National City Bank of 
New York for promotion of the 
bank’s travelers checks, effective 
Jan. 1. 
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THE HOUSTON CHRONICLE 


publishes 
almost... 


AND THIS YEAR... OVER = 2 INONLY | q 
THIS 1S DRAMATIC EVIDENCE OF THE CHRONICLE'S PULLING POWER BECAUSE 
THE NEWSPAPER IN- WHICH READERS INVEST THEIR OWN MONEY TO SELL, RENT 
OR TRADE,1S.THESAME NEWSPAPER THEY RELY ON WHEN DOING THEIR 


SHOPPING. © | 


MORE ADVERTISERS PLACE MORE RETAIL, GENERAL, CLASSIFIED, aia 
AD IN THE CHRONICLE THAN IN ANY OTHER HOUSTON NEWSPAPER. — 


: THE REASON ... Kesults/ , 
THE HOUSTON CHRONICLE | == 
1M. J. GIBBONS, General Advertising 


BRANHAM COMPANY — National Repre ent — 
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Spread Creativity 
Around Agencies, 


Foreman Advises 


San Francisco, Oct. 21—Being 
creative is the job of everyone in 
the advertising business and not 
just persons in the copy and art 
departments, Robert L. Foreman, 
exec vp of Batten, Barton, Durstine 
& Osborn, said here last week. 

The word creative became strict- 
ly applicable to the copy and art 
departments years ago when writ- 
ers and artists were compelled to 
create campaigns out of their own 
heads without outside help, Mr. 
Foreman said in a talk before the 
San Francisco Advertising Club. 

In discussing current campaigns, 
particularly those in the appliance 
field, Mr. Foreman asserted that 
“copywriters needed help to pre- 
pare these campaigns—they need- 
ed market analyses, consumer re- 
search and knowledge in depth of 
the products they were writing 
about. 

“No longer would slogans and 
charades and plays on words suf- 
fice in today’s sales arena,” he said. 


; 
& 
¥ 


s The BBDO executive ridiculed 
claims of some copywriters and 
artists that research and marketing 
hamper their creative efforts. 

“This is sheer nonsense,” he 
said. “Only the deeply insecure 
copy man or woman will harbor 
the thought that research or mar- 
keting will ever write the ad and 
thus pre-empt his job. But help he 
can get—and in today’s terrify- 
ingly complex market place, how 
he needs help.” 


@ Mr. Foreman urged copywriters 
and artists to make friends with 
account executives, research and 
marketing people and persons in 
other departments in the agency. 

“Bringing the copy and art de- 
partments into closer rapport with 
account men, research men, mar- 
keting men is not solely calculated 
to improve their dispositions—nor 
to save their stomachs,” he said. 
“Nor is it solely a way to help writ- 
ers prepare better ads—though 
this certainly is its more direct 
result. 

“It is a two-edged sword—for it 
should help stimulate the depart- 
ments labeled non-creative to be- 


come more inventive, more origin- | 


al, more ingenious. Exposure to 
copy men will stimulate this.” # 


Lysol Unveils ‘58-'59 Plans 

Seven women’s magazines, sat- 
uration radio and business paper 
advertising are included in the 
1958-59 advertising plans for Ly- 
sol and the new Lysol Pine, made 
by Lehn & Fink Products Corp. 
Print ads, in two colors for the 
first time, will feature pictures of 
infants to focus attention on the 
importance of “deep-cleaning” in 
homes with babies. McCann-Erick- 
son, New York, is the agency. 


LOOK INTO 


(NEW JERSEYS 


| CBS Drops Hartford Station 


station, WX1IX, Milwaukee. WBUF, 
CBS-TV will drop its uhf tv|NBC’s uhf station in Buffalo, 
station in Hartford, Conn., WHCT,/| signed off the air Oct. 1 (AA, 
Nov. 15, and affiliate with WTIC- | Oct. 6). 
TV, Hartford independent vhf 
station, owned by Travelers| Dominican Airlines to Gross 
Broadcasting Service Corp. Dr.| CDA Dominican Airlines has 
Frank Stanton, CBS president, said | named Charles Anthony Gross Ad- 
the move was being made “with 'vertising Agency, Miami, to handle 
great reluctance and deep regret.” |its advertising. A fall and winter 
He said CBS will seek another uhf|campaign will feature non-stop 
investment to restore the quota/ service from Miami to Ciudad Tru- 
allowable under FCC regulations. |jillo, along with special package 


Sheaffer Pen Net Up 45% 

W. A. Sheaffer Pen Co., Fort 
Madison, Ia., reports net income 
for the six months ending Aug. 31 
at $1,703,656, up 45% from the 
$1,153,321 reported for the same 
period last year. The increase is 
credited to “a substantial increase 
in profits in our writing instru- 
ment business plus the inclusion 
of profit from Maico Electronics, 
which was not included last year.” 
Maico, a wholly-owned subsidiary 
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| meters and other electronic de- 
| vices, was acquired by Sheaffer in 
November, 1957. 


Jayark Appoints Westerman 

Milton Westerman, former sales 
manager of KSMP-TV, Minneap- 
olis, has been appointed sales vp 
in charge of the midwestern ter- 
ritory of Jayark Films Corp., New 
York. Mr. Westerman will work 
out of the new tv film producer- 
distributor’s New York and Chica- 


CBS also will keep its other uhf | tours. go offices. 


manufacturing hearing aids, audio- 
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you pitch COGAYDY oocccccccccccccccccccs 


By covering the right people — the design engineers — with 
your product message today, tomorrow’s big sales in the 
$41-billion Original Equipment Market can be yours. 


Right now, they are selecting and specifying materials, 
component parts and finishes for the greatest volume of 
new products in history. 


These key men rely on Product Engineering to help them 
make their vital decisions. For OEM’s largest editorial 
staff provides them with the most useful product design 
and development information first. 


Their enthusiasm for Product Engineering continues to 
increase month after month. It’s not unusual for feature 


2] @ 
Product Engineering @ @ The McGraw-Hill magazine of 
Published Every Monday 
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Convention Trade Book Bows 

Convention Guide & Digest, a 
new semi-annual trade publication 
for people concerned with staging 
conventions, expositions, trade 
shows, business meetings and simi- 
lar enterprises, has been published 
by Convention Guide & Digest Inc., 
203 N. Wabash Ave., Chicago. John 
King is president of the corpora- 
tion; Francis N. Gilbert is the pub- 
lisher. Editions are to be published 
every spring and fall. The one- 
time b&w page rate is $475. 


its advertising. 


Graphic Supply Names Agency 

Graphic Supply Co. has ap- 
pointed Mark, Simeon & Renard, 
both New York, to handle adver- 
tising and direct mail campaigns 
for graphic arts supplies and Graf- 
co lithographic equipment. 


Oscar Krauss Adds One 
Symphony Classics, New York, 
blouse and sportswear manufac- 
turer, has appointed Oscar Krauss 
Advertising, New York, to handle 


Package Designers 
Oversell Wares, 


Dickens Tells Forum 


Cuicaco, Oct. 2i1—Some package 
designers “who talk too much but 
not too wisely” have so oversold 
the capacity of packaging design 
alone to sell a product that they 
have, in fact, built up a myth, a 
leading package designer asserted 
here last week. 
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Robert Sidney Dickens, head of 
Dickens Inc., Chicago, told the 
20th annual national packaging 
forum of Packaging Institute that 


“fancy is always more exciting) 


than facts, and there have been 
many myths built up about pack- 
age designers. 


s “Staggering statistics have been 
cited by some designers,” he said, 
“as to how much good a new pack- 
age has done for a product. Pack- 
aging, although important, is only 


scccccessenreOXY You soak tomorrow 


articles to pull 2 to 3 thousand individual reprint requests. 
And keeping pace with this huge reader response is the 
growth in inquiries per advertisement — proof that this 
reader traffic and enthusiasm is creating greater exposure 


for your advertising.* 


To build tomorrow’s OEM orders, you must influence these 
decision-making engineers today. Insure your future sales 
by making sure you reach these prime customers and pros- 
pects. Put Product Engineering on your schedule today. 


*Your Product Engineering representative is ready to show you 
our new 1959 FACT FILE. It’s crammed with facts that point i 
toward unequalled advertising opportunities for you. 


Design Engineering and Product Development @ 330 West 42nd Street, New York 36, N. Y. 
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one phase of today’s complicated 
selling and merchandising opera- 
tion. No package, no matter how 
well designed, can perform mir- 
acles. 

“True,” he acknowledged, “there 
are isolated cases where packaging 
alone has done a tremendous job, 
but the best package in the world 
will sell a poor product only once. 
The integrity of the product is, and 
always will be, the most important 
element in repeat sales.” # 


Marquis Adds Ad Duties 

Pierre Marquis, director of sales 
planning of Screen Gems, New 
York, has been named director of 
advertising and sales planning for 
the tv film producer-distributor. 
He takes over the ad director post 
from Henry White, who will con- 
centrate on his duties as director 
of program procurement. Mr. 
White also will work in the sales 
area. Gene Plotnik has been pro- 
moted from publicity manager to 
publicity director. 


How do you get any- 
where in New York? 
By subway. By 
suburban train. By 
The New York Times. 
New York is The 


New York Times. 


New Yorkers live 
by it—with the 
most news, and the 


most advertising. 
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If you want to sell pif appliances, go where every page is full 
of ideas that sell: Better Homes & Gardens, the family idea 
magazine. If you want to make a sale there’s nothing so powerful 
as an idea. And it’s impossible to go through any issue of BH&G 


without finding scores of ideas that sell appliances. One out of 


every four BH&G readers lives where a small appliance was 


bought during a single year—43% above the non-reader average! 


Better Homes 


During the year 
1/, of America reads 


and Gardens — 


... the family 
idea magazine 


VanSant, Dugdale 
Tells Staff How It 
Handles 2 Accounts 


Ba.trmore, Oct. 21—In an agen- 
cy-wide convention of its 115 em- 
ployes here last week, VanSant, 
Dugdale & Co. unfolded blueprints 
from every department covering 
its current $450,000 Esskay account 
and its newly acquired National 
Lumber Manufacturers Assn. ac- 
count, which will bill more than 
$1,000,000 in advertising in 1959 
(AA, Oct. 13). 

The unique get-together of all 
employes utilized a full day to in- 
form employes how this agency, 
which is billing more than $8,000,- 
000 in 1958, plans, develops and 
manages a campaign through all 
its phases. 

The Esskay meat products cam- 
paign was used to exemplify cur- 
rent work the agency is doing, and 
National Lumber Manufacturers 
was used to demonstrate a new 
campaign the agency has devel- 
oped for the coming year. 


August business 


dadaled I\ \WSSS3 


Here’s a market 


that’s a challenge 


to high-gear 
selling efforts! 


ae 


was good 


in prosperous Kalamazoo! 


Retailers who aggressively went after busi- 
ness found oe a good month in the 
poeere Ka Market. Like the 
ig department store: ‘“‘Conservatively 
speaking we had to turn about a hundred 
ple away from the two (fashion) shows. 
selling response was very good.” 


Like the store that ran a half-page ad 
featuring a three-hour fashion clearance 
and had 700 customers swarm in during 


the first hour of the advertised event. 
And like the store that sold 1200 women’s 


misses’ sweaters in six days. 


KALAMAZOO GAZETTE 


Is it any wonder that area retailers are 
increasing their reliance on the Kalamazoo 
Gazette’s selling power? 


Why not see how Southwestern Michigan’s 
favorite advertising medium can produce 
for you and your retail outlets? 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 © Brice McQuillin, 785 Market St., 


H San Francisco 3, SUtter 1-340] 


@ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


WILBUR VANSANT, President of Van- 

Sant, Dugdale & Co., speaks at a 

convention held by the agency for 
all of its employes. 


VanSant, Dugdale & Co., which 
rose from annual billings of $4,- 
000,000 in 1950 to $8,000,000 in 
1956, held the agency convention 
to overcome the “bigness” problem 
of lack of communications which 
often plagues a large advertising 
agency. 

Talks, films, skits, demonstra- 
tions and exhibitions were used by 
different department heads to il- 
lustrate their individual contribu- 
tions to a total campaign. Employes 
also saw the entire presentation 
for which the agency spent some 
$75,000 to land the NLMA account. 

Presentations were made by the 
agency earlier this summer to of- 
ficers of the NLMA, which had just 
organized with headquarters in 
Washington, D.C. Sixteen lumber 
associations organized to boost use 
of wood and overcome inroads 
made by competitive building ma- 
terials. M. B. Doyle, exec vp of 
NLMA, was charged with the re- 
sponsibility of launching and su- 
pervising the national wood pro- 
motion program. 


@ The Esskay account, which 
boosted its budget from $300,000 
to $450,000, was used as an exam- 
ple of how the different agency 
departments operate on this ac- 
count, which has been with Van- 
Sant, Dugdale since 1939. 

Currently the campaign for Ess- 
kay, which serves markets in 
Maryland, Delaware, Virginia and 
Pennsylvania, is geared around the 
meat producer’s 100th anniversary. 
According to E. E. Cooke Jr., ac- 
count executive, television ac- 
counts for 65% or the bulk of me- 
dia advertising. 

Following is radio for 12% of 
media expenditures, and newspa- 
pers and outdoor take 10% each. 
Trade magazines, Food World and 
Grocery Skirmisher, are also used, 
as are cookbook promotions and 
point of purchase advertising. # 


‘Financial Post’ Publishes 
1958 Market Survey 

The Financial Post, 481 Univer- 
sity Ave., Toronto, has published 
the “1958 Survey of Markets & 
Business Year Book,” an annual 
market survey of the latest sta- 
tistics of Canada’s provinces, cities 
and towns. Also included are re- 
views of the major economic and 
business indicators of Canada. 
Price of the 258-page book is $4. 


Form Rapid Film Shippers 

Rapid Film Shippers Inc., spe- 
cializing in film shipments for 
advertisers and agencies who wish 
to maintain complete control over 
audience selection, has been 
formed with offices at 3702 37th 
St., Long Island City, N. Y. The 
company is a wholly-owned sub- 
sidiary of Rapid Film Technique 
Inc., pioneer in the motion picture 
film rejuvenation field. 
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‘Sr Seagrams | . 
; and be Sure 


COurdoor Adv ertising 


says ‘eberyifing 


the House of 
Aaa 


Same great whiskey...New low price —*492 
Join the Four Roses Society! 


has to sell! 


° “Outdoor advertising does triple duty for the House of Seagram 
Mr. Charles e. Hirth, J Yr. by continuously selling our brands to the consumer, the retailer 


House of Seagram, says: and merchandising objectives at surprisingly low cost.” 


8 out of 10 people remember OUTDOOR Advertising! * 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. oO A i 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


Marketing Coordinator and the wholesaler. It thus enables us to reach many marketing 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK « ATLANTA + BOSTON . CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers— Starch Continuing Study of Outdoor Advertising. 
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Realites 4 Books, Modeled After 
U.S. Magazines, Enjoying Black Ink 


All Ads Handled by | 
Rep, French Magazines | 
Stress Circulation Income 


Paris, Oct. 21—American maga- 
zines inspired one of the publishing 
successes of postwar France: the) 
Réalités Group. 

Humbert Frerejean, a steel man, 
and Didier Rémon, a business con- | 
sultant, raised) 
$2,000 when the 
war was over to) 
launch Réalités in | 
1946. 

Today the two 
publishers reign 
over a miniature 
magazine pub- 
lishing empire. 
They put out four 
publications, each 


H. Frerejean a money maker, 

and they gross) 

two billion francs (about $5,000,- 
000) a year. 


M. Frerejean, an energetic 
Frenchman, was telling ADVERTIS- 
ING AcE the other day that the idea 
of becoming a publisher grew in 
him during the war as he read and 
reread back copies of American 
magazines. 


® Réalités, a slick-paper monthly, | 
was modeled on American lines. Its | 
forte, from the start, was dramatic | 
pictorial treatment. Editorially it | 


was—and is—an amalgam of Life | 
and Fortune. It has ranged over 
many fields—politics, art, business, 
entertainment, fashion, travel. 

Réalités has found a niche in 
France as a high-class cultural 
monthly. With a current subscrip- 
tion price tag of $15 per year, it is 
well out of the range of most 
Frenchmen’s pocketbooks. 

Unlike their American counter- 
parts, French publishers must 
count on subscribers paying the 
way. Réalités has reached a circu- 
lation of 120,000. M. Frerejean 
points out that advertising only 
accounts for 25% of the magazine’s 
revenue. 


| 
a M. Frerejean considers himself 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) | 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


Wy 
Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 
14 E. Jackson Bivd., Chicago 4, III. — WA 2-5371 


(456 N. Crescent Heights Bivd., Los Angeles 46 
oe Phone Oldfield 6-0304 aaamesmm: 


| 
| 


was started five years ago and now | 
goes into 43,000 American homes. 
It made a profit last year—$514— 
for the first time, and M. Frerejean 


|harbors high hopes of expanding | 
| this foothold in the American mar- | 
| ket. 


Advertising Age, October 27, 1958 


|lates 60,000 copies and enjoys an 
| international reputation as an art 
|magazine. M. Frerejean says one 
| reason for its success is that it 
|broke with tradition by quoting 
prices for objets d’art. 


LA CRISE 400 In 1953, Entreprise appeared; it 
fortunate in that he—along with | He said he plans to lift the U. S. - dc | | represented a revolutionary de- 
most French publishers—does not | circulation to 70,000 within a few eet industriels parture in French business pub- 
have to maintain an advertising| years. In a bid for advertising rev-| Ce Vous ee 

e em 


staff. The advertising sales func-| enue, Réalités has had the Gallup | 


‘ francais lishing. Entreprise is the Business 
Week of France and pioneered by 


tion is farmed out completely to 


Régie-Presse, one of France’s larg- | 


est space representatives. 
To maintain and expand its cir- 
culation, however, Réalités does 


organization do a survey of 
Réalités’ American audience. One 
finding: Median income of 
Réalités’ U. S. subscribers is $19,-| 
000. 


vous |seeking facts and figures about 
répondent | French business operations. 

Prior to Entreprise, this area of 
| French life was deemed sacrosanct. 
M. Frerejean says at first it was 


MENACE-T-ELLE 


difficult to get access to stories, but 
he points out that once the ice was 
broken it became easier. Now many 
French companies are pleased to 
tbe the subject of an Entreprise 


have the expense of a 100-man 
field force which cruises up and 
down the country drumming up 
subscriptions. 

An English edition of Réalités 


Uindusirie trencaise 
Worthington ? 


@ The earnings of Réalités have 
been used to launch other publica- 
tions. Connaissance des Arts _ 
peared six years ago, now circu- 


La recherche de motivations 


Qui sont les porteurs des valeurs petrolieres 


Are you using — 
all ten reliable guides 
to the right 
Architectural Magazine — 


Dodge Documented 
e Market Coverage 


(studies of Architectural Record’s coverage based on 

all architect-planned work reported by F. W. Dodge 
Corporation in 21 states in 12-month periods) 
94% of all architect-planned non- 
residential building; 77% of all 
architect-planned residential build- 
ing is verifiably in the hands of 
Architectural Record’s own archi- 
tect and engineer subscribers. 
(Minimum size of projects: non- 
residential $10,000; houses $8,000.) 


Audit Bureau of 
e Circulations Statement 


(June 30, 1958) 


More architects—and more en- 
gineers—subscribe to Architectural 
Record than to any other archi- 
tectural magazine. (See recapit- 
‘ulation of architect and engineer 
‘circulation on pages two and three 
of A.B.C. statements.) 


2. Rate Card 


Architectural Record offers ad- 
vertisers the lowest rate per 
page per 1,000 architect and 
engineer subscribers. 


Summary of 
e Readership Studies 


(126 studies sponsored by building product 
| - manufacturers and advertising agencies) 


Architects and engineers have 
voted Architectural Record 
“preferred” in 115 out of 126 
advertiser-sponsored studies 
for which results are available. 
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Advertising Age, October 27, 1958 


takeout. 

Launched as a bi-weekly, Entre- | 
prise went weekly last year and| 
has passed the 50,000 circulation 
mark. 


# The fourth publication of the 
Réalités Group is Benjamin, which 
M. Frerejean describes as “an 
adult children’s magazine.” Started 


newspaper format. It sells 70,000 
copies. 

The editorial director of all the 
Réalités publications is Alfred 
Max, an American-educated 
Frenchman, who formerly worked 
for Gallup in America and then 
headed up the French Institute of 
Public Opinion. 

The Réalités Group has gained a 


last year, it is published weekly in | 


| reputation here for paying top edi- ,New Flesch Book Gives 
torial salaries and for its accent on ‘New Way to Better English’ 
| youth. M. Frerejean is proud of the} “A New Way to Better English,” 
fact that the vast majority of his|py Rudolf Flesch, will be pub-| 
425 employes are below the age of | |ished Oct. 29 by Harper & Bros., 
35. New York. The book, which be- 
As for the publishing business in | gins where the conventional school 
general—here or in America—he | and college composition texts leave 
| believes the specialized books will | off, shows how to tackle a writing 
| prosper. “There is a future every-| job with ease. After a discussion 
|where for specialized magazines,” | of informal English as it is spoken 
he says. |and written today, Dr. Flesch of- 
An American advertising man / fers a list of 70 “pompous” words 
here looks upon the Réalités oper-|and phrases which haunt many 
ation as something “new and dif-| writers and suggests simple equiv- 
ferent” for France. He told AA: |alents. Drawing on examples of 
“These people are not like the old | “relaxed” writing, he quotes from 
staid French publishing men you! dozens of sources, including news- 
used to meet. They look like they | papers, magazines, business form 
are right out of Harvard business | letters and books. Also quoted are 
school.” # | examples of how not to write, from 


|several published sources. 

| The book also includes exercises 
| for practice in informal writing. A 
|test is provided for evaluating 
| progress. Price of the 177-page 
book is $3. 


Hecht, May Stores to Merge 
Hecht Co., Baltimore, and May 
Department Stores Co., St. Louis, 
are planning to merge, subject to 
stockholder approval, and will 
| Operate under the name of May 
Department Stores Co. The merged 
ichain store operation will have 
sales estimated at $660,000,000 an- 
nually, with an advertising budget 
of $15,000,000. Hecht has 12 stores 
in Maryland and the District of 
Columbia. May Co. operates 33 
stores in eight metropolitan areas. 


Comparative 
Editorial Analyses 


(by pages, by subject matter) 


Architectural Record publishes 
more editorial pages than any 
other magazine in its field — in- 
cluding more on the design of both 
nonresidential buildings and resi- 
dential buildings. 


Analysis of 
Architect Activity 


(an accurate record of the work of over 
1,000 architectural offices) 


Architectural Record’s editorial 
balance reflects its exclusive ac- 
cess to the activity record (devel- 
oped from Dodge Reports) of every 
active architectural firm in the U.S. 


8. Editorial Awards 


v3 Editorial Research 


(outline of the peng of Eastman Editorial Research 
Service to publishers and advertisers) 


Highly respected Eastman Edi- 
torial Research Service is em- 
ployed exclusively in its field 
by Architectural Record. 


Architectural 


2 
7 


Architectural Record has won forty 
awards for editorial excellence in- 
cluding five out of six awards to 
architectural magazines by The 
American Institute of Architects. 


Comparative 
Advertising Analyses 


(by pages, by advertisers, by continuous 
advertisers, by major product categories) 


Year after year more building 
product advertisers place more 
advertising pages in Architectural 
Record than in any other architec- 
tural magazine—70% more in the 
first 9 months of 1958. 


The Magazine Itself 


Every page of Architectural Record 
is-edited specifically for architects 
and engineers. And editorial con- 
tent is continuously timed and 
balanced with the aid of Dodge 
Reports to be of top value to ar- 
chitects and engineers in terms of 
the work on their boards. 


__ ede send me the items circled below to help me select 
the right architectural magazine for my advertising: 


5 
10 


3 
8 


4 
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Record. -_ 
. gee” TITLE 
“Workbook of the active architect and engineer 
119 West 40th Street COMPANY 
New York 18, New York ADDRESS. 
OX 5-3000 


|four parts: 


|contains two new chapters and a 
|/new section on communication in 


ae 


CHARLES S. THORN, @ Redbook vp 
since 1957, has been named to the 
new post of publisher and ad di- 
rector of the magazine. He succeeds 
as publisher Wade Nichols, who re- 
signed to take over editorship of 
Good Housekeeping (AA, Oct. 20). 
Austen Ettinger, promotion man- 
ager of Redbook, was named as- 
sistant publisher. 


Redfield’s ‘Communication 
in Management’ Published 

A revised edition of “Communi- 
cation in Management,” by Charles 
E. Redfield, will be published by 
The University of Chicago Press 
Oct. 28. The book is arranged in 
Communications, its 
role in administration; communi- 
cations downward and outward— 
from superior to subordinate; com- 
munication upward and inward 
—administrative reporting; hori- 
zontal communication—the proces- 
ses of clearing, reviewing and con- 
ferring. 

The new edition, revised from 
the first edition published in 1953, 


scientific and industrial research. 
Price is $5. 


Hollytex to Enyart & Rose 

Hollytex Carpet Mills, Los An- 
geles, has appointed Enyart & Rose, 
Los Angeles, to handle its adver- 
tising. The company, which until 
now has distributed only in 11 
western states, plans to enter na- 
tional distribution in 1959. 


Has Your Accountant 
or Lawyer Ever Told You? 


ye can derive extra income 
from a by-product of your 
business. Our accounts—the na- 
tion's leading publishers, book 
and record clubs, business and 
financial advisory services, gift 
houses and mail order firms— 
are constantly seeking new mail- 
ing lists. 

Examine your files! Do you 
have coupons from advertising, 
premium or sample requests, 
contest entries, sales leads, 
customer lists, inquiries or pros- 
pects? These names are valu- 
able. Over 4,000 companies 
receive royalty checks from 
renting (NOT SELLING) their 
lists to non-competitive firms. 


EXECUTIVE PLANNING 
CALENDAR 


If you have more than 15,000 
names, we will send you a bro- 
chure describing the income po- 
tential from renting your lists 
and, with our compliments, you 
will receive a spiral bound 
9 x12 calendar. Many execu- 
tives find this unique desk-aid 
invaluable in planning programs 
and scheduling appointments. 

Our office employs no sales- 
men. No one will call. There is 
no obligation. Merely write on 
your company letterhead, stat- 
ing quantity of names, how ac- 
quired and how the names are 
maintained. 


LEWIS KLEID COMPANY 
25 West 45th St., New York 36, N.Y. 
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PEOPLE SOMETIMES ASK US: 


er time to time, this question 
comes up in conversation about 


“U.S.News & World Report”: 


“You’ve tripled your circulation 
in ten years. How did you do this? 
Do you offer premiums?” 


No. Never. 


“Do you have subscription crews — 
people ‘working their way through 
college’—calling from door to door 
with high-pressure sales talks?” 


No. Never. 


“Do you offer your magazine in 
combination with others, as many 
magazines do?” 


No. Never. 


“Then, how come?” 
It’s just this simple. 


Our circulation comes to us volun- 
tarily. It comes to us from the thought- 
ful and responsible people who want 
and need the essential news, the com- 


U.S.NEWS & WORLD REPORT 


America’ Class News Magazine 


plete news, the substance of the news 
—not its froth. 


These people learn about “U.S.News 
& World Report” through print adver- 
tising—direct mail to selected lists, 
advertisements in our own magazine, 
in newspapers, etc. 


Because these people respond to 
what we say about “U.S.News & World 
Report” in print, and find that it is the 
kind of magazine we say it is, they keep 
on renewing, year after year. So many 
of them do this that we constantly 
add—rather than merely replace— 
subscribers. Thus we continue to grow, 
at the rate of approximately 100,000 
subscribers a year. 


Here are more than 1,000,000 families 
with incomes averaging $15,009 a year 
—highest of all magazines with more 
than 1,000,000 circulation. Here, in one 


THE 
U.S.News COMPLETE 


NEWS MAGALINE 
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1MILLION ? 


audience, is a concentration of the im- 
portant people throughout business, 
industry, finance, government and the 
professions. (Four out of five subscrib- 
ers hold managerial positions.) 


By subscribing to “U.S.News & 
World Report” they have demon- 
strated their interest in the news 
and their responsiveness to the 
printed word. Right here is an 
important advantage for national 
advertisers. For they, too, count on 
the printed word to get the news of 
their companies and their products 
across. 


This is one of the reasons why “U.S. 
News & World Report” is recognized 
as an important and resultful medium 
for so many of the nation’s leading 
advertisers. 


Advertisers can buy coverage of this 
quality market at the lowest page cost, 
and the lowest per thousand cost, of any 
news magazine. Cost per page per 
thousand in 1958—and in 1959—is $4.97. 


For the full market facts, ask your advertising 
agency or contact our advertising offices at 45 Rocke- 
feller Plaza, New York 20, N. Y. Other advertising 
offices in Boston, Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles, 
Washington and London. 


ADVERTISING RATE BASE 1,100,000 


NET PAID CIRCULATION 


14 IMPORTANT 


FIRSTS 


FOR ’58 
First six months record—1958 


“USN&WR” —First in the field in pages of 
COMMUNICATIONS AND PUBLIC UTILITY ADVERTISING 


“USN&WR”’ — First among news magazines in 


ADVERTISING PAGES DIRECTED TO BUSINESS 
AND INDUSTRY 


“USN&WR” —First in the field in page gains in 
AUTOMOTIVE ADVERTISING 


“USN&WR” —First in the field in 


CIRCULATION GROWTH 
—both in numbers and percentage 


“USN&WR” —First in the field in page gains in 
CONSUMER ADVERTISING 


“USN&WR” —First in the field in pages of 
FINANCIAL ADVERTISING 


“USN&WR”’ —First in page gains among news 
magazines in 


INSURANCE ADVERTISING DIRECTED TO BUSINESS 


“USN&WR” —First among news magazines in pages of 
ENGINEERING & PROFESSIONAL SERVICES ADVERTISING 


“USN&WR” —First in the field in pages of 
INDUSTRIAL DEVELOPMENT ADVERTISING 


“USN&WR’’— First among news magazines in pages of 
BUILDING MATERIALS ADVERTISING 


“USN&WR”’ — First among news magazines in pages of 
INDUSTRIALS MATERIALS ADVERTISING 


“USN&WR” — First among news magazines in pages of 
FREIGHT TRANSPORTATION ADVERTISING 


“USN&WR”’ — First in the field in page gains in 
TRAVEL, HOTELS & RESORTS ADVERTISING 


“USN&WR” —First in the field in page gains in 
SMOKING MATERIALS ADVERTISING 


Source: Publishers Information Bureau and comparison of 
publishers’ statements to the Audit Bureau of Circulations 
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|Drug Research Denies “eo 
FTC’s Regimen Charges Exciting Ad Careers 


Drug Research Corp, New Opening for Young 
York, has replied to recent Fed- 


Up...UP... UP eral Trade Commission charges) Women: ]WT's Wolff 
against ads for Regimen tablets, a ini te Of 
ings i ducing aid, with th , ” : 
Bank clearings in El Paso totaled over $2 reducing aid, wi COENEN | igh setiesl and college gitts, whe 
BILLION for the first nine months of this that the charges took the compa-| ' 
ny’s claims out of context, The! Will have to fill at least half the 
year—a GAIN of $230 MILLION over the company’s reply said ample warn- | 19,000,000 new jobs to be created 
same period of 1957. ings are contained in its ads. Kas- >Y 1965, will find that “one of the 
. . tor, Hilton, Chesley & Clifford, |™0st exciting and promising career 
Here is a Fine Place agency for Drug Research, said it|°PPOrtunities open to them is in 


was acting solely as agent and /|#4vertising.” 
To Do BUSINESS! should oN Pron i Be. TE mass So said Janet Wolff, copy group 


litigation. ‘head at J. Walter Thompson Co., 
The £i Paso Cimes |New York, speaking at the 38th 
Morning and Sund Brendel Adds Editorial Post | 2™"U@! banquet of Gamma Alpha 


Louis H. Brendel, merchandising | “"!,!2*t week. 


C APITAL CITY 3s : . The average girl in high school 
we , El Paso Herald-Post age ms ig em poe Chirurg | today can expect to spend 25 years 
bul thwest Evening fo the editorial board of Industria! Of ne life in a paid job, she said. 

hie a Wlous OW Wes Supplier & Distributor News, Phil- Between now and 1965, she said, 


: : : agencies will be adding 3,125 new 
adelphia. He also will contribute staff members a year to keep up 
a monthly column to the new with an expanding economy, and 
publication dealing with advertis- this will be a major opportunity to 
ing and promotion techniques for) girls now in college and high 
the industrial distributor. shoo! 


s Nearly two thirds of the agen- 
cy jobs to be opened up, she said, 
will require specialists—account 
representatives, copywriters, art 
and layout people, researchers, 
radio and tv writers and produc- 
ers, mechanical production people, 
media buyers and sellers. 

But Mrs. Wolff counseled young 
women not to leave school in 
search of experience in these 
fields. It is true, she said, that un- 
til recently experience has been 
more important for women than 
a formal education. 

“But the picture is changing 
rapidly, now that more women are 
entering college.” Even so, “intelli- 
gence is a lot more than a college 
degree,”’ she pointed out. 

Mrs. Wolff listed four special 
qualities desirable in young wo- 
men entering the advertising 
field—‘“the desire to work hard, ; 
a liking for people, imagination 
and intelligence.” 


® As for working in the adver- ; 
tising field, she went on, a young 1 
woman must understand certain 
things about herself and other 
women: 


e “Women take life personally.” 
Women relate every remark and 
|action to themselves in some way; 
| hence they are easily hurt and can 
|easily hurt others. A woman must 
remind herself occasionally not to 
take things at the office personally, 
Mrs. Wolff said. 


e “Women are more concerned 
with how people feel than with 
the facts of a situation.” They 
shouldn’t ignore their own feelings, 
but the adwoman must carefully 
consider the facts in every situa- 
tion. 


e “Women are interested in de- 
tails.” This is a valuable asset since 
it is important in successful sell- 
ing. But, Mrs. Wolff warned, the 
adwoman must not become so ab- 
sorbed in detail that she fails to 
see the big picture. + 


Warner-Lambert Tests 

New Faces in Two Markets 
New Faces, a facial cleanser in 

lotion form, is being tested in 

Washington, D. C., and Los An- 

geles by Warner-Lambert Phar- 


a | ° ° tical Co., Morris Plains, N. J. 
“Are you SURE this is the place the fellows in the media department Saher bane the teow pootest 
is being advertised through tv 
spots and newspapers. 


Norman, Craig & Kummel is the 
agency, but on Jan. 1, New 


were telling you about?” 


THE MIGRATION of readers and advertisers to the Cincinnati iake wit. deift te. Lemmbert .& 
Enquirer over the past 10 years has been perhaps the most Feasley with other Richard Hud- 
significant achievement in the daily field. Today, more than net products now at Norman, 

ever, it’s the Daily that SOLID Cincinnati reads, prefers, Craig. 


looks to most for its kind of news, features, advertising. 
Result: YOU'RE in solid in Cincinnati when you’re in the 
Cincinnati Enquirer. Current proof? Call the Enquirer's 
research department for a look at the new and revealing Top 
Ten Brands Survey. Represented by Moloney, Regan & Schmitt, Inc. 


TV Spots Moves Quarters 

The new commercial division of 
TV Spots, Hollywood tv film pro- 
ducer, has moved into new quar- 
ters at 1029 N. Cole Ave. 


‘ * Ps SIN Cea ye pee A Ceca TMU hE RD gee me ETT My ous Me Pye Lae ee eet i ee hae eee ad 
RPE ee ee NIE LENS I ene LON a Pee NE ee Sag hate ers mate My ear a Sates ee ed Rea 


me ‘4 
by h > 
es ~BuyYA_ " 
oy eee 
: MARKET 7 ee 
* eee be 
i EL PASO ~ , a eee 
im - < eile 
J . eee 
= ue 
ve i y reg 
x TWO Separate Newspapers...ONE LOW RATE---BUYS BOTH! _ 
ae - . Ce ag eee — . | oe at 
oe = S - is Picea ; 7 ; % wae a iahag 
me eg” ee Pei ites 
: te Xo — am e wBultay 
me wm + ; feos oy 
ic ; 5 7 = = y) ae aM ; “athe 
=e ed = m sa ae ors - > oe 
ae oe! ~ : ee 
; es eae 
a) ae eS! 
24 at Stews -¥ Pol ali ab ae ro wie i 
Te na BO OS nh ae Be Py S an. ‘ - 
oo . Ce, a | - ae Fs ie ee 
a * ~ Paal ~ > Lo 
a es 7 ” as ae 
> tees ie ge FTE x, ¢ ay 
wee Se of 2 oe eli ge 
be ps ste et <“ 4 oa an i pre ey? 
‘ a at sans iam 
r ax Ra 
is ie es dag 
— Ye Pa) | / ( AB 9 // | ae 
oe \ 4 gy ayitl W/ Ay oe 
i if ‘ AN yf ' ‘i Vf} } \ A ( ee 
a % \ 4.~ | , ie 
+ \ \ ' ie i \ S } \~ fe } { ¥ 7 . j ft mms ney A \ H " att 
Ane = WN A N Bw [!' ams 1) s\ 4) / ih PAN is 
if ‘ YY 7 A | Ai \> ‘a eo 
v aN, - GZ - ‘i ar i & et, Phy } ws | } ip ne : ets sa ooo 
BR oe 2A | Sa a 
os : a = H i ‘ if oi 
A : ea ‘ hy 1 x LX a TY \ { j é t ¥ & as on ta a | a 
ae . “eliage \ bh) i ' \ , ; 4 uy \ 1 ’ i HE i Ms : * a. °° } i, 
ee % on " ; j ae ane , mare 
‘ ~ — 1) NN \\ i Lee CSO | a 
cee f fe . > cian in. = f can, : , .> . a? P “ i i 
ie, i " lp — 2 4 ES 2a v t 2 te ai Bae si" . : The c i: 
| zg eer a a ky OU 4 oa £ —{ |( he er oe al eee 
<p We De Mg # ea * . s ane”) a baa > 
ie Bf ‘o a = Ot (PRO Mieeiod ae ay < ord en es we ge | id 
= y wine’? iii Pa xi ERE os. RAS a coneetsiaen™ a Gis 
ee | we Oe — 
eo mig. Aiea il ta ee  t i es 2 % Roush , . 4 é ae Es Bled 8M ce 
fa a 
' - eee 
a ee - 
: Ja 
hed cA aye 
Be i) men 
sue ; cane 
2 | Sai 


Progress report on the new Everywoman’s Family Circle... 


»,300,000° 


October circulation 


$1,400,000 


October advertising revenue 


After weathering a few rough months while expanding distribution to some 20,000 
chain and independent food stores, the new Everywoman’s Family Circle has “gone 
over the top.” 


October circulation is estimated at 5,300,000—300,000 copies over our rate base. 


Our business is built 100% on single-copy circulation. When Everywoman’s and ["amiiy 
Circle merged in June, there was no subscription cushion to fall back on...no auto- 
matic circulation to“buy:’ The combined magazine had to earn new circulation. It had 
to grow strictly on its own editorial merits. 


Now the word is spreading in thousands of new neighborhoods. Homemakers are 
casting their vote at the checkout. They’ve given Everywoman’s Family Circle by far 
the greatest voluntary single-copy circulation ever achieved by any magazine. 


Advertisers are spreading the word, too: the October issue reached a 
record $1,400,000 in revenue; November hit a new high of $1,460,000. 
The fourth quarter shows a page gain of 33% over last year! 


Join the swing to the magazine that gets sales results faster! 


The magazine romemakers need 


for the life they lead! 


*Publisher’s Estimate 
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concentration 


“‘Kachanging up-to-date technical knowledge benefits both industry and government. 
But to do it adequately requires a concentrated effort. Without that, American 
industry runs the double risk of obsolescence and the inability to satisfy the 
accelerating demands of population and defense. Advertising in leading business 
publications plays an important role in helping to disseminate this vital information.” 


CONCENTRATION — Consistent advertising fo- 
cused upon your specific market-interest areas 
delivers the news of your developments, prod- 
ucts and services to your key prospects. Such 
a concentration gives you the greatest impact 
with maximum economy. 


McGraw-Hill Publications @: 


George Spatta, President, Clark Equipment Company 


In today’s leading growth industries, over one 
million business and industrial leaders subscribe 
to McGraw-Hill publications. You can reach 
these decision-makers by concentrating your 
advertising in the McGraw-Hill publications 
serving your major markets. 


, . 
Focat 


McGraw-Hill Publishing Company, Incorporated + 330 West 42nd Street, New York 36, N.Y. 
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Advertising Age, October 27, 1958 


concentration 


You can reach America’s growth 
industries by consistent, domi- 
nant advertising in these 


McGraw-Hill 


Publications 


American Machinist 
Metalworking 
Aviation Week 

including Space Technology 
Aviation 
Business Week 
Business Management 


Chemical Engineering 
Chemical Process Industries 


Chemical Week 
Chemical Process Industries 


Coal Age 

Coal Mining 

Construction Methods 
& Equipment 

Construction 


Control Engineering 
Instrumentation & Control 


Electrical Construction 

& Maintenance 
Electrical Construction & Maintenance 
Electrical Merchandising 
Appliance-Radio-TV 


Electrical West 
Electrical Power Industry 


Electrical Wholesaling 
Electrical Apparatus & Supplies 
Electrical World 

Electric Utilities, Industrial Power 
Systems, Electric Power Consulting 
Engineering 


Electronics 


Electronics 


Engineering & Mining Journal 
Metal & Nonmetallic Mining 


E&MJ Metal & 
Mineral Markets 
Metal & Nonmetallic Prices 


Engineering News-Record 
Construction 


Factory Management 
& Maintenance 
Plant Operating Management 


Fleet Owner 
Truck & Bus Fleets 


Food Engineering 
Food Manufacturing Management 


industrial Distribution 
Distribution— Industrial 


National Petroleum News 
Petroleum Marketing 


Nucleonics 
Atomic Energy 


Petroleum Week 
The Entire Oil Industry 


Power 
Industrial Power & Plant Services 
Electrical Utilities 


Product Engineering 
Design Engineering & 
Product Development 


Purchasing Week 
Purchasing—Industrial & Business 


Textile World 
Textiles 
OVERSEAS PUBLICATIONS: 


International Management Digest 
(Latin America & Overseas Editions) 


The American Automobile 
El Automovil Americano 


Ingenieria Internacional 
industria 

Ingenieria Internacional 
Construccion 

(Buyers’ Guides, Directories, 
Handbooks for many fields 
of industry) 


Stop Banning of 
Patent Agent Ads 


WasuHIncTon, Oct. 21—The U‘S. 
district court here has been asked 
to prevent Commerce Secretary 
Sinclair Weeks and Patents Com- 
missioner Robert C. Watson from 
going ahead with a rule which bans 
advertising by patent agents. 

An action by Merlin M. Evans, 
owner of one of the half dozen 
firms which actively advertise for 
cases, points out that ads have 
been used by patent lawyers and 
agents for more than 100 years. 
He says Congress has repeatedly 
sanctioned the practice, and that 
throughout the past 75 years it 
has been agreed that the power 
to police advertising by patent 
lawyers and agents does not con- 
template a complete halt to ad- 
vertising. 


# Aside from lack of authority of 
the agencies involved to adopt such 


a rule, Mr. Evans argues that a 
| pan on advertising would “thwart” 
‘provisions of the Constitution 
| which require the federal govern- 
ment to encourage invention, 

He added that in any event, the 
regulation would represent illegal 
interference with freedom of 
speech. 

Unless the court intervenes, the 
“no advertising” rule will become 
effective Jan. 1. Approval of the 
rule by Commerce Secretary Sin- 
clair Weeks last August brought 
to a head a controversy which has 
raged for nearly a decade among 
lawyers and non-lawyers who are 
licensed to practice at the Patent 
Office. 


= While lawyers have pressed for 
a “no advertising” rule for sev- 
eral years, they were rebuffed by 
| Secretary Weeks’ predecessors. In 
|accord with their wishes, Patents 
Commissioner Watson reopened 
the matter in August, 1957, but 
at a public hearing last Novem- 
ber, non-lawyers complained that 
the power of the federal gov- 
/ernment should not be used to 
|force them to adhere to a code of 


behavior which lawyers voluntar- | 


|ily impose on themselves. 

During last November’s public 
‘hearing Mr. Evans had submitted 
|a comprehensive legal brief which 
‘had been prepared by his attor- 
'neys, Al Philip Kane and Charles 
_V. Koons. The brief was also at- 
‘tached to the documents which 
'were filed in behalf of Mr. Evans 
'in the district court last week by 
Mr. Kane and Mr. Koons. 


s Outlining his concern with the 
problem, Mr. Evans pointed out 
that the firm of Victor J. Evans 
'& Co., which he owns, has used 
| advertising for more than 60 years. 
In the 22 years he has been as- 
sociated with the firm, its ads 
have always been approved by the 
Patent Office prior to publication, 
|'with the understanding that ads 
will be permitted so long as they 
are not fraudulent, deceitful, 
misleading or threatening in char- 
acter. 

Mr. Evans said this business has 
furnished him “a comfortable liv- 
ing” but it is predicated, as it was 
under his father and uncle before 
him, on advertising in popular sci- 
entific magazines and other pub- 
lications. 

“If the plaintiff should be re- 
|quired to stop advertising, 
business and consequently his live- 
lihood would be seriously and 
| deleteriously affected,” he com- 
| plained. 


|= The commissioner, Mr. Evans 
| says, does not have power to pro- 
\scribe advertising generally, but 


|merely the right to discipline those 
Court Asked to 


his | 


|registered attorneys and agents 
|who, with intent to defraud in 


threatening. 

He said the Commerce Depart- 
ment’s effort to justify the rule 
is based on the “erroneous assim- 
ilation of the functions of a reg- 
istered patent attorney to those 
of an attorney at law engaged in 
the general practice of law. 

“Advertising by lawyers en- 
gaged in general practice is 
frowned upon because it is the 
policy of the law to discourage | 
litigation,” he told the court. “But | 
it is the policy of the Constitution | 
of the U.S. to encourage inven-| 
tion,” he said. 


« “The plaintiff alleges that his| 
advertising tends to stimulate cre- | 
ativeness and encourage inven-| 
tion,” and thereby subserves the 
expressed purposes of the Con-| 
stitution. 
“His advertising makes the| 
services of a patent attorney avail- 
able to those who otherwise would | 
not or might not have access to| 
the services of a patent attorney. | 
To permit the purported rule 
would tend to thwart the purpose 
expressed in the Constitution of) 
the U.S.” 
Mr. Evans told the court free- 
dom of speech can be limited only 
by the necessities of the police| 
power or in a manner authorized | 
by law. “But the Commissioner of | 
Patents has attempted to impose 
a severe sanction of suspension or | 
disbarment upon the plaintiff if) 
he exercises his lawful right of) 
advertising, which is one medium 
for the exercise of free speech.” #}| 
| 


Harry Clawson Joins IRA 
Harry Q. M. Clawson, formerly 
assistant director of the overseas | 
business service of McGraw-Hill | 
International Corp., has joined In- | 
ternational Research Associates, 
New York, as director of market 
development. 


Campbell to Neville & Ronald 


Douglas S. Campbell, formerly 


zation, as exec vp. Mr. Campbell 
will act as director of marketing 
services in which the company 


| specializes. 


Institute Elects 52 Directors 
The American Institute of Men’s 
& Boys’ Wear has elected 52 indus~ 


41 


try executives to its board of direc- 


| tors, bringing total membership to 


sales promotion manager of Scott 105. A $10,000 ceiling on individual 
any manner, employ advertising | Paper Co., Chester, Pa., has joined | ues was established at the meet- 
which is deceitful, misleading or|Neyjlie & Ronald, Philadelphia 
advertising and marketing organi- | 


jing, and it was decided to nearly 
double the funds available for pub- 
lic relations activities. 


Organ Corp. to Wexton 

Organ Corp. of America, New 
York, has appointed Wexton Co., 
New York, its first agency. Radio, 
tv, newspapers and direct mail 
will be used to introduce an elec- 
tric concert chord organ. 


712 FEDERAL STREET 


SPREADING THE NEWS 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 


by DAY 
and 
NIGHT 


* CHICAGO 5, ILLINOIS 


and The World-News 


Virginia! Roanoke is the hub 


The primary market of The Times 
covers 
7,516 square miles of Western 


Want to Cover 61 Cities & 
Towns With Your Advertising? 


NEWPORT NEWS — NORFOLK 


Virginia's 3rd Largest Primary Market | 


_ Is Blanketed by the Roanoke Newspapers» 


An isolated 16-county HALF- 
BILLION-DOLLAR MARKET 
of 552,000 people is reached 
daily by The Roanoke Times 
and The Roanoke World-News. 


Look at this 
coverage! 


100% 


coverage 


Over one-half MILLION PEOPLE 


the Blue Ribbon Industry area, 
too, Here are located the plants 
of over a score of the most famed 


of names in American Industry. 


population, ideal size, 


paper coverage. 


An Intact Test Market 


Isolated, minimum penetration, 
self-contained economy, diversi- 
fied industry, representative 


tributive outlets, superior news- 


good d 
SAWYER — 


ROANOKE 


National Representatives” 


Roanoke City 


coverage 
61 principal 
cities and towns 


95% 
65% 


coverage 
16-county 


primary market 


TIMES AND 
WORLD-NEWS 


FERGUSON — 0. 


a “Burgoyne” City with spot color 
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(293,200 


except Chicago. 


METROPOLITAN PEORIA 
1S LARGER THAN ANY MARKET 
IN ILLINOIS 
(except Chicago) 

Metropolitan Peoria, Illinois, has more le 

) . . . more consumer spendable 
income ($577,124,000) . . . more total retail 
sales ($405,744,000) than any market in Illinois, 


Peoria Journal Star delivers a daily circula- 
tion-to-homes ratio of 94.2% in Metropolitan 
Peoria .. . 100,000-plus circulation . . . cover- 
= a 13-county billion-dollar market. R.O.P. 
color 7 days a week .. . ideal 


Peoria Journal Star 
Ward-Griffith Co., National Reps. 


test market. 


REAL FLIP—A battered auto adds a literal touch to this bulletin for 
Windsor Village, Houston. 


York. 


Arista Visuals Opens Office 
Arista Visuals Inc., a visual arts 
service specializing in sales pro- 
motion and audio visual art work, 
has opened at 101 Park Ave., New 


Advertising 


leaves less money 


for profits 


Progressive managements realize they must 
make effective use of all the channels of communi- 
cating with markets — salesmen, publication ad- 
vertising, direct mail, trade shows, catalogs, films — 
if enough products are to be sold to insure full-scale 
employment and full use of production facilities. 

Advertising has been proven to be the lowest- 
cost way of making up people’s minds. It reaches 


J. H. Jewell refutes this one... 


Mr. J. H. Jewell, vice president in charge of marketing, Westinghouse 
Electric Company, says: ‘‘ Well-planned industrial advertising is a cause — 
never just a result—of sales and profits. In today’s economy the quality of com- 
munications in selling is as important as the quality of production equipment.” 


more people, more often, with carefully-controlled 
messages. 

When salesmen call on people who have been pre- 
conditioned by advertising, their task is easier, their 
own efforts more effective. 

That is why more and better industrial advertis- 
ing leads to a greater share of market preference — 
and greater profits. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 


271 MADISON AVENUE, NEW YORK 16, NEW YORK 


An organization of over 4000 members engaged in the advertising and marketing of industrial products, with 
local chapters in ALBany, Batimore, Boston, Burra.to, Cuicaco, CLEVELAND, CoLumBus, DALLAS-ForT 
Wortu, Denver, Derrorr, Hamitton, Ont., HARTFORD, Houston, INDIANAPOLIS, Los ANGELES, MILWAUKEE, 
Mrwneapouis-Sr. Paut, MonrreaL, Que., Newark, New York, PxHILaADELpHiA, PitrsBpuRGH, PORTLAND, 
Rocuesrer, Rocxrorp, Sr. Louis, San Francisco, Toronto, Ont., TUL8a, YOUNGSTOWN. 


‘People Get Hurt’ 
in Mergers, Says 
Quinlan’‘s TV Novel 


Cuicaco, Oct. 21—Shenanigans 
in the front offices of network 
television stations is the subject of 
“The Merger” (Doubleday & Co., 
New York, $3.95), by Sterling 
(Red) Quinlan, a vp of the Ameri- 
can Broadcasting Co. and station 
manager of WBKB, Chicago. 

The novel is the story of how 
executives fight for survival when 
a giant merger throws the per- 
sonnel of two stations together. 
The locale is Chicago, where Herb 
Powell is station manager of an 
independent station owned by a 
diversified corporation. When the 
corporation merges with a tv net- 
work, it must drop its local station 
in favor of the network outlet. 

Herb Powell and his protege, 
Les Madigan, are transferred to 
the network’s station, and the 
fight for control with the incum- 
bent station executives begins. 


= As Herb Powell says: “The very 
word ‘merger’ is a misnomer. 
One side or the other takes over. 
People get hurt. Mergers are the 
economic fashion of the hour...I 
don’t know if this is a disease, a 
madness, or a blessing. I only know 
that, if one goes through with a 
merger, it’s a damned good idea to 
be on the winning side.” 

Readers familiar with the Chica- 
go scene doubtless will play the 
game of trying to match up the 
novel’s cast with real-life counter- 
parts, though the author says his 
characters are composites of peo- 
ple he has known. 

Mr. Quinlan does not use his 
novel to “attack” the industry. 
None of the people are portrayed 
as all good or all bad. Most of 
the people in the book are loyal to 
the tv industry, and even the losers 
in the merger battles are treated 
sympathetically. + 


‘Time’ Offers Reply Card 

Time has made a stitched-in 
mail reply card available to ad- 
vertisers buying an accompanying 
spread in the magazine. The new 
unit consists of an insert card 
stitched through the saddle of the 
magazine, with the insert leaf po- 
sitioned between pages of the ad- 
vertiser’s spread. Cost equals that 
of a regular four-color page, or 
$17,340 one time. 


Rinenberg Named Retail A.M. 
Warren Rinenberg, for the past 
11 years local advertising manager 
of the New York Post, has joined 
the New York Herald Tribune 
as retail advertising manager in 
charge of new business, a new post. 


Gable Joins Wagenseil 

Marian Gable, who formerly op- 
erated her own agency, has joined 
Hugo Wagenseil & Associates, 
Dayton, O., as an account execu- 
tive specializing in retail and con- 


sumer advertising. 
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Appliance Pros sell from a year-round 
showroom in Electrical Merchandising 


It’s just this simple: 
in which appliance publication do your products look their sales- 
making best: 


Who wraps your sales message up in a big, exciting, colorful package? 
Who gives you the whitest, brightest stock . .. crisp, clean, fine-screen 
reproduction . . . smooth, uncluttered make-up? Which publication 
looks most like you want your products to look — smart, interesting, 
valuable? Electrical Sdeosknediaian: 


And where can you be sure your message will be read? 

What a product-show you can put on for E.M.’s big, active, interested 
audience! With eye-catching pages and powerful spreads, dramatic 
multi-page units and colorful inserts, you give a command perform- 
ance before 40,000 appliance men oF want, buy and work with 
this magazine. 


Electrical Merchandising is the year-round showroom of appliance 
Pros. The setting’s a beauty and the traffic is terrific. 


Electrical 


Merchandising 


Magazine of the appliance Pros 


eee 


A MeGraw-Hill ABC-ABP 


Publication 
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your key toa 
BIG AUTO 
MARKET 


93.9% of all ELKS Magazine 
households own one or more 
automobiles. 29.2% bought new cars 
in the last 12 months. These percentages 
are exceeded by only 2 of the 55 magazines 
in the latest Starch Consumer Magazine Report. 


A yy percentage of car ownership .. . a h 
median income of $6,798 . . . these make 1,230,998 Elks 
a leading mass market for auto sales. 


You can best sell this key auto market by advertising 
autos and automotive products in The ELKS Magazine. 


More information? Write for a copy of our booklet, 
MAGAZINE “The Elke Market” | 
NEW YORK 16 


386 Fourth Avenue 


You need only WWTYV, Cadillac, for ef- 
fective, low cost coverage of 36 rich counties in 
Northern Michigan. Even to approach this 
coverage with other media, you’d need 13 
daily newspapers or 16 radio stations! 


NCS No. 3 verifies WWTV’s unmatched cover- 
age. Pulse rates WWTV tops in popularity, too, 
with 152 quarter hours out of 168 surveyed. 


NCS No. 3 shows that WWTV hes 
daily circulation, both daytime and 
nighttime, in 36 Michigan counties. 
Check now about WWTYV and the “Solid Gold 
Cadillac’’ Market! Add WWTYV to your 
WKZO - TV (Kalamazoo - Grand Rapids) 
schedule and get all the rest of Michigan 


worth having! 


WWIV 


316,000 WATTS © CHANNEL 13 @ 1282’ TOWER 
CBS and ABC in CADILLAC 
Serving Northern Lower Michigan 


he Pelynr Hali 
She Pelyer Hutions 
WKZO.TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC, MICHIGAN 
KOILN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 
WMBD.TV — PEORIA, ILLINOIS 


Advertising Age, October 27, 1958 


Getting Personal 


N. W. Ayer vp Richard Powell, whose book, “The Philadelphian,” 
is being made into a movie, has a new book ready for publication 
called “Pioneer, Go Home.” Hollywood independent producer Sam 
Jaffee has bought the movie rights. Reported price is $175,000 guar- 
antee and 6% of the world gross. Mr. Powell now plans to return 
to full-time writing in Florida... 

Joseph Tinney, exec vp of WCAU, Philadelphia, is retiring at the 
end of this month after more than 30 years in broadcasting. He 
and Mrs. Tinney plan a trip around the world and a visit with Jo- 
seph Jr., a network tv director and producer in Hollywood, and 
husband of Loretta Young’s daughter . 


Barbier John Adams 


AU REVOIR—A. Roy Barbier, vp and Cadillac account exec at Mac- 
Manus, John & Adams, who has retired after 42 years in automotive 
advertising, is honored at a farewell dinner at the Bloomfield Hills 
Country Club—and presented with a 30-day European tour for him 
and his wife Alice. Agency brass pictured with Mr. Barbier here are 
John R. MacManus, senior vp; Ernest A. Jones, president; W. A. P. 
John, chairman of the advisory committee; and Charles F. Adams, 
exec vp. 


MacManus Jones 


Oscar Schleiff, vp of Wickersham Press, Long Island City, N. Y., 
has been named chairman of the First National Communications din- 
ner on behalf of Brandeis University. This first annual event, spon- 
sored by friends of the university in the graphic arts and publishing 
industries, will be held on March 21 at the Waldorf-Astoria, New 
York ... 

Winner, among 250 media representatives attending Ford Motor 
Co.’s M-E-L division’s national press show in Detroit, was Virgil D. 
Angerman, publisher of Science & Mechanics. The prize: a new 
English Ford Anglia ... 

David R. Daniel, publisher of The Times; Walter B. Haase, general 
manager of WDRC, basic CBS-Radio outlet for Connecticut; and 
Col. John R. Reitemeyer, president and publisher of The Courant, 
all in Hartford, have been named to the University of Hartford’s 
commerce division, which is backing a $500,000 fund-raising cam- 
paign .. 


ARIZONA SUN—Here are the Johnsons—Arno, vp and senior economist 
of J. Walter Thompson Co., New York, and his wife—at Camelback 
Inn, desert resort near Phoenix. 


Alan Gillies, copywriter at Hazard Advertising, New York, has 
just had his first novel, “Side Door to Heaven,” published by Henry 
Holt & Co. The book got its start when Mr. Gillies was on a fellow- 
ship at the MacDowell Colony. He’s also written a number of short 
stories for the “little magazines,” and is now well siarted on a second 
novel. He works “more or less on schedule” a couple of hours every 
night... 

Another New York copywriter, Ruth West of Warwick & Legler, 
saw her second book published Oct. 15 by Julian Messner Inc. Her 
first was “Stop Dieting, Start Losing”; her new one is “The Teen- 
Age Diet Book,” written in close consultation with daughter Piri, 
niece Rinda, and their host of teen-age friends... 

Norman Cohen, comptroller and exec assistant at Emil Mogul Co., 
is the father of a second daughter, Greta, born Oct. 7. Daughter 
Heidi is two years oid... 

Hugh Joseph Kelly Sr.’s son, Hugh Jr., will be married in January 
to Donna Grace McAuley. H. J. Kelly Sr. is exec vp of McGraw-Hill 
Publishing . . . 

D. R. McRobie, president of Cockfield, Brown & Co. in Montreal, 
is back at work, following an operation on his knee, injured while 


_playing tennis this summer... 
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In the nation’s capital 
eighty-one per cent of all housewives 
read food advertising in newspapers. 

Sixty-six per cent of these 
food ad readers read the ads in 
The Washington Post and Times Herald 
more than in the other two 


Washington papers combined. 


Readership by housewives who read food ads—Post TH: 66%; Star: 48%; News: 12%; Star and News: 56%. Publication Research Service, 1958. 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates —Toronto and Montreal, Canada; The Hal Winter Co., Florda Hotel 
and Resort adv. rep. —Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep. — West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep. — 1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly; Robert S. Farley —Financial Representative in New York. 


Pal soci , ; ‘ ste 5 a zs ~ ee - = x: bene RE 2 te Cae ae ’ . E ee 
ee idl - ‘: => 
et , 
Phe. 4 i 
By 
' 
f 
ae" 
4 
7 os 
os 
{ <a 
‘ *) mts 
See 4 a , 
z Be 
x ee 
> ae 
ae ae 
ie = 
3 Ba 
i, fy £; Fie 
Ng sa ee 
ea eee 
ae a 
“s y et ee 
3 it Se 
a Ja. ey 
ae te 
car is eee 
sia = yg 
ma , aa 
cei ee 
ee Ps g 
es pies 
ah ike BS 
ts oe 
a a oot: 
i be A 
Nebicoa sit ae 
Ba ae 
i ne aoe 
dey es 
a aie 
i‘ ere 
. BS Sclras 
rag oe 
a vs te 
ea spate 
si sy cs 
a ee 
ae ae 
‘ ae 
$e | eae 
5 i! pou; 
pe TLE 
aa Bs 
ae 
mae ; 
Hoon t 
he Bae 
Coa ope 
Be, re 
Rie fhe Se 
aa “pte 
Cine Bap et 
Fae pesos, 
ieee cae 
pie Br 
rx. ae | 
i oat 
ee ioe 
ee ei a 
230 r ee 
ca o i 
5 
Fs ad 
7 aa 
c : ar es 8 
rn <scne 
ie yer 
Age ae ; 
ies a oie 
Pa aya 
* Pe 
* ter 
wan Ae ae 
A “ee 
ie ™ 7 
: : ee i" : 
a ‘ ‘ 
ng. aoe a 
: es 
sca oe a 
eer Oi a teen 
ares Bae 
pes ‘ vere 
bs ic 
fis apiece 
eet ee a 
aw poe 
; Rive me a Ngee 
— a bee 
ene ne aes 
ae de vege 
ibis “ated 
ma ia 
an ogy 
be nt i ea 
Reape: aoe 
Bs 
mane 
ety 
hed 
4a ~ 
o : 
a Fees 
ie Lied 
aint See 
ote ides 
a Ps es 
ince a ? 
et te 
oe aan 
ia ich 
pe a a one 
ne or: 
i Tote eat: 2a 
coe See 
ee Tigres 
hee eaten Ms 
. i te Ga) 
ets ae 
ame oh x2 
dle paps 
poo re 
rere Beet 7 
pee ‘ Segeenky 
i Seni 
Bed eye ee Ps : : , ‘ % Y : } a Sa 
cies BN eet ee co Seen | Siang roe <r y at nse g Se ne oa ane, 2 Ce Ee og ee ty Seale BR Ye atin at Sule ls ns PS eas Na RR ae ok canner ant Caan A yea yee ae te win ad ee ys Sac sae dl ee 4 
eth ee ae < oe Ee er one err Taek Pee epee et ne are os een cine) emai a ae made , Ben ee sume (ese ete. si etpelel tes A ees Sat Alin eg. Sere cae arian ; a 
PR ce ee ee oS Ra aR ne Fle Hees ae tere rear) i, | ees soy Perce Mann. ccc ke OME Pee iaameih Pea rae ey Seba ie etc SLC ERROY iain > RON A ee ier em ne ele ee 
: ws Me > i eae eT Mee tees gS Abe 2 ete ee ect a) eet) Rare Beet Oana oC Ota ae cease a Ne: Cahn rid aye Ceca awe a) Rar VI Me Siecle tre eve ia Fie. See cs Ree eee : 
— : BR es os SBS epg Ag giadeat ei © mek ee cia gee ae, Set Ps see eB RA gh ote A tp ty UMTS ater ae ge BAS ooo Bec BEL ie tne Un SASS i gl oy lig Sa aE ee ean CERN aR 
= ae a oe coe ied i wae Sian SL a ee ere ee Bt lie Sala BO ta ec aDia nao awe pancoerinn sa Rie ekg ig BORE ae Oot are an pi an nae sey aS ek laid a ge OG i" 
gee ie guna f a en, ee et, Wa feo | - a BRP MT arog ET ae TO te eee, ea EE a os Pr oie eS aa ag fang Coa Rage «ULE fet Can engi nae ene 


a 


LATE TRENDEX RETURNS--OCT. 8-14, '58--SUNDAY THROUGH SATURDAY, NBC'S NIGHTTIME 


AUDIENCE 6% GREATER THAN THE SECOND NETWORK; 35% GREATER THAN THE THIRD NETWORK. 
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e ON NBC: 4 OF THE TOP 5 SHOWS; A PLURALITY OF THE TOP 10, OF THE TOP 15, OF 
THE TOP 25. e TOTAL VIEWING UP. PEOPLE WATCHING MORE TV ON MORE SETS THAN EVER. 


_WiITH FALL PROGRAM SCHEDULES IN FULL SWING, MORE OF THEM NOW WATCHING NBC. 


“The President 
cannot be disturbed!” 


On November 9, 1916, Charles Evans Hughes retired believing he 
was President-elect of the United States. While he slept, late returns 
re-elected Woodrow Wilson. But early the next morning, a reporter 
seeking Mr. Hughes was told “‘the President’’ could not be disturbed. 


“Well,” responded the reporter, “when he wakes up, tell him 


he is no longer President.” 


In the first week of October 1958, on the basis of early Trendex 
returns in television’s annual Fall audience “election,” victory claims 
were being run up every flagpole on Madison Avenue. They stemmed 
from Trendex returns on little more than half of the season’s new net- 
work schedules, and some of the claims would have done a precinct 
captain proud. (You can prove almost anything if you take 37/52 nds or 
47/65 ths of a whole. ) 


Now the latest Trendex reports are in, covering nighttime tele- 
vision for the week of October 8-14. This is the first week in which all 
three networks reached virtually full program strength. It gives the 
first inkling that the tremendous audience switch which carried NBC 
into Number One competitive position last season is accelerating this 
season. By almost any criterion, taking the schedule as a whole, NBC 


commands audience supremacy. 


Of course, this election will keep right on going all season, and 
it’s far too soon for anyone to hoist a final victory flag. But it’s not too 
soon for us to join Trendex in spotting a landslide victory for all televi- 
sion, and to congratulate our competitors for helping to win it. Thanks 
to the fresh excitement generated by the new Fall schedules on all net- 


works, more Americans are spending more time watching more tele- 


vision than ever before. NBC 
TELEVISION NETWORK 
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I HEARD IT ON THE RADIO! 


I HEARD IT ON THE RADIO! 


Everybody listens to your product message on Radio! 


Radio goes everywhere, reaching everyone—in cities and suburbs, ONLY WITH SPOT RADIO... 


f in vill — lace, time. ; , . ae 
On forme Wine ae viaee “any plete, egy tie @ Can you select specific profitable markets for intensive advertising 


People wake up with Radio, and listen before turning in for the pressure. 
night. Radio keeps mother entertained and informed as she gets the 
meals, and does her housework. Radio brings dad up-to-the-minute 
on news and weather while he shaves and eats breakfast, and as he 
drives to and from work. 


Can you budget a little or a lot in each market, according to the need. 
Can you test new products or new copy themes at low, low cost. 
Radio literally reaches and sells millions of people every minute of Can you tailor copy approaches to difficult areas. 


every day—person to person, with the incomparable power of the 


Can you take full advantage of the sales-pull of local personalities. 
spoken word. 


Can you make full use of local merchandising help offered by 


Radio repeats your sales message many, many times, building huge tat 


cumulative audiences at very low cost. 


Yes, Radio is a powerful sales-maker—and ™ Can you change your schedule fast—often with a phone call. 


Spot Radio is the ideal way to use it! Only with Spot Radio do you get all of these advantages. 


Radio Division 


Edward Petry & Co., Inc. 


THE ORIGINAL STATION REPRESENTATIVE 


NEW YORK ¢ CHICAGO « ATLANTA * BOSTON ¢ DALLAS © DETROIT * LOS ANGELES * SAN FRANCISCO « ST. LOUIS 
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Contest Binge... 


Spot Radio Nears 
Sales Peak; Top 
Networks Up 


See $203,000,000 for 
Spot, $41,000,000 
for CBS and NBC 


New York, Oct. 24—Radio is 
still in the midst of a post-tv re- 
vival, but everybody admits that 
it could use some more converts. 

Networks, despite a general 
pickup in the amount of sponsored 
time for the two leaders, continue 
to search for a way of doing 
business that will be financially 
profitable for them and their af- 
filiates. The yen for stations to go 
independent is still being felt 
throughout the land, although not 
quite so strongly as before the 
cold war threatened to burst into 
a flaming hot one. 


s At the local level, the always 
keen station competition for lis- 
teners and advertisers has inten- 
sified. The industry is on a con- 
test binge: everything from mink 
stoles to disc-jockey baby sitters 
is offered to listeners to keep 
them tuned to a station. The rat- 
ing battle has reached frantic pro- 
portions as more stations operate 
on the theory that they’ll fare 
better if their call letters are re- 
peated at least between every 


Broadcast Advertising Section 


Advertising Age ; 


THE NATIONAL NEWSPAPER OF MARKETING 


TV 
Sets 
2,950,455 
6,399,345 
7,387,029 
7,756,521 
7,346,715 
7,215,827 


1958* 
1957 
1956 
1955 
1954 
1953 


*8 Months 
Source: Electronics Industries Assn. 


| 


Radio-TV Production and Sales 
Number of Sets Produced 


All 
6,611,686 
15,427,738 
13,981,800 
14,028,777 
10,400,530 
13,368,556 


Number of Sets Sold at Retail 


TV 
2,862,452 
6,560,220 
6,804,783 
7,421,084 
7,317,034 
6,375,279 


October 27, 1958 
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25 Cents a Copy + $3 a Year 
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From Quiz Scandals to Triple Spots... 


Auto 
Radios 
1,893,813 
5 495,774 | 

5,057,049 

6,863,676 
4,124,460 
5,182,934 


Home 
Radios 
4,717,873 
9 931,964 
8,924,751 
7,165,101 
6 276,070 
8,185,622 


They Include Program 
Critics, Congressional 
Inquiries, Rate Tussles 

By Maurine Christopher 


New York, Oct. 24—Television 
has had its troubles this year. 


Radio (auto) 
4,111,080 
9,721,285 
8,332,077 
6,921,384 
6,430,743 
7,031,293 


e Recession-minded advertisers 
were more difficult to sell and 
bargained harder. 


e Weary tv executives were kept 
busy shuttling back and forth to 
Washington to justify their busi- 
ness operations to some congres- 
sional committee or other; despite 


Networks, Stations Benefit, Too... 


their efforts, the threat of the loss 
of option time and “must buy” 
| provisions was hanging over the 


Electronic Marvel Offers 
Lower Costs, Less Worry; 
160 Units in Use 


By Merle Kingman 


Cuicaco, Oct. 23—Behind the 
scenes a revolution is sweeping 
television. 


TV Advertisers Reap 
Videotape Harvest 


heads of the networks. 


e Some long-suffering advertisers 
and agencies became fed up with 
triple spotting and decided to do 
| something about it. 


e Stations and_ representatives 
were finding it harder to keep a 


Color TV Grows 
Slowly; Bucks 


now has been limited to the 
chosen well-heeled few. 

The small but growing number 
|of pioneers in use of videotape has 
‘ranged from the largest national 
advertisers and agencies to the 
smallest local ones. But admen| 
|generally, particularly those not | 


specializing in broadcasting, are) 


record, — : Hardly noticed by the public, it 

There is a lot of spot business js blessing advertisers, agencies, 
around. How much nobody real- networks and stations with lower 
ly knows until the Federal Com-| costs, fewer ulcers, improved 
munications Commission comes scheduling of programs and verit- 
out with its tardy report— since ably a new and better way of life. 
there are no published billings| The hero of the upheaval is 
figures. But industry sources pre- yjdeotape, television’s most far- 
dict that this year’s spot billings | reaching technical development in 
will reach an alltime high of $203,-|ten years—more far-reaching, 
000,000. even, than color tv in that vir- 


only beginning to awaken to what| 
is happening. 
|@ The videotape revolution, for 
those who haven’t been paying at-| 
tention, can be summed up some- | 
| thing like this: 

What videotape amounts to es-| 
sentially is an astounding device 
not much bigger than a console 
radio-tv set that records both) 
sound and motion picture on an 


Cost Problems 


Agency TV Production 
Heads, Networks Are 
Cautious About Use 


Cuicaco, Oct. 22—Color tele- 
vision, at the moment, appears to 
be pausing for breath. 

When you talk to the tv produc- 


= 1958 found two of the four ma- 
(Continued on Page 69) 


| tually everyone with a tv set has 
|seen videotape (usually without 
| knowing it), whereas color until 


Inside Story of Stations. . 


Broadcasting Is Profitable, 
But Oh, What a Business Is This 


Rocky Road Involves 
Political Time, Rate 
Cutting, Newspapers 


By John Crichton 


New York, Oct. 22—Across 
the country the broadcasters are 
worried by their relationships 
with the government, by their 


relative lack of standing in the} 


community, and by the problem 
of rates. They live in a world of 
tremendous technological change; 


many of them have successfully | 


managed an entry into television, 


| confident eye. 

Similarly, they’ve been through 
the worst of the pariah days of 
|radio, and they’ve learned to cope 
with the problems of “top 40” 
competitors, or how to adapt the 
music & news formula them- 
selves. 

They’ve learned, in many cas- 
es, how to live without network 
|affiliation, how to sell local ac- 
‘counts when the big national and 
/regional business dried up, how 
|to survive economically in a mar- 
ket when new competitor after 
|new competitor comes in. In the 
| Denver area there are 18 stations; 


electronic tape, without use of) tion men at the b'g agencies, where 
film or its accouterments, the de-| color commercials are made, the 
Nae ney = and ped —_ Pag beers comment is that they aren't 
at it does is to play back the|ysing color much—not because 
— and - gg renee! —_ they S wty ag re - age 
wi a picture definitio | studi it an ept abreast, but 
breadth of gray scale equal or su-| because it simply isn’t yet usually 
perior to live television, enabling | worth the cost to the advertiser. 
tv producers of both the enter-| It’s not that color set production 
tainment and the commercials to|and sales aren’t growing, either. 
do many things they couldn’t do| Growth has been respectable, but 
before, or couldn’t do as Nae ‘| the color sets in use are still 
This has meant many different; tremendously overshadowed by 
benefits for many different people p&w sets. 
who labor in the vineyards of tv. 
i mi. Color sets in use jumped from 
or the agency, it has mearit/ 10,000 in 1954 to 65,000 in 1955 
that its tv producers can make and 150,000 in 1956, according to 
commercials at lower cost, in less figures generally respected in the 
time and with fewer worries. | industry and compiled by Frank W. 
Here’s how an expert explains it: Mansfield, director of market re- 
Hooper White, radio-tv ee search of Sylvania Electric Prod- 
of J. Walter Thompson Co. and ucts. By the end of 1957, some 
| pioneer tape user, told AA that} 275,000 color sets were in use, and 
tape can cut production costs to/in the first half of this year the 
half that of film and reduce pro- number has risen to 320,000, as 
| duction time even more. 45,000 color sets were sold in this 
“A one-minute commercial on) year’s first half, compared with 
film usually takes a day to shoot,” | 40,000 in the first half of 1957. 
|he said. “If you have ten scenes,| But the problem for the adver- 


gotten a multiplex operation un-/four are said to control 65% of|you shoot the ten separately. It tiser who pays for the added color 


der way, and contemplate the 
growth of stereo with a calm and 


\the audience. “You can make a 
(Continued on Page 64) 


‘takes another day to develop the | is that massive segments of the 
(Continued on Page 50) | (Continued on Page 73) 


TV Woes Pile Up as 
Selling Gets Harder 


|clear line drawn between local 
|and national rates as more and 
|more national advertisers sought 
to make sure they were getting 
the best buy possible. 


e There was so much criticism of 
tv’s lack of program daring in and 
out of the industry that some tv 
men saw a conspiracy developing 
against television—particularly on 
the part of newspapers, which 
compete for the same ad dollar. 

But the biggest blow to televi- 
sion program men came in the 
midst of a slow summer when a 
succession of disgruntled quiz con- 
testants charged that several of 
the big money giveaways are 
fixed. This scandal put a big ques- 
tion mark over the future of hours 
of programming. 


® The end of the 1957-58 season 
was a sad time for a great many 
performers and producers as the 
pink slips poured in from spon- 
sors. It is of course routine for a 
certain number of newcomers to 
flunk their first major option time 
test, but this round of cancella- 
tions encompassed such tv big 
guns as Arthur Godfrey, Steve 
Allen, Ed Murrow, Walt Disney, 
Frank Sinatra, “Playhouse 90” and 
“Restless Gun,” as well as several 
singers, who turned out not to 
have the Perry Como formula, and 
other Johnnies-come-lately. 

This left the networks with 
enough gaping holes in the sched- 
ule to frighten the most hardy 
salesmen. To make things worse 
this all happened at a time when 


TV Sales Outlook 


for 1958 
TvB Predictions 


Net Charges 

Time and Talent 
Network ....$ 707,000,000 
387,000,000 
279,000,000 
1,373,000,000 


% Rise 
Over ‘57 
7 % 


many normally free spending ad- 
vertisers, notably the auto makers, 
were worrying about the business 
slowdown and its effect on their 
annual reports. 

It was, as NBC’s Robert W. 
Sarnoff candidly admitted last 
June, while other less honest tv 
men were denying that things 
were anything but rosy, the kind 
of time that made the “selling 
problems of last season mild by 
comparison.” 


® Salesmen not only had to strug- 
gle against a recession atmos- 
phere; they were still, many peo- 
ple felt, being hindered by lack of 
program spark. Except for the 
westerns, which some advertisers 
shy away from as not suitable for 
(Continued on Page 82) 
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TV Advertisers Reap 
Videotape Harvest 


(Continued from Page 49) 
negative, 
to see if what you've got is any 
good. You may spend another day 
putting it together, and another 
for opticals. 


“But with tape you rehearse the | 


which you must wait) 


facet of videotape alone will do 
more to eradicate the common ul- 
cer than ten years of medical re- 
search.” 


# For the advertiser, videotape 
has brought not only the time and 


you have spent a half-day, com- 
film.” 


s Mr. White and other tape en- 
thusiasts stress that videotape is 
a live technique, using exactly the 
same techniques and giving you 
all the freshness of live tv pro- 
duction. You can mix pictures 
from several cameras, including 
every dissolve or other optical ef- 


trol room, and hold this composite 
live picture on tape for immediate 
or later playback. 

Production is guaranteed. If any 
foul-ups occur, you simply do it 
over again on the spot (a chance 
you don’t get on live tv) until you 
and your client, if present, are 
satisfied. What that means to the 
: mental tranquility of tv producers 
ag and everyone else involved was 
¥ probably best put by George K. 
Gould, president of Telestudios, 
New York tv studio: “This one 


okay, you’re finished. If it doesn’t, 
you shoot it again—in one minute. 
When you have what you want, 


pared with two days to a week for| 


fect known to the tv studio con-)| 


entire commercial, shoot it in one | cost saving benefits, but conveni- 
minute, roll it back and if it looks | ence, too. The sponsor can okay a} 
|taped commercial quickly at the | 


time it is taped, or at any time 
|afterwards that he chooses to have 
it run off. 

At the local level, the small re- 
|tailer can do a taped commercial 
‘right on the floor of his store or 


shop at the height of traffic or aft-| 
er hours, depending on his needs. | TAPE GIVES GLEASON BREAK—Videotape equipment went 
into action along with cameras as CBS “Playhouse 
90” production of Saroyan’s “The Time of Your Life” 
was taped for convenience of production’s star, 


|And freedom from fear of mis-_ 


takes, guaranteed by tape, is as 
| important to him as to the big na- 
| tional advertiser, since every pen- 
iny of his often limited budget 


| must count. 

|# For the station, videotape is be- 
coming an important production 
tool, permitting better production 
results, flexibility and lower costs. 
“Live” evening local shows such 
as news, weather, etc., can be 
taped during the day when full 
production and engineering staffs 
are available, and run off during 
the early or late evening program 
hours, assuring top production 
quality and less overtime pay. And 
|if studio facilities are limited, live 
|commercials can be taped partly 


Top 50 Network TV Sponsors 
First Six Months of 1958 and 1957 _- 
Estimated Gross Time Expenditures 
1958 1958 1957 1957 
Rank Rank 
| Naar ls ee $24,991,781 $24,144,097 ( 1) 
2 General Motors Corp. ....... et woe 19,985,312 5,707,673 (11) 
3 General Foods Corp. ........ccccccccsesseeseeees 10,503,849 8,348,307 ( 5) 
4 Colgate-Palmolive Co. oo...ccccccceecceeeees 10,320,121 9,446,382 ( 2) 
5 Lever Bros. .» 10,288,263 7,046,119 ( 7) 
BR GID, he etnstivcstnihadhdrnasens 9,577,069 9,056,182 ( 3) 
7 American Home Products Corp. .......... 8,804,618 8,786,607 ( 4) 
ee ae a a 8,591,929 5,713,732 (10) 
9 R. J. Reynolds Tobacco Co. .........cccc 7,761,351 5,911,081 ( 9) 
Rit SEES OO LEP Sha. LE 7,500,972 7,100,326 ( 6) 
ae ME UNNI MOORS |, a elulttiidoecicdibnsnvenisbbas 6,717,999 6,386,322 ( 8) 
SE ae ase ee en 6,041,766 3,276,424 (19) 
13) American Tobacco Co. ooccccccccccccesseeeeee 5,843,424 4,122,642 (15) 
14 Liggett & Myers Tobacco Co. ................ 5,350,053 4,131,906 (14) 
15 Pharmaceuticals we 4,973,597 4,369,822 (13) 
16 General Mills 4,436,251 4,723,889 (12) 
17 Sterling Drug .. 4,406,659 2,018,105 (32) 
Bee: Py MOUS hisses scasecaseaionianta ecciase 4,117,809 2,319,162 (26) 
19 Brown & Williamson Tobacco Corp. .... 3,846,755 3,209,541 (20) 
Be II oo seccctisigsiebetnbssencsnneesennsatnbin 3,459,240 3,511,823 (16) 
21 National Dairy Products Corp. ............ 3,363,412 3,298,485 (18) 
22 Radio Corp. of America 3,168,286 830,961 (72) 
23 Eastman Kodak Co. oo... cccccccccseesseeesseee 3,050,940 1,096,898 (58) 
24 General Electric Co. oo..cccccccccccccceeseeees 2,711,672 3,046,525 (21) 
BB Bdeomderd Brendes 2.cc.icec.sccsccseccescccessceseses 2,586,383 2,110,923 (29) 
Be ee ee I Ft inc sacctciesncenssseches 2,489,783 1,906,315 (35) 
LS 2 EE TT oO: 2,482,876 2,431,913 (24) 
28 Westinghouse Electric Corp. ................ 2,450,925 2,254,710 (27) 
29 Miles Labs. siacailivadnipann: Faves 2,223,004 2,773,395 (22) 
Be ET GEIL csinichinsvvicaseacossnsseodnavesnacbbohac 2,177,606 1,985,267 (33) 
31 Wearner-Lambert Pharmaceutical Corp... 2,169,630 849,834 (70) 
Be Gene Sew CO. 0.00. ccccccescceccvsseccceseseee 2,137,170 2,373,129 (25) 
TC MINOUT, BIDS cancceccosvcissncenervescsvncnse 2,077,954 1,226,663 (50) 
34 Prudential Insurance Co. of America .. 1,975,369 1,565,292 (41) 
35 Helene Curtis Industries ...................... 1,862,705 2,719,240 (23) 
ss 20s cknctbseusabeliovecosecacs 1,848,563 2,133,014 (28) 
37 Kaiser Industries Corp. ............cccccee 1,807,932 1,210,015 (52) 
38 American Chicle Co. ooo... 1,737,388 1,052,064 (62) 
ee eer ae ne 1,924,152 (34) 
MR WE MINI, EINES © escececeocnasesvecodervessctnin 1,654,329 2,034,705 (33) 
41 Corn Products Refining Co. ................ 1,627,236 1,547,184 (40) 
42 Ralston Purina Co. oo......ccccccccccesseeneeeree 1,619,329 1,167,124 (54) 
WS SEE MR EIIDD ch cesesddssdstanusodocnvahdeeckaostndGiees 1,599,552 3,327,369 (17) 
44 Chesebrough-Pond’s 200. .......cccccceeeeseereees 1,579,383 1,479,196 (43) 
Be Ne te CO. cccenasscscnscisvovesisennaniees 1,551,204 1,762,347 (38) 
46 Kimberly-Clark Corp. ......cccccccccceeeereeee 1,532,695 1,107,719 (56) 
47) Sperry Rand Corp. .........ccccccceesesensesnesers 1,516,470 2,047,957 (30) 
48 Joseph Schlitz Brewing Co. «0.0... 1,511,520 1,430,097 (44) 
Be III ER CG. ciscccansacncocttntrsvessongiercsees 1,392,156 *— 
I TM ohh ceencasetnasbabepisiasaneneosse 1,379,885 1,222,780 (51) 
*Not in top 50 in 1957. 
Source: Leading National Advertisers for ‘57, TvB figures from Leading National 
Advertisers and Broadcast Advertisers Reports for ‘58. 
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or wholly outside the studios or 
at times of the day when facil- 
ities are least taxed. 

The equipment itself is simple 
for station technicians to operate. 
Equipment is interchangeable. A 
recording can be made on one 
VTR (videotape recorder), and 
played back on any other. A tape 
can be played back 100 times with- 
out losing quality. A tape can be 
erased and re-used for new re- 
cordings many times over. 


® For the networks, tape has 
brought similar benefits, including 
a simpler, lower-cost way to feed 
network shows to stations in all 
parts of the country at the same 
hour, regardless of daylight sav- 
ing and other time differences. 
All networks used tape for this 
purpose last summer, and more 
extensive tape use is planned. 

CBS, for example, announced 
only last month that it is spending 
$1,000,000 for extra circuits and 
videotape operation to deliver de- 
layed broadcasts during daylight 
saving time next year. The CBS 
strategy involves four simultane- 
ous network operations: (1) an 
initial live release in eastern and 
central DST markets, (2) a one- 
hour delay of most Standard Time 
markets, (3) a two-hour delay to 
Pacific DST markets and (4) a 
three-hour delay to Oregon and 
Washington, which remain on Pa- 
cific Standard Time. Delayed pro- 
grams are fed from New York and 
Los Angeles. 


= Other CBS uses of videotape il- 
lustrate what it means for the net- 
works. CBS has used tape for (1) 
convenience of the actor’s sched- 
ule (for example, Jackie Gleason’s 
recent appearance on Playhouse 
90 was taped so as not to inter- 
fere with the rehearsals of his own 
show), (2) a two-hour Sunday 
morning block of public service 
programs (saving money on tech- 
nicians’ salaries) and (3) inserts 
in live dramas (if an actor has to 
be rain-soaked or tossed in a 
swimming pool in one scene and 
dry in the next, they tape the wet 
scene). Playhouse 90 has been us- 
ing videotape for a year. 

Videotape gave Arthur Godfrey 
some extra time off last year when 
his “Talent Scouts” was taped, 
permitting him to leave early for 
a trip. 

At ABC the “Mickey Mouse 
Club” started out years ago broad- 
casting at the same hour in all 
time zones. This was done by mak- 
ing enough film prints to go to all 
stations. Today the show is taped 
everywhere except for the moun- 
tain time zones, where there are 
not enough AT&T lines to go 
around. 


= Liberace, and possibly some 
other shows not yet decided upon, 
are being put on tape to get max- 
imum use of studio facilities. It 


will probably cut costs, too, since 


edy series. 


at least two shows can be taped on 
a single day and sets need not be 
re-struck for each show. 

NBC is taping the Arthur Mur- 
ray show and some educational 
shows, for the convenience of 
guests. For still another reason, 
tape is being used for “Truth or 
Consequences” and “It Could Be 
You,” both five-times-a-week day- 
time shows. The reason here is to 
get a better audience turnout, 
since in some time zones the live 
show would run too early in the 
morning to get some housewives 
out. 

These, in general, are the re- 


Jackie Gleason. Show is regular live series, but was 
taped in advance so as to avoid conflicts with re- 
hearsals for Mr. Gleason’s regularly scheduled com- 


markable things that videotape is 
doing for television. What is 
videotape’s present growth and 
where does it go from here? 
Ampex Corp., of Redwood, Cal., 
manufacturer of the VTR, intro- 
duced it at a CBS-TV affiliates’ 
session two years ago. Interest 
was intense, but growth was grad- 
ual. But in recent months, video- 
tape seems to be catching on like 
wildfire, as stations have begun 
getting on the bandwagon in ear- 
nest. Last April only 28 stations 
in the US. had videotape re- 
corders. The total jumped to 44 in 
July and 61 today, and the ac- 


Top 50 Spot TV Advertisers 
First Half, 1958, vs. First Half, 1957 
Source: TvB Figures from N. C. Rorabaugh 

1958 1958 Gross 1957 Gross 1957 
Rank Expenditures Expenditures Rank 
1 Procter & Gamble Co. ...........000. $16,223,400 $10,245,700 (1) 
Rien em oe... dinscessierennisidiiinns 8,202,300 3,324,700 
3 Colgate-Palmolive Co. ........cccc0 7,161,700 3,466,600 
4 General Foods Corp. ........ccccccce0 5,958,000 4,342,000 
5 Brown & Williamson Tobacco Co. 5,826,700 6,955,300 
6 Adell Chemical Co. .....0.........cccee 5,179,100 1,340,700 
7 Continental Baking Co. ....... 4,532,100 5,517,200 
8 Miles Laboratories ...............000 4,044,200 3,095,400 
Pe TE TG dcsenevcccsbiibinncsossies 3,496,800 2,323,500 
10 American Home Products Corp. .... 3,273,200 1,568,400 
11 Warner-Lambert Pharmaceutical Co. 2,580,400 2,495,200 
12) Sterling Drug Inc. .........ccsecsessereeeee 2,566,700 5,140,200 
13. National Biscuit Co. ...............0. 2,525,200 3,480,300 
14 Philip Morris & Co. .......ccccccscseseseee 2,524,100 3,365,500 
15 Carter Products Inc. ................c00006 2,300,700 4,126,300 
16 Coca-Cola Co. Bottlers .................. 2,200,600 2,153,000 
17 Andrew Jergens Co. .........cccceeeee 2,086,900 
18 Charles Antell ne. ..........cccccccccceee 2,063,500 1,387,000 
19 International Latex Corp. .............. 1,979,700 2,792,600 
20 Standard Brands ...............:ccccccee 1,923,100 590,100 
21 Bulova Watch Co. .........cccccccceeeeeeee 1,846,600 2,000,700 
22 Robert Hall Clothes ........................ 1,790,200 2,384,100 
23 Shell Oil Co. 1,773,700 1,299,200 
24 Pepsi-Cola Co. Bottlers 1,687,100 1,872,800 
25 Food Mfrs. Inc. ............000.600 1,508,200 1,552,500 
ee Tem IED. bicticiescsicssesicsecies 1,404,500 
27 Esso Standard Oil Co. .............:0008 1,371,100 1,566,900 
SB: Maen FIORE  ncctiicn tt acdc 1,343,340 1,056,600 
SP... Betetah-Wipers. Con. ci scicaciidscnecisids 1,321,100 797,100 
30 Texas Co. aoa 1,306,500 1,394,200 
ae ee) RR ee 1,301,400 1,157,200 
32 R. J. Reynolds Tobacco Co. ........ 1,288,200 991,900 
33. Anheuser-Busch Inc. ..........000000 1,283,100 1,239,800 
34 = Falstaff Brewing Corp. .........000000 1,250,500 1,124,100 
35 Liggett & Myers Tobacco Co. ........ 1,220,100 2,441,500 
36 Ward Baking Co. .....cccccccceececsees 1,202,200 
37 American Chicle Co. ........ccccccceeeees 1,200,110 2,377,800 
38 Marathon Corp. ..cccccccccceseeeeeeeeee 1,145,200 853,300 
39 Drug Research Corp. «0... 1,142,800 
40 Gillette Co. 1,086,480 
41 Nehi Corp. Bottlers ..........0.00c006 1,084,200 1,053,830 
42 Exquisite Form Brassieres ............ 1,046,600 
43 William Wrigley, Jr., Co. .............. 1,039,100 878,300 
44 S.C. Johnson & Son 0.0... 1,027,480 
45 General Mills 1,011,600 
46 Dumas Milner Co. ..........cccccccceeeeee 996,500 629,300 
47 Corn Products Refining Co. .......... 991,700 1,725,200 
48 Salada-Shirriff-Horsey  .................. 988,000 
49 Swift & Co. 985,000 
50 Piel Bros. ihe 982,300 681,100 
* Not in top 100 spenders in first half of ‘57. 
( ) Rank not available. 
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Noble King Arthur, his lovely Guinevere. . . the romantic 
sir Lancelot and heroic knights of the fabled 

Round Table! Here are personalities that aré beloved 
legends . .. known from the great classic that the 
whcle world grows up on... and never outgrows. Now 
recreated in a splendid TV tapestry of 

chivalry and courageous exploits ... 

THE ADVENTURES OF SIR LANCELOT jsa 

series that is PRE-SOLD to every 

member of the family because 

of its vivid emotional 

appeal. Here is a 

potent prestige 

selling spot for 

any product! 

30 films available. 
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‘Look at the markets... large and small. ..and 
see that The Adventures of Sir Lancelot gets — 
major share of the audience in its time period. 
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celerated rate of growth is expect- 


kets will all be equipped, and so 
will several minor markets. 

Jack Hauser, Ampex sales man- 
ager, reports that 160 units are 
now in use and 250 will be in use 
by Christmas. Networks and in- 
dependent tv studios have been 
» big users, and some stations have 
5 | bought two units, one for use in 
5 |recording while another is used 
|in broadcasting. 
| Interestingly enough, Texas has 
| been a leader in early and expert 
|use of videotape. Recently there 
| were 20 VTR’s in use there, large- 
ly at tv stations—the biggest con- 
: |centration outside Hollywood. 


The 76-acre Earl May trial garden may never 
be the same. Who would have suspected that 
5,116 adults (children weren’t counted) from 
20 states and Ontario would show up for a one- 
day “open house.” KMA listeners were invited 
by The Earl May Seed Company, KMA’s largest 
advertiser. Being well aware of KMA’s pulling 
power, they expected a thousand. Imagine their 
surprise! 


If you'd like to be pleasantly surprised with 


unusual results, contact your Petry Man. 


fog weg AGT GAA OF THE 


A) SHENANDOAH, 1OWA 


S000 WATTS %00 KC 


|@ In both New York and Holly- 
|wood independent tv studios, 
which offer facilities for producing 
| filmed tv commercials and pilot 
films, have added videotape re- 
cording equipment. In New York 
Telestudios was the first such stu- 
dio to offer Ampex VTR facilities 


satiate with beh — 


A thriller-diller from WJIRT 


““WJRT, of course, 
Ponsonby!”’ 


“I give up, chief. What do Flint, 
Lansing, Saginaw and Bay City 
have in common?” 


Saturation TV coverage of rich mid- 
Michigan. At last you’ve got it, through 
Flint’s WJRT—and from the inside, com- 
plete with ABC primary affiliation. On Grade “A” or better signal. 


WIRT 
Yi5- 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 


the air in October, WJRT’s the only tele- 
vision station that will reach and sell Flint, 
Lansing, Saginaw and Bay City, with a 


New York « Chicago « Detroit * Boston « San Francisco « Atlanta 


ed to continue in the months! 
ahead. Broadcasters predict that | 
in the next year the top 100 mar-| 


ON TAPE—Another network live 

show now on tape is ABC’s Lib- 

erace. Aim is to get fuller use of 

studio facilities—and cut costs, 

since two shows can be taped on 

a single day without re-striking the 
set for each show. 


to advertisers. In Hollywood Hal 
Roach Studios and Guild Films 
announced only a month ago a 
“$1,000,000 deal” whereby Roach 
will become “the first major pro- 
duction center in Hollyweod to be 
fully equipped for videotape oper- 
ation.” 

Reports have it that some tv 
stations with orders placed have 
postponed delivery because spec- 
tacular product improvements, and 
possibly a reduction in prices, may 
be imminent. The current price 
tag is $45,000 per b&w unit. 


® Videotape is still so new for the 
stations that few have a rate card 
for use of facilities by agencies 
and advertisers. One station men- 
tioned $50 an hour for use of its 
facilities. 

One problem is union jurisdic- 
tion, which has yet to be worked 
out by unions of film technicians 
on the one hand and of tv tech- 
nicians on the other. For perform- 
ers, too, there are jurisdictional 
problems as the Screen Actors 
Guild and the American Federa- 
tion of Television and Radio Art- 
ists try to work things out. 


® Words of reassurance on that 
score come from president Gould 
of Telestudios: “Let me put to rest 
one current misconception. There 
is nothing in any network contract 
with technicians or cameramen to 
prevent them from playing tapes 
made outside that network—by an 
independent, or even another net- 
work, regardless of union affilia- 
tion. 

“The SAG and AFTRA jurisdic- 
tional contest is heading for reso- 
lution—either by the upcoming 
NLBB election or by prior agree- 
ment between parties. The entire 
industry is pulling for it. AFTRA 
rates for repeat use of program 
commercials are currently being 
negotiated and will be available 
very shortly.” 


s One station which has already 
been able to figure out its costs and 
issue a videotape rate card, effec- 
tive last June, is KTTV, Los An- 
geles, which has been in the fore- 
front of stations promoting and 
using videotape. 

For use of its videotape facili- 
ties, KTTV charges the advertiser 
$150 for the first half hour (mini- 
mum) and $100 for the first addi- 
tional contiguous half hour or part 
thereof. Anything beyond that is 
$50 a half hour. This applies only 
to manning and use of videotape 
facilities; charges for other produc- 
tion facilities such as stages, per- 
sonnel, lighting and sets are quoted 
after consultation to determine the 
particular needs of the producer. 

The charge for a “simul-tape” or 
tape made simultaneously with a 
telecast is also $150 for the first 
half hour, but from there the 
charge is $50 for each additional 
contiguous quarter hour. The 
charge for tape editing is $50 for 
the first hour and $30 an hour 
thereafter, including use of equip- 
ment and services of an editor. 


It’s difficult to compare these 
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charges directly with those for 
filmed commercials. But one tape- 
vs.-film comparison shaped up in 
connection with the Crosby Golf 
Tournament last January. The 
cost of doing 8% minutes of com- 
mercials on film for the telecast 
was estimated by three film com- 
panies at between $30,000 and 
$40,000. Instead of being filmed, 
the commercials were put on vid- 
eotape in a studio in CBS Tele- 
vision City on the Coast at a cost 
of $20,000. 


® For a while color was reported 
to be a problem for tape, but ap- 
parently the problem has been 
beat. Ampex told AA that it has 
nine color units in daily use in 
Hollywood and that it can go into 
full production of color units| 
whenever demand justifies it. Ra-| 
dio Corp. of America has deliv-| 
ered seven color prototype units, 
one of which was the first to be. 
delivered to a _ station—WBTV, 
Charlotte, N.C. And at NBC color | 
tape is being used for Arthur Mur- | 
ray and other shows. 

The price of WBTV’s RCA color | 
(and b&w) unit was over $100,-' 
000. Price of an Ampex color at- 
tachment, which goes on a b&w, 
unit, is $19,500. 


s Another problem for videotape 
has been splicing. It has been ex- | 
tremely difficult to cut flaws out 
of a tape and splice the good seg- | 
ments perfectly. But now Ampex) 
has introduced a new semi-auto-| 
matic splicer unit that the com-| 
pany says is practical for day-to- 
day operation by a proficient | 
station technician. But some’ 
broadcasters maintain that com-| 
pletely: efficient splicing is yet to 
be attained. 

For the adman, concerned with 
taping a commercial, splicing 
should be no big problem. Hooper | 
White of JWT insisted that splic- 
ing is largely a film technique and | 
that videotape has to be used, not 
as a substitute for film, but as a 

. live technique. The place to do the | 
editing, he stressed, is at the cam- 
era. “With videotape, you don’t 
shoot bit by bit, and splice it to- 
gether,” he said. “You shoot your 
whole commercial at once, and if 
anything goes wrong, you shoot it 
over.” Too many tape-using ad- 
men, he said, have failed to realize 
this fully. 


® Videotape’s contributions to tel- 
evision already are considerable. 
Many more applications, in and 
out of broadcasting, may lie in the 
future as the imaginations of near- 
ly everyone concerned with tape 
race ahead. 
Two years ago, when Ampex 
' first introduced tape, AA reported 
that stations were speculating 
about the possibility of simply tap- 
ing network shows and putting 
them on the air when they pleased. 
“Tape could put all programming 
in the hands of the stations,” one 
star-gazing broadcaster was quot- 
ed as saying. 
Up to this point, the networks 
have allowed no such thing, al- 
though CBS, for one, may revise | 
its current policy before long. Un- 
til now, with few exceptions, it 
has said “nothing doing” to occa- 
sional requests from stations for 
permission to tape network shows 
for delayed broadcast. But the 
possible revision of policy may al- 
low local taping in certain situa- 
tions. For example, if a station had 
a public service type show that it 
dared not set aside for a one time 
special network commercial show, 
the station might be permitted to 
tape the special for delayed broad- 
cast. 


= CBS is not alone, apparently, in 
considering such action. NBC, for 
example, gave permission to KPIX 
to tape the Sherman Adams resig- 
nation at 4:30 p.m. San Francisco 
time, and rebroadcast it at about 


And that isn’t all. There have | customers, who are reluctant to bet | Sept. 12. 


been various offbeat applications 
indicating some of the directions 


on an upcoming race until they | coaches could play back any play | 
find out how the preceding one immediately, once or several times, | 


In a coaches’ booth, Ram | in the first period. 


that videotape may take. |came out, now have more time to|to study weaknesses in the op-|like most man-made 


Yonkers Raceway has installed! bet. The track may rent out the 


videotape recording equipment to| videotape recorder, and perhaps | gressed. 
speed up the proceedings at its| the track and club house, for com-| 


trotters race track. Now, instead | mercials on a grand scale during|# Regular network broadcasts of 
professional football also have 


of waiting for photos to declare 
the winners, race track judges In 
arrive at a quick decision by im- 
mediately running off the tape re- 
cording of the race. The quick 
decision helps out further: The 


the off season. 


the Los Angeles Rams professional 
football team, in cooperation with | cast, the half-time 
KNXT, used videotape equipment! featured a taped sho 
to tape every play in a game last | touchdown plays that 


eral weeks ago, on a CBS broad- 
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i t Shopping Bag | record peak, he said 
Drive « Dealer inventories are extreme- 


Despite its many proved achieve- 
,|ments and applications, videotape, 
inventions, 
| ponent’s defenses as the game pro- |is not yet foolproof. Biggest faux 
| pas to date was a mix-up of tapes 
|}on WCBS-TV’s program, “Eye on 
New York.” When viewers tuned 
bs dit felt | in to see and hear what was billed 
another unusual application, the touch of videotape. Only sev- in advance as a discussion by Leo- 

|pold Stokowski on the future of 
intermission | the American composer, they were 
wing of two| shown, instead, a repeat of the 
had occurred | previous Sunday’s program devot- 
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Sure, these are the times that separate the men from 
the boys! 

But it’s an historical fact: Most of America’s greatest 
merchants learned how to sell in times of tough selling. 
It figures—you don’t learn how to sell goods when cus- 
tomers are coming to you asking you for the merchandise. 

So start today getting ready to be tomorrow’s “great- 
est merchant.” The facts are on your side; between now 
and 1975, U.S. population will soar! There will be 22 
million more jobs! Family income will reach a new 


YOUR FUTURE IS GREAT | 


high! U.S. production will double! Savings will go up 
and up! More and more will be spent on research! Needs 
will mount for new schools, new highways, new homes! 
Another big upswing in business is the inevitable result. 
Great merchants will be made. You can be one of them! 


so NY FREE! Ge: going today! Write at once for illus- 

= Km trated “How To Turn the Tide” booklet offering 

+ & valuable and vital selling ideas. The Advertising 
%ie sx® 


Council, 25 West 45th Street, New York 36, N.Y. 


N A GROWING AMERICA 
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ed to ballet. A station official ex-| But such perils of tape are| producer can lose that spontaneity | 
plained: |doubtless only growing pains as/if he goes too far, if he keeps re- 
c “Someone grabbed the wrong) stations get used to handling their | doing a taped commercial in search 
, tape and put it in the machine.| new equipment. A greater danger | of ever-greater perfection of de- 
This is our first mix-up with tape.”| for the advertiser, and his tv-pro-/| tails. The result, the experts warn, 
ducer who puts the commercial | can be staleness, along with tech- 
® Station technicians, it appears,| together, may lie in seeking an_/ nical perfection. 

have to be extra careful to iden-| excess of perfection in the final | Whether tv shows and their per- 
tify tapes clearly since you can’t} result. An advantage of videotape formers are endangered by this) 
take a look at the end of the tape/is that it can capture the spon-|same staleness is yet to be seen. 
and see a picture or anything rec- | taneity and excitement of live tv) But the very awareness of the 
ognizable, as you can with a strip| and record it permanently. Pio- problem makes it seem less like- 
of film. neer tape users warn that the tv! ly. + 


WANIED 


BILL CORLEY 


alias ‘‘Mr. Play-by-Play’’ 
MALE SPORTSCASTER’- 19 YEARS 
Distinguishing Marks: 


Height: 7.2 (latest Pulse rate) 

Weight: Has 1,707,400 loyal listeners 
Size: Rated in the Top 10 in the area 
Characteristics: Gentleman commentator 


Contented sponsors 


WBNS RADIO 


CBS - Columbus, Ohio 


Pin this up in a conspicuous place 
Collect the rewards. 
Notify John Blair 


Undercover Deals... 
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Today's TV Barterers Steal Jump on 
Old Indian Traders; Here's ‘How’ 


You Can Use These Six 
Ways to Barter, but 
Watch Your Step 


By Lawrence Bernard 


New York, Oct. 22—When Peter 
Minuit exchanged $24 worth of 
trinkets with two Indian sachems 
332 years ago, they little dreamed 
of the subsequent variations on 
that first local barter arrangement. 

Contrary to the 1626 deal on the 
open tv plains of New Amsterdam, 
nowadays it takes a heap of dig- 
ging to merely spot many of the 
present-day traders, much less dis- 
cover what it is they’re trading. 
And because of this undercover 
characteristic, barter television to- 
day abounds with misinformation, 
misunderstanding, deception and 
in some cases outright thievery. 


= Nevertheless, the advertising 
man who is strong on patience and 
perception can usually work up a 
barter tv deal which will make the 
client happy and the tv station 
acquiescent because (1) it will 
give the client access to video at 
a price ’way below the usual cost- 
per-thousand and (2) it will give 
the station programming, or a time 
“sale,” which it would otherwise 
not have. For these two reasons, 
if no other, bartering seems des- 
tined to be a permanent fixture 
of the television business. 

Today, on Mr. Minuit’s island, 
it is possible to do the following 
bartering in television: 


1. Deal directly with a tv sta- 
tion, offering your merchandise or 
services at retail value, in ex- 
change for time at the lowest card 
rate. 


2. Deal with a middle-man (often 
called a prize-broker) who has 
been in contact with stations 
wanting to exchange time for pre- 
miums, giveaways, prizes or other 
promotional materials. The middle- 
man will attempt to get you the 
desired time at card rate, paying 
with your merchandise and col- 
lecting a commission from the sta- 
tion which is generally 


chandise’s retail value. 


3. Deal with a middle-man/- 
prize-broker who has accumulated 


an inventory of time in due bills}: 
from stations for past prizes given = 


to the station. The middle-man 


sells the time to the advertiser, |: 


in the|® 
neighborhood of 15% of the mer-|*® 


(Interestingly, Mr. Fox and the 
people he represents control Hazel 
Bishop as well as the barter em- 
pire.) 

5. As a middle-man, you gather 
up free merchandise and services 
from advertisers. You then go to 
producers and personalities of tel- 
evision shows, make a merchan- 
dise or due-bill deal with them in 
exchange for a free plug for your 


WHATS 
JOE 
DOING 
WITH A 
FIFTH? 


An observant Madison Ave. 

lady writes: 

Joe Floyd boasts cov=- 
erage in four states 
for his beloved 
KEL-O-LAND tv hookup. 
Okay. But Nielsen shows 
a fifth state as well. 
(NBC #3 Composite) What 
gives? Is Mr. Floyd 
being modest, or 
doesn't he know his 
own strength? 


Miss M. 


Hunkifer 


‘*‘Modest? 
Who, me? 
It’s Mr. 
Nielsen 
who's being 
modest.”’ 


for cash or merchandise or serv-| # 


ices, at below card rates. If it’s a 
purchase for merchandise or serv- 
ices, the middle-man may sell that 
on the open market or to a station 
for additional due bills. 


4. If you are a film producer. 
distributor or owner, you offer 
your film, with sponsor commer- 
cials included, to the station free 
in exchange for discount due bills, 
which you then sell to an adver- 
tiser for cash/merchandise/serv- 
ices. Or, in reverse, the advertiser 
approaches you with a request for 
time in a given market and you 
then approach the stations in that 
market with your film package. 

This last scheme is generally 
credited with being the foundation 
on which barter was built and the 
ebullient Matthew Fox, who en- 
gineered the International Latex- 
RKO Radio Pictures multi-million- 
dollar five-year deal, is considered 
the founder and leading light in 
this type of bartering. He is un- 
doubtedly the biggest barterer in 
all television and is currently en- 
gaged in putting across a record- 
setting Hazel Bishop deal in which 
the goal is 5,000 spots weekly. 


Nin ee i eI ial al oa eal RR LIN Ee peta 
Pe us ie Pe ere ae 


KEL-0-LAND 


CBS ¢ ABC @ NBC 


America’s Great 4-State Beam: South Da- 
kota, Minnesota, lowa, Nebraska—plus 
several counties in N.D. 


KELO-TV 


Sioux Falls: and boosters 


KDLO-TV 


Aberdeen-Huron-Watertown 


KPLO-TV 


Pierre-Valentine-Chamberlain 


General Offices: Sioux Falls, S.D. 
JOE FLOYD, President 
Evans Nord, Gen. Mgr., Larry Bentson, V.P. 


REPRESENTED BY H-R 
In Minneapolis: Wayne Evans & Assoc. 
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client. To keep everybody happy, | relations with his retail outlets. 
you then go to the sponsor, point- | 
ing out that the plug in no way 
infringes on his commercial time 
fi and offering to pay a share of his 
program costs (in cash/merchan- 


name for the Matty Fox enter- 
prises—says its proposition to sta-| product,” admits the practical me- 
tions is simple: |dia director of a major barter- 
The commercials must run any- | buying agency, “but the question | bringing it down further to 16 or 
where within four time periods—|is do you get close enough, on a 17% of the earned rate. “We only 
c ( -| studied barter in depth not too|9-12:15; 1:30-5; 6-7:30 and 10-|cost-per-thousand basis, to what| needed a rating one-sixth as high 
dise/due-bill) in return for his| long ago, complained of the “shad-| 12:30. There must be at least one| you would have gotten for cash to|to come out even on cost-per- 
favor. | owy caliber” of the deals that were| spot in each time period. There | make it a worth while buy?”)| thousand,” the media head points 
6. As a middle-man, you offer | being offered, the “devious means” | must be no more than three spots| While the coverage is not every-| out. 
to furnish financially-strapped|°f the vendors and concluded:|in any one period and all spots | thing to be hoped for and the sta- 
stations with equipment, props, | “The closer becomes our examina- | must be at least 30 minutes apart.| tions are often secondary or ter- 
scenery, etc., in exchange for due-| tion, the more unsavory is the) With such a formula, Mr. Ezzes|tiary, generally most bartering 
bills on time which you then dis- | dor of film barter.” said that International Latex is puts the client a little ahead on 
pose of as you choose. You may | For every objection, naturally, | now in 125-140 markets represent- | cost-per-thousand than a rate card 
even offer the station a short-term | there is an answer. Erwin H. Ez-| ing 87% of the tv audience. Hazel) cash buy. 
low interest cash loan in exchange |2°S, VP and general manager of|Bishop is already in more than) One of this agency’s accounts 
for time. In this connection, it’s| Television Industries Inc.—latest| 100 markets, he reported. did “very well” in a major barter 


“Essentially, you get a poorer;buy which ultimately found the 
client averaging 20% of a station’s 


“end-end” rate, with discounts 


10. There are crooks in the busi- 
ness. 


@ One of the very top agencies 


s A frank and outspoken advocate 
of barter tv is Mel Helitzer, ad- 
vertising and public relations di- 
rector of Ideal Toy Corp. 

“The basis of barter comes from 
one simple fact. A television sta- 
tion is willing to get anything for 


noteworthy that the only collateral 
a station can offer besides its | 
physical assets is its time—hardly 
the type of collateral the average 
banker will grasp with joy. 

These are a handful of the type 
of barter deals that have been 
negotiated in this market in re- 
cent months. There are literally 
ten times more, but most are usu- 
ally variations or combinations of 
one of the above. 

Barter has even extended to the 
media involved: At least one 
monthly magazine is exchanging 
schedules this fall with an adver- 
tiser who is making some of his 
barter tv time available to the 


publication. 


# It has become a complicated |] 


business, as much because of its 
wheeling-and-dealing nature as 
anything. One national advertiser, 
well-known as a barter buyer, 
turned down Proposition 6 recent- 
ly because “it got so complicated, 
we couldn’t figure out what we 
were getting.” 

Even’ advertisers 
have ventured 
agency business. This month, for | 
example, Regal Advertising cele- | 
brated its first anniversary as a 
barter agency. An 18-man shop, 
it billed close to $2,500,000 in bar- 
ter, according to vp and general 
manager Charles Weigert, of which 
roughly $1,500,000 was for Ex- 
quisite Form and Silfskin. The lat- 


themselves 


ter helped finance Regal and is a|fj 


minority shareholder. Remaining 
billings came from Faberge (about 
$350,000), Myo Mist throat spray 
(about $150-$200,000), plus 40 or 
50 other accounts which used Regal 
on a one-time basis to help them 
with special buys in one or two or 
three problem markets. Currently, 
Regal is negotiating a deal of this 
kind for Walt Disney for next 
spring. 


this story. Some of them: 


1. It tends to vitiate a station’s 
rate card, because of its free-time- 
available inference. Some stations | 
resort to false rate cards, for use| 
in bartering. 


2. It bypasses station reps, and 
frequently advertising agencies as 


into the barter 
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® The list of reasons cited why | ayes AS 
barter is no good is longer than Rae | 0 


well. 


3. There is no specific station 
list shown until after the adver- | 
tiser has committed himself. 


4. Film deals have no flexibil- | 
ity, the great virtue of spot buying. 


5. There are no renewal options, | 
no lower rates for additional fre-_ 
quency, no assurance that spots | 
will fall within the wanted time | 
periods. i 


6. Barter commercials, always 
pre-emptable, are full of uncer-— 
tainties. 


7. Bartering can get so compli-| 
cated that the advertiser might, 
end up with a better buy on a 
straight cash basis. 


8. Film barter often calls for an | 
extensive commitment in time and | 
money in order to gain the fullest | 
ultimate discounts. 


9. Merchandise used in barter | 
may be dumped on the open mar- 
ket, upsetting the manufacturer’s | 
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the night of September 27 a 
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It takes pretty rugged pregramming 
to drop those two fellahs in their tracks, 
but that’s exactly what WOOD-TV did on 
the night of September 27, 1958. WOOD- 
TV scheduled MGM’s “Boom Town”. Gable, 
with able support of Tracy and Colbert, 
upstaged the gunslingers but good. 


WOOD-TV has glommed onto the Para- 
mount, Warner Bros. and the Lion’s share 
of the MGM package. And to celebrate, we 
ran a humdinger of a film festival on 
September 27 — “Boom Town”, “Road To 
Morocco” and “To Have And Have Not” 
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from 9 P.M. until everyone just plumb 
dropped in their tracks. 


Coincidental checking* from 9:00 to 10:30 
P.M. awarded “Boom Town” 48% of the 
audience — a higher share than any other 
station in the area—including the one 
carrying the usually top-audience oaters. 


Features from Warner Bros., MGM and 
Paramount are scheduled on a daily basis 
for WOOD-TV’s Channel 8 Theatre (10:45 
P.M. Monday thru Friday; 11:15 P.M. 
Saturday and Sunday) and on Channel 8 
Matinee (1:00 P.M. Monday thru Friday). 


Put your spot minutes in Western Mich- 
igan on the only station that has the top 
features —the only station that delivers 
top audience on its movies 52 weeks of 
the year. 


Katz will sell you a schedule right now 
that will satisfy you — call them. 
WoOOD-TV Is first — morning, noon, night, 
Monday through Sunday — May '58 ARB 
Grand Rapids 

WOOD-AM Is first — morning, noon, night, 


Monday through Sunday — April '58 Pulse 
Grand Rapids 


*Conducted by Western Union in Grand Rapids, Kalamazoo, Battie Creek and Lansing, 9:00 to 10:30 P.M. 
Result— WOOD-TV, 48% share, WKZO-TV, 41% share, WJIM-TV, 11% share. 
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WoOODIland Center, Grand Rapids, Michigan 


WoOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapids, 
Battie Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NSC. 
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*Source: Trendex, October 1958 vs. October 1957; All sponsored eve- 
ning programs (excluding news and religious programming) for the 
prime evening hours —7:30—10:30 PM. Important: these figures are 
from the latest (and only) official Trendex reports available to the Television 
industry...and not from a special study prepared for any specific network. 
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COMPARATIVE RATINGS’ 


All Sponsored Evening Programs, 7:30 - 10:30 P.M. 


+35% -11% +87% 


1957 1958 1957 1958 1957 1958 


ABC NBC CBS 


Look at the bar graph (above ). It represents 
the Trendex ratings for the first week of 
the new T'V season. The bar graph for share- 
of-audience tells just about the same story: 
ABC up from 23.4 to 31.7—an increase of 
35%, as compared to an increase of only 6% 
for CBS and a drop of 13% for NBC. 

No matter how you break it down, ABC- 
TV’s early-season gains have been resound- 
ing. The season, of course, has just started. 
But even at this stage, it is rewarding to wit- 
ness the mounting competitive strength of 


ABC TELEVISION 
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a spot if it is definitely unsold. 
That’s why barter deals have no 
set price.” And that is why, he 
continues, “I personally think that 
barter deals can be one of the 
most astute media buys available 
in the industry today.” 
= However, unlike other advertis- | 
ers whose advertising is 100% | 
barter, Mr. Helitzer looks upon 
barter as a supplement to a reg-' 
ular ad program, thereby elim-| 
inating several of its drawbacks | 
like inflexibility and inconsistency. 
About one-quarter of Ideal’s fall | 
budget will go into barter buying. | 
Deals have already been consu- | 
mated with WNAC-TV, Boston; | 
WRCA-TV, New York; WTOP-TV, 
Washington; WKRC-TY, Cincin- | 
nati; KMGM-TV, Minneapolis;| 
KSFD, San Diego; and on radio, | 
WABC, New York, and WHKK, 
Akron. Additional exchanges are | 


under negotiation, Mr. Helitzer | 
adds. 
Generally, Ideal barters mer- 


chandise for time. Mr. Helitzer | 
makes available to all interested | 
stations a list of several dozen toys | 
and dolls, the minimum pack of} 
each item and the established re-| 
tail price for each item, ranging 
from 90¢ each for a 24-pack Dolly | 
Play Pool to $25 for a three-pack 
Revlon-Queen of Diamonds doll. | 
In return he requests time at the | 
station’s lowest card rate equiva- | 
lent to the retail value of the) 
merchandise it selects. | 


® Although he has used middle- | 
men/prize-brokers in the past| 
and probably will in the future, | 
Mr. Helitzer has been stung by} 
what might charitably be called 
“over optimistic” prize-brokers | 
and prefers to deal direct with the 
stations. There are “too many hus- | 
tlers” in the middle men ranks, 
he observed. “If we can eliminate | 
the unscrupulous time-brokers, I 
think barter would flourish.” 

Besides the crooks, some of) 
whom can be found in every busi- | 
ness, the practice of unnecessary | 
secrecy is responsible for much of 
the stigma surrounding barter, ob- | 
servers point out. Agencies, ad- | 
vertisers and stations create the) 
impression that they are traffick- | 
ing in smugglea goods when it} 
might be wiser to acknowledge | 
that they are only engaging in a| 
basic method of economic ex-)| 
change, especially prevalent when 
dollars run low. 
s For example, in the course of | 
researching this story, ADVERTISING | 
AGE called a company whose name | 
was mentioned by several sources | 
as a barter organization. The 
switchboard operator said she 
couldn’t answer the _ reporter’s 
question, “What kind of business | 
is this?” because “it goes into great 
detail,” and she transferred him | 
to a high company official, at his | 
request. 

The executive declined to an-| 
swer several specific questions 
whose purpose was to find out 
just what the company does, and 
added, “I couldn’t tell you any- 
thing over the phone and I am 
not interested in any publicity. 
What we do is exactly what we do. 
We have a few clients and we're 
not interested in any more.” He 
went on to suggest strongly that. 
his company not be mentioned at 
all in connection with any article 
in preparation. 

Several days later, Dick Rosen- 
blatt, president of Time Merchants 
Inc., freely volunteered the in-| 
formation that Atwood-Richards 
Inc., the company in point, was a/| 
Time Merchants division engaged 
in central tv time buying for | 
house agencies without tv depart-| 
ments, clients without agencies, | 
and several large tv advertisers. 
Mr. Rosenblatt added that Atwood- 
Richards also deals in equipment | 
banking and loans to tv stations, | 
accepting time as collateral. 
The 17-employe Time Mer-' 
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chants operation is among the, three accounts. 

most outstanding independent mid- Mr. Rosenblatt said he decries 
dle-men organizations. It bought! the flashy, headline-hunting self- 
about $10,000,000 worth of time) publicity seekers who turn barter 
for International Latex and some) into a circus. “Barter is not a me- 
35 other accounts last year, Mr. | dium,” he declares. “It happens to 
Rosenblatt estimates “roughly.” | be a means whereby transactions 
Currently TMI is negotiating “a!can take place where they didn’t 
new wrinkle on barter,” a “prac-| before. It’s like credit.” 

tically all-cash” $6,000,000 pur-| Besides cash, TMI has five bas- 
chase of 52 films for basically | ic methods of conducting its busi- 
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mess, says Mr. Rosenblatt, but he | Plasti-Line Promotes Three 
declines to elaborate. “That’s our  pyjasti-Line Inc. Knoxville, 
stock-in-trade. : Tenn., manufacturer of illumi- 

Despite the obfuscations one/nated plastic outdoor signs, has 
thing is clear: like it or not, bar-| promoted Frank D. Wilson to the 
ter is part and parcel of the tel-| new position of manager of sales 
evision (and radio, to a lesser €X- | services. Also named to new posts 
tent) business and will undoubt-/are John F. Burton, manager of 
edly remain so until such time as /eastern region sales, and David C. 
all stations have sold all their Esty, Cleveland area sales repre- 
time. # | sentative. 
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Advertising Age, October 27, 1958 


Hager Joins Aviation Books |of research manager of American | 
Richard A. Hager has been ap- 4¥éation. 


Radio-TV Station Census 


pointed Florida advertising sales | 1953-1958 ey 
representative for American Avi- | Pritchett Joins Nolan Paper (Source: Federal Communications Commission) 
ation Publications, Washington, | R. G. Pritchett, for the past 25| Total on Air AM TV FM Under Construction AM TV 
which has opened new offices in| years a paper mill and paper) 1958* 3,281 554 558 1958* 95 113 
Coral Gables. He recently was house customer service representa-| 1957 3,195 539 537 1957 100 117 
president of Southern Advertising | tive, has been appointed special! 1956 2,896 496 530 1956 124 113 
when it had the National Airlines| service representative to adver-| 1955 2,732 458 540 1955 108 124 
account. George F. Peterson has/|tising agencies for Nolan Paper| 1954 2,583 402 553 1954 114 171 
been appointed to the new position \Co., Los Angeles. 1953 2,458 198 580 1953 126 285 


ier neal 


BRODERICK 
CRAWFORD 


as Head of the Highway Patrol 


Total Authorized AM 


1958* 3,376 
1957 3,295 
1956 3,020 
1955 2,840 
1954 2,697 
1953 2,584 
Permits Returned 
1958* 9 
1957 14 
1956 18 
1955 18 
1954 29 
1953 23 
Transfers} 

1958* 491 
1957 733 
1956 525 
1955 506 
1954 473 
1953 462 
*B Months. 


Tincludes many routine transfers. 


in the Nation's 


37m TV 
MARKET 


*Television Magazine 8-1-58 
The top-drawer audience of this 


looked-at station, plus proved 
WTRF-TV_ merchandising help, 
will boost sales of your drug prod- 
ucts in the booming Wheeling 
(W. Va.)-Steubenville (Ohio) Met- 
ropolitan Area. The 241 drug 
stores in the WTRF-TV 36-county 
market account for a walloping 
$49,769,000 in sales. Getting your 
share? 


These Eleven WTRF-TV 
Merchandising Aids 


Help You Sell: 
1—IN - STORE DISPLAYS 
arranged. 
2—POIN'T - OF - PURCHASE 
TIE-INS prepared, with win- 
dow banners, shelf talkers and 
other material. 
3—TIE-IN ADVERTISING ar- 
ranged in other media. 
4—MAILINGS made to retailers, 
jobbers and wholesalers. 
5—PERSONAL CALLS made on 
retailers, jobbers and whole- 
salers. 
6—DISTRIBUTION AID fur- 
nished for new products. 
7—COMPETITIVE ACTIVI- 
TIES checked and reported. 
8—SALES MEETING participa- 
tion by staff members to assist 
clients. 
9—ON-THE-AIR INTERVIEWS 
arranged with client’s repre- 
sentatives. 
10—MERCHANDISING REPORT 
prepared with complete mer- 
chandising activities detailed. 
11—COMPLETE COOPERATION 
with client in helping with the 
solution of special problems. 
For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 
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Most of ‘Top Ten’ Are Veterans... 


Best TV Commercials 
of 1958 Picked by 
AA's Eye & Ear Man 


Memorability and sales impact were the key criteria used 
by our Eye & Ear Man in making his annual selection of the 
year's best television commercials. A commercial can be 
pretty. artistic and entertaining, but if it also doesn’t get 
across a solid sales message, it doesn't make this list. 

Advertising Age's list of the best commercials for 1958 was 
compiled in September, so it could not include any sparklers 
from the new fall schedule. Most of those in the winners’ 
circle are television veterans. Exceptions are Dick Clark, a 
new face on the network selling scene, and Zest, a relatively 
new product. 


aa 


CLASSY AUTO SALESMANSHIP—This silent commercial about the boy who doesn’t have to 
use the beatup jalopy to take his best girl to the dance but gets dad’s sleek new Chevy 
instead is typical of the imaginative pitches that turn up on the “Dinah Shore Show.” 


SMOOOOTH—The Camel sell on the “Phil Silvers Show” stands out as an example of 
absolute integration. The commercial blends with the show so beautifully that nobody 
can anticipate them and nobody much minds that he has been so effectively trapped. 


ch 


omer 


NEWCOMER TO THE RANKS—About Dick Clark’s efforts 
for Beech-Nut gum, our E&E man observed: “It is 
rumored that this young man, new to the groups of 
personal salesmen, has had a fantastic success in 
selling (ugh) gum to teen-agers. He is certainly 
handsome, cleancut, soft-spoken and sincere. He 


up with a good idea. 


° 


has a Pied Piper effect over teen-agers and appar- 
ently he can sell things other than gum. Watch this 
boy. He may yet replace Arthur Godfrey as the 
number one personal salesman.” Y&R’s producer- 
director of Mr. Clark’s commercials is Thomas I. 
Ford; William Backer writes the copy. 


Lawrence-Schitzer Productions filmed this one. Campbell-Ewald’s copywriter and 
producer is Kensinger Jones. Show by show, this combination seems to be able to come 


Here a sergeant in the show (Allen Melvin) mixes sweet talk for himself and Camel 
in a scene with a Western Union girl (Jackie Loughery). The William Esty Co. is the 
agency for R. J. Reynolds and Camel, 
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Advertising Age, October 27, 1958 
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ENTERTAINMENT VALUE—There’s no predicting what guise Lee Goodman will appear in fashion. Many of these commercials are written by Guild, Bascom & Bonfigli’s Gil 
from week to week to do his Ralston selling on “You Asked For It,” but he always Lumbard and copy chief Bud Arnold. Agency production chores are handled by Dan 
manages to get the sponsor’s message across in a memorable and highly palatable Lindquist and supervisor Karl Gruener. Signal Productions films the commercials. 


MANUFACTURERS 
TRUST 
COMPANY 


LOCAL SPARKLER—Commercials for strictly local companies usually don’t break into the ible. Credits go to Animotion (film producer); William Muyskens (Y&R’s film pro- 
winner’s circle. But Manufacturers Trust Co.’s little girl who spouts off about com- ducer); Marvin Kunze (art director); Edward Caffrey (copywriter); Mandel Kramer 
pound interest and then admits she doesn’t know what she’s talking about is irresist- (announcer), and Ruth Last (who provides the little girl’s voice). 


Tip TOP LADY—These JWT placed commercials use an appealing character in humorous got down to the fact that dames do the buying.” JWT credits go to Janet Wolff and 
vignettes with ventriloquists, elevator operators, etc., to get across the idea that Tip Dorothy Arrigo, copywriters, and Lou Schwartz, producer, Margaret Hamilton is the 


Top bread is like mother used to make. Our man thinks it’s about time “a bread got Emily Tipp voice. Films are by Goulding, Elliott & Graham, with Pintoff Productions 
away from the ‘gee whiz, kids, be the strongest in your gang’ school of kid selling and _ as animators. 


REALLY CLEAN—It’s the shock impact—“for the first time in your life, feel really clean”— they make you think you smell good.” The films were made at Peter Elgar Produc- 
that makes this one a winner for Zest and Benton & Bowles. Comments our critic: tions, with Benton & Bowles’ Murray Crummins as copywriter and Paul Minor as 
“They had to toss you in the high waves and rub you down with some soft lather, but producer. 
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COOL, MAN, COOL—This regional campaign “took the image of cool waters and trans- on these Swift-Chaplin produced films is handled 


on CLIO 9 sa 
by Larry Alexander. Campbell- 


ferred it to a television screen. The parallel with the image in print is also notable. Mithun’s Ernie Andrews is the agency producer; Don Grawert, the copywriter, and 
Just watching these commercials makes you need a beer,” says AA’s critic. Voice over Peter Bastiansen, the art director. 


SALES SMASH—This film illustrates beautifully the Lestoil all-purpose approach: Lestoil 
cleans a brush, washes the car, the yard furniture and the man’s hands. Our critic liked 
Lestoil’s sell not because of its artistic quality but because of its obvious success. He 
writes: “Here is a little company that all of a sudden licked the big ones. Vigorous hard 
selling commercials in tne old borax fashion with no hesitation to lay on the claims in 
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Broadcasting Is Profitable 
But Oh, What a Business Is This 


(Continued from Page 49) 
living in any town of 15,000 or 
more,” a western broadcaster said 
in summary, “so long as there 
aren’t more than two stations. Put 
three stations into a market that 
size, and it’s rough.” 


« Although many broadcasters 
have backgrounds in other media, 
nothing could have prepared them 
for the chronic uneasiness of 
broadcasting when it confronts 
the Federal Communications 
Commission. This is particularly 
acute in an election year. The lo- 
cal politicos swarm over the sta- 
tions; for some outlets it repre- 
sents new and welcome revenue, 
for others it means preempting 
time they’d rather have in the 
hands of advertisers; for nearly 
all it means lower audiences. And 
for all it means deep concern 
over the ancient rule of “equal 
time.” 

If they listen to their trade as- 
sociation, the National Assn. of 
Broadcasters, they’ll be most 
careful about rates. In politics, the 
rate must be firm. All parties and 
all candidates start from the same 
base. They are not to be charged a 
special higher rate. 

Special problems arise: if a 
newscaster wants to run for of- 
fice, the current interpretation of 
the rule is that his opponent must 
have equal appearance time on the 
station. Hence, whether the news- 
caster mentions his candidacy or 
not, the station is theoretically lia- 
ble for time equal to his newscasts. 


= Or, in another special case, it 
has still to be resolved whether 
when time is bought on a sta- 
tion, and a spokesman who is 
himself a candidate for an office 
appears to speak on behalf of an- 
other candidate running for a dif- 
ferent post on his ticket, the sta- 
tion is liable as well for equal 


time for the opponent of the 
spokesman. 

“I charge all our local political 
candidates at our lowest rate,” a 
station manager in the South ex- 
plained. “I’m not very much in- 
terested in the money, and I’m 
very concerned about keeping it 
perfectly fair.” 

“I charge them all national 
rates,” said another manager, go- 
ing on to explain that “our station 
covers a tri-state area. Televi- 
sion is real big down here. The 
parties of three states want on my 
station. We’d be loaded up com- 
pletely if the rate weren’t as high 
as it is—and even so we're car- 
rying a frightful amount of polit- 
ical material.” 


s “We charge everyone a national 
rate except for people running for 
office in our county or town,” a 
mid-south broadcaster says mild- 
ly. “We haven’t had any argu- 
ment about the rate.” 

But despite the biennial lesson 
in politics, the prevalent opinion 
is that broadcasters don’t do much 
in the way of political action. 
With a wary eye on the commis- 
sion in Washington, they stay as 
neutral as the transmitter. Many 
broadcasters think this is foolish; 
they point out that the record of 
the FCC doesn’t indicate that it’s 
sensitive to broadcasters’ politi- 
cal activity. The NAB is candid 
and urgent in its advice to broad- 
casters: get to know your elected 
representatives, advise them of 
your views on legislation which 
affects you, offer to give them as- 
sistance in collecting data or view- 
points on broadcasting legislation, 
make yourself felt. 

In discussing the role of broad- 
casters in the community, many 
an industry leader begins, “If we 
ever want to command the com- 
munity respect that a newspaper 
does, then ..,” 


Partially because so many sta- 
tions, both radio and television, 
are newspaper-owned, the exam- 
ple of the newspaper, and its 
dominant role in the community, 
are always before the broadcaster. 

Sometimes it is merely irk- 
some. “I suppose,” said one 
broadcaster, “that it’s asking too 
much for fair play from newspa- 
pers. But we've certainly been 
taking a lot more punishment for 
lapses in tv programming than we 
would have been taking had we 
not been in competition for the 
same advertising dollars.” Also, 
as broadcasters drive harder for 
local and retail advertisers, they 
are of the opinion that the caus- 
tic edge of newspaper reporting 
will be sharper. 


= “I wonder,” said Phil Lasky, 
general manayer of KPIX, San 
Francisco, leaning across to Walt 
MeNiff, West Coast manager of 
TvB, “if we can get that speech 
into the advertising column of the 
Examiner?” He was talking about 
the speech of Charles Stuart Jr., 
ad manager of Bank of America, 
which warmly endorsed broadcast 
media as the backbone of the 
bank’s advertising. “Ha!” said Mr. 
MeNiff. 

But beyond this area of suspi- 
cion and defensiveness, broad- 
casters tend to feel as if they 
didn’t occupy the same commu- 
nity niche the newspaper does. In 
NAB’s regional meetings, there was 
much discussion of editorializing. 
Many broadcasters now editorial- 
ize. More would like to do so, par- 
ticularly if the problems of re- 
search were ironed out. 

In a surprising number of dis- 
cussions, broadcasters made it 
clear that they hoped that taking 
a stand on issues would affect 
their status. “If we ever hope to 
command the community respect 
that a newspaper does...” 


= It may also come as a surprise 
to many newspaper men that 
broadcasters regard the newspa- 
pers as better salesmen, and 
more easily bought than broad- 


a loud clear voice with no subtlety or apology.” AA’s critic also liked the little ani- 
mated stories about that bad old character named dirt. The busy-man commercial was 
filmed by Bay State Film Productions Co. Jack Perry of Jackson Associates, Lestoil’s 
agency, was the copywriter. The animated commercial was written, produced and 
filmed by Peter Cooper and George Cannata at Robert Lawrence Productions. 
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A REAL PRO—“Of all the old perennials Garry Moore alone continues 

to sell with the same built-in sincerity,” writes the E&E man. “Over 

the years, you get the impression he enjoys Winston cigarets better 

than any other product in the world.” William Esty Co. is the agen- 

cy. Lest Mr. Moore’s other sponsors get jealous, our man thinks he 

does a good job for them—but his association with Winston has 
had time to build. 


cast media. “We've got to sell like 
newspapers,” says a southwest 
broadcaster. “We’ve got to get 
more salesmen on the street, hit 
the accounts oftener, make sure 
that the contract is fulfilled, serv- 
ice the account better. We need to 
take a leaf from the newspaper 
book.” 

And a_ southern broadcaster, 
“we’ve got to make radio and tel- 
evision easier to buy. Newspapers 
have it all over us in this respect.” 

Since one of the principal 
moaning posts at newspaper ad- 
vertising meetings is the multi- 


plicity of rates and charges in a 
newspaper rate card, it is rather 
surprising to hear broadcasters 
admiring the simplicity and ease 
of newspaper placement. 

But one perpetual comparison 
between broadcast media and 
newspapers is made—the inevita- 
ble admiration for the rocklike 
structure of the newspaper rate 
card. 

The sorest subject in broadcast- 
ing is the flexible—not to say 
compliant—state of the rate card. 
Broadcasters are resigned, ironic 
and bitter on the subject, 
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When broadcasters get together, | whole business would be differ- 
the subject turns—sooner or later | ent.” 


—to the omnipresent question of 
rate-cutting and rate-holding. 


|# But many broadcasters believe 


“Give you an example,” said a/| that the traditional soft rate poli- 


national representative salesman 
stationed in the South. “We knew 
there was a $10,000 radio spot ex- 
penditure coming up in a market. 
We managed to get about $6,200 
for our station—which is tops in 
the area. But the second station 
went around its rep and took 
1,000 spots at $3.20 each. I know 
they could have had 500 spots at 
$6.40, and stuck to the rep. These 
people are foolish. They cut rates 
when they don’t have to.” 


= “We'll always cut our own 
throats in this business,” a Utah 
broadcaster said gloomily. “We’ve 
always got the same answer to a 
problem—shave the rate. Other 
media are smarter. Rate-cutting 
isn’t any good for anybody.” 

“You have to remember,” an 
older broadcaster said, looking 
back over the years, “that there 
isn’t the tradition of holding the 
rate in this business that you find 
in print media. Also, we’re deal- 
ing with an intangible—a transi- 
tory commodity—the minute or 
ten seconds you don’t sell is gone 
forever. It’s not like making up 
a newspaper, where you change 
the size of an issue according to 
the advertising you have. It’s al- 
ways the same size—the number 
of hours you operate—and you 
sell as much of it as you can.” 


® The rate dilemma is a subject 
of constant discussion. 

“We've got three rates,” a tv 
station manager in Alabama ex- 
plains, “local, regional, and na- 
tional.” Only the regional and na- 
tional carry agency commissions. 
The regional rate is 27% cheaper 
than the national rate. Taking into 
account the representative’s com- 
mission which usually doesn’t ap- 
pear in this business, it’s still 
quite a saving over the national 
rate. How does one qualify for 
the regional rate? “Well, the con- 
tract has to be signed within the 
state. The agency has to be in the 
state.” In other words, a beer dis- 
tributor could place copy through 
an Alabama agency and get the re- 
gional rate? Right. 

“We used to have a single rate 
ecard,” a Florida telecaster said 
wistfully, “but we couldn’t stand 
the gaff at retail. The newspaper 
rate card goes up to 52% dis- 
count on local. We had to have a 
local rate.” 


a “We’re changing the language 
of our rate card on the television 
station,” said a southwestern 
broadcaster. “It used to read na- 
tional and local. Now it’s going to 
read general and retail. To qual- 
ify for retail rates you have to 
sell direct to the consumer. We’ll 
give a year’s protection on rates, 
and I hope we’re going to be rid 
of some headaches.” 

“The single rate is just a 
dream,” says a radio oldtimer, 
savagely. “Sure it makes sense, 
but you’d have to have a different 
breed of cats in the broadcasting 
business.” 

“‘Where’ll we be five years from 
now?” a financial man in a big 
Texas station asks  plaintively. 
“The way I see it, we’ll have as 
complicated a rate card as the 
newspapers, only we won’t be 
sticking to it.” 


ws Where does rate-cutting begin? 
At the very top, say some broad- 
casters. “How are you supposed to 
hold the line in a market with 
seven tv stations, or 11 radio 
stations, when the networks are 
cutting at the very top?” 

‘“‘What’s the sense of a rate card 
if you don’t honor it?” a veteran 
station representative asks, wear- 
ily. “Rate is the heart of the 
broadcasting problem. If we could 
solve it, if we could firm those 


| cy of the industry is about due for 
|serious and determined exploita- 
| tion. They point to increasing in- 
terest among major advertisers in 
local rates. They point to new 
queries from the biggest broad- 
cast advertising agencies, which are 
pressing for the best price possi- 
ble. 

And they know too well that 
many broadcasters scale down 
their price 


market with a saturation plan. 


/ed to run, “the guy took his rate|local rate and how to get it. But! 


card out and ostentatiously ripped|the radio guys are making a big 


it in half, then in quarters and/|mistake—they’ve opened the door! 


dropped it in the wastebasket.| to a real bargain rush.” 

‘Let’s talk business,’ the station- | 

man said, happily. But the funny| broadcasters who hold the line on 
thing was, the station already/rates. But the plethora of package 
cory very good rate. We’d have/ plans has made it a little diffi- 
| paid it.” 


® The uncertainty about rates 
|puts pressure on agencies. A top- 
|notch agency man, whose agency 
\is a big radio user, explains it 
like this: 


tower of Jell-O. 


= There are broadcasters who 


There are, of course, plenty of) 


| cult to tell a hard-rate station | 
|from one whose rate card is a) 


don’t wheel and deal in price and | 
time. There are broadcasters who | 


65 


effect of the rate slashing on the 
industry. While many broadcast- 
ers have observed with pleasure 
the high prices now being paid for 
stations—as opposed to the dis- 
tress prices of 1950—they are du- 
bious about the effect of the “cap- 
ital gains boys” on the industry. 
“After all,” they say, “one’s ap- 
proach is quite different if one 


|intends to be a fixture in a com- 


munity from what it is if the ob- 
ject is to run up some ratings 
and sell out, making a fast capi- 
tal gain and heading for another 


| “You let the client find out that|don’t contemplate a multi-rate | city.” 


with umnecessary|he can buy radio time cheaper|card. But the experience of the | 
abandon. A couple of years ago an | than we can—say 50% cheaper—|industry is that these are either|are many, and the profits are 
agency man went into a small|and that he can do it in 16 out of extraordinarily well-financed or| generally enough to make the 


20 markets we've said he should| long-established operations. The 


The problems of broadcasting 


broadcasters happy to deal with 


When he disclosed to the station|use, and we look pretty stupid.,.many newcomers in the industry|the problems. But these are the 
owner how many spots he intend-| Naturally, we’re investigating the| seldom worry about the long-term | things they’re talking about. + 


leadership in audience and 


but... 


takes plenty of know-how 


No matter how simple it looks, keeping atop a bongo board is no cinch. And keeping a 
radio station at the top-spot in a major market is a hundred times more difficult. The many 
complex elements which give radio its tremendous selling power are mostly local in nature. 
To blend these elements into an overall program structure that can hold commanding 


in sales-influence, calls for great creative skill on the part of 


station management. Yes, Local Radio Programming is a difficult, exacting job — but in 
most areas at least one station operator has mastered it. In a substantial number of the 
top 100 markets, that station is represented by 


THIS NEW BOOK is helping advertisers 
intensify sales results from Spot Radio, 
through clearer understanding of the 
complex program elements that give cer- 
tain stations their tremendous selling 

er. Price $1 postpaid. Order from 
ohn Blair & Company, 415 Madison Ave., 
New York 17, N. Y. 


JOHN BLAIR & COMPANY 
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‘Iced Tea More Often’... 


| A Technique for Producing IDEAS 


Where do the moneymaking ideas come from—those ideas which make 
success novels, radio and television programs, moving pictures sales 
campaigns and businesses? 


James Webb Young, one of the highest paid idea men in the adver- 

oy business, set-out to answer this question for his students at 

iniversity of Chicago. The result is a a ittle book which you can 
a in an hour but will remember the rest of your life. 


_ In the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by motor 
cars are produced.” 

Enthusiastically endorsed by sales managers, editors, college one 
fessors and students, poets, advertising men, salesmen and busine: 
executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $1.25 postpaid. 
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Tea Council Radio Commercial Heads 
‘Top Ten’ of ‘58 Voted by AA Panel 


Others High on List 
Are Zee Paper Towels, 
Winston, Butter-Nut 


supervisor was Lou Kennedy. 


|@ Taking second place was a 
‘commercial for Zee paper towels, 
| sponsored by the consumer prod- 


| Cucaco, Oct. 23—A radio com- ucts division of Crown Zellerbach 
mercial sponsored by the Tea |Corp., San Francisco, and writ- 
/Council of the U.S., urging “Whyj|ten by Stan Freberg of Freberg 


|don’t you have 
year. 
The commercial, 


'Ace of 15 radio-ty directors 


west, West and South. The agen- 
cy producing the commercial was 
Leo Burnett Co. and the copy 
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WGN-RADIO 


possible cost. Our coverage figures prove that— 


Hottest “shelf” for Chicago shoppers 


i Millions of dollars worth of goods move off Chicago shelves with the help of 
WGN! That’s why top-drawer advertisers buy WGN year after year. And 
that’s why the nation’s smartest time buyers select WGN with confidence. 
Join them—you’ll be in the best of company! New, better-than-ever pro- 
gramming for ’58 is in keeping with WGN’s policy of top quality at the lowest 


WGN REACHES MORE HOMES THAN ANY OTHER CHICAGO MEDIUM! 


WGN-radio 


jadvertising agencies in all sec-|Co., 
|tions of the nation—East, Mid- (coffee. William Esty Co., 


| 


iced tea more |Ltd., who has put the accent on 
often?” has been voted best of the light humor in radio advertising. 


Tied for third place were R. J. 


which is set) | Reynolds Co.’s commercial with 
to catchy music, was voted No. 1|the “Winston tastes good” jingle, 
in a poll taken by ADVERTISING and another musical commercial, 
at |sponsored by Paxton & Gallagher 


its Butter-Nut 
New 
York, is the agency for Winston, 
and the writer for Butter-Nut 
coffee was, again, Mr. Freberg. 


Omaha, for 


= Others landing among the top 
ten radio commercials voted by 
AA’s panel of experts were: 


e Beech-Nut chewing gum (“while 
the flavor lasts’), sponsored by 
the gum and candy division of 
Beech-Nut Life Savers Inc., Port 
Chester, N.Y. 


e Clark gasoline, sponsored by 
Clark Oil & Refining Corp., Mil- 
waukee. 


e Contadina tomato paste (“Who 
put those eight great tomatoes in 
that little bitty can?”) by Conta- 
dina Foods, San Francisco. 


e Dodge, with humor-drama 
featuring the upswept wing, spon- 
sored by Dodge division of Chrys- 
ler Corp. 


e Pepperidge Farm bakery prod- 
ucts, using whimsy and a charac- 
ter named Titus Moody, spon- 
sored by Pepperidge Farms Inc., 
Norwalk, Conn. 


e Newport cigarets—a commer- 
cial that includes whistling of the 
jingle—sponsored by P. Lorillard 
Co., New York. 


= Each member of AA’s panel 
was asked to list on a ballot the 
five radio commercials he consid- 
ered best he had heard this year. 
Votes were tabulated on a point 
system, with the most points go- 
ing to each panelist’s first place 
choice. 

Although there was much 
agreement on the top choices, a 
total of 47 different radio adver- 
tiser’s commercials were men- 
tioned in the poll. And 14 com- 
mercials received two or more 
votes. 

In addition to the top ten, these 
included Calso Water Co.’s Bob 


and Ray commercial for Calso 
water; an American Motor Co. 
humorous, dramatized commer- 


cial for Rambler; an American 
Tobacco Co. commercial (with 
male group singers) for Lucky 
Strike, and a Theo. Hamm Brew- 
ing Co. commercial for Hamm’s 
beer. 

Other well known advertisers 
who received mentions included 
Pepsodent Co. (“You wonder 
where the yellow went’), Chevro- 
let (using a known square dance 
tune with catchy new lyrics), 
Ford, Anheuser-Busch, R. J. 
Reynolds for Camel, and Philip 
Morris for Marlboro. 


= Several panelists commented 
on the top selections and on the 
status of today’s radio writing 
generally. 

Roland Martini, executive tv 
director of Gardner Advertising 
Agency, St. Louis, said: 

“Radio writing has improved 
measurably within the past two 
years, just as interest in radio has 
rebounded. Radio commercials 
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seem now to have more imagina- | 


more off- 
I suspect that 


tion, more ingenuity, 
beat approaches. 


| 


while tv commercial writers are| 


becoming more and more part of 
‘group creativity,’ i.e., art depart- 
ments, producers, etc., the radio 
writer may now have that won- 
derful luxury of dreaming at his 
typewriter. Some of them are ac- 
tually becoming original.” 


= Charles L. Shields, copy direc- 
tor of Liller, Neal, Battle & Lind- 
sey, Atlanta, warned of the haz- 
ards of picking any “ten best”: 
“Often the spots that receive 
the most comment in the trade 
are not the ‘work horse’ type an- 
nouncements that move the 
goods; and, in that the object of 
advertising in any form is sales, 
it is, of course, impossible to 
pick the ‘five top commercials’ 
without benefit of sales figures. 
In reality, the choices made here 
are the spots that seemed to have 
the best ‘memory value,’ or an- 
nouncements that created consid- 
erable comment in our area.” 


® The panelists, in addition to 
Mr. Martini and Mr. Shields, 
included Robert V. Walsh, direc- 
tor of radio and tv, VanSant, Dug- 
dale & Co. Baltimore; J. R. 
Bleasdale, radio and tv director, 
Lewis & Gilman, Philadelphia; 
Jeffrey A. Abel, radio and tv di- 
rector, Henry J. Kaufman & As- 
sociates, Washington; Arthur H. 
Lund, vp and director of radio 
and tv, Campbell-Mithun, Minne- 
apolis; William J. Brewer, radio 
and tv director, Potts-Woodbury, 
Kansas City; Courtenay Moon, vp 
and director of tv and copy, Guild, 
Bascom & Bonfigli, San Francis- 
co; Harmon O. Nelson, vp and 
radio-tv director, Stromberger 
LaVene, McKenzie, Los Angeles; 
Jack Thomas, tv producer, Rip- 
pey, Henderson, Bucknum & 
Co., Denver; and Dan Ryan, di- 
rector of radio and tv commer- 
cials, Tatham-Laird, Chicago. 
Four panelists, from large or 
well known agencies in New York, 
Detroit, Cleveland and Dallas, 
preferred anonymity. + 


Spot Radio Nears 
Sales Peak; Top 
Networks Up 


(Continued from Page 49) 

jor live radio networks going 
through violent upheavals. At 
American Broadcasting Co. new 
president Robert Eastman dropped 
the daytime dramas and revamped 
almost the entire weekday schedule 
with a lineup of “fun” musical 
shows built around a singer, a 
comedian and a couple of disc 
jockeys. Before long ABC’s top 
management, after getting a look 
at the amount of money being 
spent for the live shows, decided 
it wasn’t much fun after all. So 
Mr. Eastman went back to the 
station representative business, 
this time opening his own compa- 
ny, which now handles 14 sta- 
tions. The network dropped the 
live fun shows and cut back to a 
skeletal schedule of 25 hours per 
week. 

Vp Edward DeGray was moved 
up to head the radio operation 
following Mr. Eastman’s exit. He 
gradually has increased the pro- 
gramming week, now up to ap- 
proximately 38 hours. Principal 
revenue producers are the fre- 
quent newscasts, Don McNeil’s 
long-running “Breakfast Club,” a 
Saturday football game and a 
heavy religion lineup. 

Sources within ABC estimate 
its net radio billings for this year 
at $8,500,000; others in the indus- 
try think this is about $3,000,000 
too optimistic, 


Mutual Broadcasting System 
has been sold twice in the last 


|erma, 
over as president of the network. 


Jacobs chairman, took 


couple of years. A group headed| Mr. Guterma has been quoted as 


by art 
Hammer bought this loosely-knit 


net in July, 1957. In September, | 


1958 he sold it to Hal Roach Stu- 
dios, a subsidiary of the Scranton 
Corp., a lace manufacturer. The 
principal owner of Scranton Corp. 
is F. L. Jacobs Co., Detroit manu- 
facturer of automotive parts. 
When Jacobs assumed owner- 


dealer-oilman Armand | saying he hopes to buy the full 


FCC allowable quota of seven tv 
and am stations. 


® MBS, which has been moving 
in that direction for some time, 
now is more of a program service 
operation than a network in the 
traditional fashion. lts main sta- 
ple is news, which is bartered to 


ship of Mutual, Alexander L. Gut-'the station. The stations get to 


sell the news on the hour in ex- 
change for carrying the news on 
the half-hour, which the network 
Sells. In between the news 
throughout the day, the network 
offers taped music and public 
service type shows; some of the 
stations pay a fee for line charges 
on this service. 

The only major portion of the 


Mutual schedule that is currently | 


handled in the traditional busi- 
ness fashion is weekend religious 


programming, which falls in op-| lieved to be costing their parent 


tion time. This is sponsored time 
in the usual pattern, with the 
chain selling the time and then 
compensating the station for car- 
rying the program. 


s By far the greatest effort to 
keep network radio programming 
on a vigorous basis is being exert- 
ed by NBC and CBS. It’s a toss- 
up as to who works harder at the 
job. Their efforts have been suc- 
cessful enough that they are be- 


The growing list of 


MAJOR 
MARKETS 
EQUIPPED FOR 


VIDEOTAPE* 


AS OF OCTOBER 31, 1958 


Baltimore WJZ-TV 
Boston - Cambridge WBZ-TY 


Charleston, S.C. WUSN-TV 


___ Detroit WIBK-TV 


Cleveland 


Dallas - Ft. Worth KRLD-TV 


Market Station 


Atlanta WAGA-TV 


WHDH-TV 
WGBH-TV (edu.) 


Chicago WBKB (TV) 
WGN-TV 
WNBQ (TV) 
KYW-TV 
WIW-TV 


WFAA-TV 
Denver KLZ-TV 


_ 


Los Angeles KABC-TV 


ton - Galveston KGUL-TV 


Flint WIRT (TV) 


KPRC-TV 
ISH-TV 


KCOP (TV) 


bg 


ORI Ta EIR ie ES —KRCATIV) 
F —7) le KTLA (TV) © 
7 | ” a e ee ae 
“ ie, Loujsviie WHAS-TV 
r -~ © = @& — Ss | w& §iBbock, as KDUBTV = | 
bk iS te : KMSP (TV) : 
New Haven - Hartford WNHC-TV ; 
WTIC-TV 
New York - Newark WABC-TV ; 
¥ OS 3g WCBS-TV 3 
Networks WNEW.TY : 
ABC CBs NBC WNTA-TV 
Studios and Others WOR-Ty 
: Elliot, Unger and Elliot, New York WPIX (TV) 
; : Filmways, New York WREA-TY 
Be Guild Films Co., New York  Morfoik  WTAR-TV ce 
“a Telestudias, inc., New York Mobile - Pensacola WEAR-TV i 
nt Tetmini Videotape Services, Inc., N. Y. Panama City (semi-satellite) WIDM (TV). § 
Peer a Videotape Productions of New York, Inc. Philadelphia WFIL-TV ‘ ’ 
i t Yonkers Raceway, New York (closed-circuit) Phoenix KOOL-TV 5 i 
es ; Research Laboratories Pittsburgh KDKATY © : 
as } U.S, Government Portland, Oregon © KGW-TV. <'@ re 
As KOIN-TV 
; Foreign Installations Providence WJAR-TV 
4 : AUSTRALIA Salt Lake City-Provo KLOR-TV 
F ' Amalgamated Television Network, Sydney Raleigh - Durham WRAL-TV 
: CANADA Sacramento - Stockton KCRA-TY 
: P Pape Bdctg. Corp. San Antonio KENS-TV 
ine LAND ; a ay og tae lb eae oa er WOALTV 
ie ae 4 “Assoc. Rediffusion, London — ; aE 
oR San Francisco KPIX (TY? 
és Seine: British Bdctg., London KRON-TV. 
one ” Cintel “KTVU CT) 
biti , Manchester 
or ae Schenectady - Albany - Troy WRGB (TV) 
NHK, Tokyo Seattle-Tacoma KING-TV 
OV, Osaka Syracuse WSYR-TV 
Radio Tokyo TV Elmira (semi-satellite) WSYE-TV 
MEXICO Tampa - St. Petersburg WFLA-TV 
WEST GERMANY Tulsa KOTV- (TV) 


934 CHARTER STREET + REDWOOD CITY - 
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CALIFORNIA 
Offices and Representatives in Principal Cities Throughout The World 
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AMPEX 


CORPORATION 


professional 


products division 
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companies relatively little at this|enough for the local station to| port substantial gains. ny which bears his name, drew O’Connell’s suggestions may even- 
int. make a decent buck out of carry-| Among the major developments applause from the industry with tually make arithmetic problems 
Again billings figures are noting it. in the radio-tv representative | his plan for streamlining the com- less complicated for station men 


available, partly because NBC | The networks report that the/ field this year were (1) the John) plicated rate cards. The gist of his and their customers. 

and CBS can’t agree on whether series of crises in the Far and|Blair companies signed a long-|plan: (1) do away with frequency | 

they should be reported om a net Middle East which dramatically | term renewal with seven ABC ra-|discounts completely, (2) set up|# In recent months broadcasters 
or a gross basis. However, indus- | pointed up the importance of fast,'dio and tv stations, (2) Westing- a flat rate for every time segment! have been suffering—and perhaps 
try sources indicate that these|on-the-spot mews coverage has house decided to set up a subsidi- from one-minute to a half-hour, a bit more acutely than usual— 
two companies are probably bill-| helped to stabilize the affiliate ary to handle spot business for its (3) offer announcement packages | from one of their perennial sourc- 


ing on a net basis—that is dis- picture. five tv and six radio stations effec- of from five to 50 spots weekly at'es of pain: national vs. local rat- 
counting the discounts te adver- tive July 1, 1959. a specific figure, (4) set the scale itis. The recession and gossip 
tisers—about $41,000,000 between ® Local business, as gauged by for 20- and 30-second spots at 75% | about good deals have helped to 


them. They are close in sponsored| RAB's traveling representatives,|# Many stations and representa- of the applicable minute rate, with put the squeeze on stations. 
hours sold, but CBS gets an edge was lively. “It has quadrupled in| tives were looking for a way to eight- and 10-second spots at 50% Almost every week there are 
in the take because of somewhat the last 12 years,” Kevin Swee- simplify the rate card Alice in of the minute cost and (5) make it reports of another big national 
higher rates. /ney, president of the bureau, de-| Wonderland maze. As Robert H. possible for multiple product ad-j| advertiser and/or his agency who 

clared (AA, May 5). Most of the) Teter, radio vp of Peters, Griffin,| vertisers to combine their billings|is out trying to buy radio at the 
® Like ABC and Mutual, NBC (growth, he said, has come “with-| Woodward, said: “You need either|to qualify for a more favorable local rate. Sometimes there is a 
and CBS go in heavily for news out cutting into newspapers.” This|a calculator or an opera glass to| package rate. straightforward request for a lo- 
and news-in-depth coverage. But) year the local business curves| figure them out.” | Tested on KVLC, Little Rock,|cal rate, especially if a competi- 
they also offer a varied diet in an have leveled off or dipped slightly | Richard O’Connell, president of | and on the regional hookup of the tor is already said to be getting in 
effort to appeal to a wider range |for some stations; but others re- | the station representative compa-| Lobster Network in Maine, Mr. at the cheaper rate; in other cas- 
of sponsors and listeners. Aside 
from news, NBC’s biggest revenue | 
producer is “Monitor,” the week-. 
end something-for-everybody | 
show that dates back to the days) 
of Pat Weaver. “Nightline,” which | 
is a sort of a weeknight “Monitor” 
with only one communicator on 
hand, also is pitching hard. The 
schedule has been sparked with 
five-minute bits featuring such 
names as Bob Hope, George Go- 
bel, Bob & Ray, Fibber McGee 
and Molly and Ed Gardner. 

CBS Radio continues to offer the 
favorite spot on the dial for soap | -~ s 4 
opera lovers, though NBC has a’ Res. £ 
few, too. It’s also a good bet for | 


people who like music and per-| PROOF OF ACC PTANCE From Very Latest Nielsen 


sonality shows, with Arthur God-.| 
frey, Robert Q. Lewis, Rusty | 
Draper, Mitch Miller and Amos) 
’‘n’ Andy (they play records now) 


ee fx 


a 


between the jokes) more or less 
CBS has been holding out 

against selling “spots,” unlike 

some of the other networks, which 

have sold their time in tiny pieces 

of six, ten or 30 seconds. Colum-. 

bia’s minimum possible buy had 

been a five-minute segment. This 

year CBS edged a little nearer to 

four-network Pepsi-Cola cam- of 

paign, the minimum was halved. 

Pepsi bought a two-and-oene-half 

minute unit in which the 30-second 

“be sociable” jingle was inserted. 

® There was a flurry of automo- 

tive business this fall from Gen- 

Studebaker-Packard Corp. The ie - 

fast-moving Rambler has been 

highly vocal on the radio for some | 

time. 

their first big try at network ra- 

dio this year include American 

Rayon Corp., Midas Mufflers, Mo- 

gen David Wine Corp., Parker 

Bros. (games), Dunlop Tire & co 

Rubber Co. and A. M. Karagheu- 

sian Inc., rug manufacturer. 
Back after what seemed like a a ra & 

least, are Pabst Brewing Co., 

American Tobacco Co. Lewis iM 

Howe Co, and General Mills. RAB q ite 

reports that the networks are i 


falling into this category. 
the pack. To get its share of a huge 
eral Motors, Chrysler, Ford and 
Companies said to be having 
lengthy absence, to the sellers at 
making the most headway with T ¥ 
drug, motor and tobacco compa- HAT “Sp a 


nies (see Page 72 for top network \ 
spenders). NOT '’ Nielsen Station Index for July-August 1958 Also Shows: 
= Affiliate relations are still a ALL! *During the Day... 
source of headaches. No big block ‘ WCCO Radio has more listeners than all other Twin Cities 
has deserted since the Westing- ‘ > stations combined! A 50.4°% share of audience with 51,900 families for the 
house radio group went independ- oo average daytime quarter-hour. 
ent in mid-1956, but there is still % ‘ * nd (Station total, 6 AM — 6 PM, Mon - Fri.) 
a turnover of stations as they se f ' — 7 poor : . Gees <! 
weigh the possibility of making : 4 mong ults ... 
more money as independents. And oa WCCO Radio is the solid leader with a 56.9°% share of the 
there is a struggle to get proper — adult audience. Nearly one-third more than all other stations combined! 
clearance from affiliates. (Station total, 6 AM — Midnight, Mon.-Fri.) 
Some stations take the attitude *im the Metro Area... 


that they can hook into the net- 
work when they feel like it for 
news, special events and person- 
alities of local interest. Such pro- 
grams as a band show, they’ll 
handle later on a delayed basis— 
say around midnight or so. Sta- 
tion men who behave in such a 
cavalier fashion defend them- 
selves by saying that the net- 
works’ time isn’t priced high 


WCCO Radio shows its overwhelming dominance with 
391 quarter-hour wins. Four times more than all other stations combined! 
(Metro area, 6 AM — Midnight, 7-day week) 
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es there is an effort to disguise|competition are becoming more} 
the business as local business by clearly drawn. 
placement through a dealer, etc. | For purposes of simplification, 
Many segments of the industry |the principal factions are the so- 
are making a strong effort to keep|called “modern” stations (as 
the rate lines intact. The Tod|Adam Young calls them), juke- 
Storz stations set up a definition! box operators (as NBC’s Joe Cul- 
of specifications to clarify who)|ligan calls them) or formula sta- 
could qualify for local or retail|/tions (as some competitors call | 
rates. The Station Representa- them) and the old-line, tradition-| 
tives Assn. is compiling a list of | al service-type station. 
stations with a dual rate struc-| The first group of stations is 
ture. Representatives are hope- generally, though not always, in- 
fully trying to convince stations| dependent. The leaders in this 
that the easiest way out of this category are frequently part of a 
dilemma is to switch to a single group lineup owned by such rela- 
rate. 'tive newcomers to the fraternity 
| as Storz, Starr, McClendon, Bar- 
s A huge number of stations— tell, Plough, etc. 
3,281 am outlets at last count— 
must compete for the available|#" When they take over a new 
business. The battle lines in this! station, they bulldoze into town. 


Trend Toward Independence |In one market the opening blast 


of U. S. Radio Stations came with 24 hours of a “Purple 
People Eater” record played over 
Source: ‘and over. And thousands of peo- 
Radio Advertising Bureau ple called up the station to find| 
Total AM Indepen- Network |Out what was going on; the sta- 

Year Stations dents Affiliates | tion told them. 
1953 2,391 981 1,410 They specialize in contests, give- | 
1954 2,521 1,146 1,375 aways and talk-making stunts. A 
1955 2,649 1,320 1,329 Memphis station buried a man 
1956 2,804 1,510 1,294 alive under several feet of con- 
1957 3,008 1,767 1,241 crete “sod.” Later this gimmick 
1957* 3,080 1,894 1,186 was repeated in Denver. A far west 
19587 3,101 2,005 1,096 | Station sent two disc jockeys to the | 
*Aug. 1. Previous years are as of Jan. 1. | top of a tower to stay there until 
tSept. 25 | they hit a top rating. (They had to 


come down a failure.) These mad 
Note: Keystone Broadcasting System, a| promotions, to hear the competition 
transcription network with 1,041 stations,|tell it, reach their peak during 
does not figure in the compilation. Only the |rating periods. As a result there 
affiliates of the four live networks are|}has been a constant barrage of 
included in the network affiliates column. |rating rigging charges and coun- 


has more 
the next five 


e St. Pau 


*Nothing sells like acceptance... 


wcco Radio 


MINNEAPOLIS e ST. PAUL 
The Northwest’s Only 50,000-Watt 1-A Clear Channel Station 
Represented by CBS Radio Spot Sales 


+ Nielsen Station Index, July-Aug., 1958 / Station Total, 6:00 AM-Midnight, 7-day week. 
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tercharges, with almost everybody 
accusing almost everybody else of 
trying to do everything legally 
possible to come up with a high 
rating. 

| Competitors plant the thought 
| that the razzle-dazzle “top 40” op- 
erators are not really fulfilling 
\their public service obligations te 
|the community. The music and 
|news boys counter that they han- 
idle public service just as they 
would their most prized client— 
and who could ask for more? They 
put the spots for the Red Cross, 
the Community Chest, etc., in 
with the top-rated music shows. 
“Isn’t that more of a legitimate 
public service than putting on a 
dull special show that nobody will 
listen to?” asked the head of the 
Starr stations. 


® As for the old line stations, 
they are to be sure right in there 
fighting. (It’s hard to know what 
to call these stations, but among 
them are some of the country’s 
highest-powered stations and in 
general they have been in the 
business a long, long time and are 
less given to radical changes.) 
They seem to resent the scene- 
stealing ability of the uninhibited 
newcomers, and they quietly leave 
the impression that they are doing 
much better than the loud publicity 
of their competitors would indi- 
cate. 

This group of stations is attempt- 
ing to jive up their programs—you 
can probably hear the hit records 
on most of them, too, some time 
during the day—and to find out 
what it really is that people like 
to listen to these days. Many of 
them remain loyal to the networks 
despite the fact that their repre- 
sentatives say it doesn’t pay off 
in dollars and cents—but they con- 
sider network public service and 
news shows to be very important. 

It is impossible to generalize 
about who is ahead in the strug- 
gle for radio leadership. A Pulse 
analysis in a few key markets 
would seem to indicate that the 
moderns usually do pretty well in 
the ratings. When they are new 
in town, they roll over the com- 
petition, but whether or not this 
dominance lasts varies from mar- 
ket to market. A formula that 
catches on in one city doesn’t nec- 
essarily go in another. 


= Some segments of the industry 
believe that some of the most 
flamboyant of the modernists, and 


JUST DARE SIGANIDD 
AND WHS COUCH 


voice and vision 
of NBC in 
South Bend - Elkhart 


call Petry today! 


BERNIE BARTH & TOM HAMILTON 
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perhaps other newcomers to the|have moved in to fight the for- 


ranks, are merely passing through; mula stations 


in some markets, 


the radio business. These com- | and for the most part, quite suc- 


panies, say the oldtimers, buy a/ cessfully. Hence the 


station, build it up, sell it at a/| them. 
good price and then move on to 


interest in 


One of the country’s most pow- 


razzle-dazzle the populace in a| erful representatives, Edward Pet- 
new territory. These companies,|ry & Co., has put together a bro- 
so it is said, are using radio strict-|chure analyzing the Westinghouse 
ly as an investment and do not| technique. Petry, which has no 
intend to become permanent mem- | Westinghouse stations on its list, 


bers of any particular community. 


has passed the brochure along to its 


There has been in recent years | stations to indicate how one com- 
a heavy turnover in station own- | pany has succeeded in making an 
ership, but with properties of all| impact on the community. 

| 


types changing hands. 


|= The booklet notes that West- 


® The operation of the Westing-|inghouse (1) programs a bal- 
house stations since they went) anced music diet, not overempha- 
independent has been carefully sizing the top 40 tunes but not 
watched by the industry. They' ignoring them either, (2) features 


Thaddeus sees Red 


and covers the 11th largest TV 
market with one station! 


Rhode Island Red impresses on time buyer Thaddeus O. 
Thistlethwaite the fact that WJAR-TV’s primary cov- 
erage area includes, not just Providence but all south- 


eastern New 


England, including Boston, Fall River, 


New Bedford, Worcester! Call your Petry man and let 
him show you © ny how much extra coverage you get 


with WJAR-T 


in the Providence market! 


In the Providence market 


.WJAR-TY 


is cock-of-the-walk 
in station coverage! 


Channel 10 + Providence,R.!. » NBC+*ABC «+ Represented by Edward Petry & Co., Ina 
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(Listing is based on the 


1. Bristol-Myers Co. 


16. American Motors Corp. 
RAB Estimate—Dollar 


Top Network Radio Spenders 
2nd Quarter, 1958 


time bought by network radio advertisers during sec- 
ond quarter 1958. Excludes religious broadcast time.) 


17. Lewis Howe Co. 


2. Ford Motor Co. 18. Hertz Corp. 

3. General Motors Co. 19. American Optical Co. 

4. International Parts Corp. 20. Liggett & Myers Tobacco Co. 
5. R. J. Reynolds Tobacco Co. 21. *Lever Brothers 

6. Brown & Williamson Tobacco Corp. 21. *Carter Products Inc. 

7. General Mills 22. Reader's Digest Assn. 

8. William Wrigley Jr. Co. 23. Miles Laboratories 

9. Pabst Brewing Co. 24. General Foods Corp. 

10. Plough Inc. 25. A. E. Staley Mfg. Co. 

11. Ex-Lox 26. Quaker State Oil Refining Corp. 
12. California Packing Co. 27. Dumas Milner Corp. 

13. Colgate-Palmolive Co. 28. *Beech-Nut Life Savers 

14. Hudson Vitamin Products, Inc. 28. *Swift & Co. 

15. AFL-CIO *Ties. 


amount of commercial 


figures ao! available 


spots in second quarter of 1958. 


1 R. J. Reynolds Tobacco Co. 
2 *Ford Motor Co. 

3 American Tobacco Co. 

4 Lever Bros. Co. 

5 Best Foods Inc. 

6 General Motors Corp. 

7 *Sterling Drug Co. 

8 Colgate-Palmolive Co. 

9 Texas Co. 

10 Liggett & Myers Tobacco Co. 
11 Sinclair Refining Co. 

12 *Anheuser-Busch Inc. 

13 Penick & Ford Ltd. 

14 American Home Products Corp. 
15 Foster-Milburn Co. 


Brewing Co. 


Top Spot Radio Spenders 


Source: Radio Advertising Bureau 
(Estimate is based on total time purchased for shows and 


* Also in the list of 20 spot radio program buyers. Others in that list: Lucky 
Lager Brewing Co., Shell Oil Co., Fruit Industries, Scandinavian Airlines System, 
International Union of Electrical Workers, United Auto Workers, Esso Standard 
Oil Co., Kiplinger Washington Editors, Massey-Ferguson Industrial division, Tidy 
House Products Co., Metropolitan Life Insurance, Stewart-Warner Co., Standard 
Oil Co., International Nickle Co., White Town Management Corp. and Pearl 


Dollar figures not available.) 


16 Bristol-Myers Co. 

17 *Shell Oil Co. 

18 Continental Baking Co. 
19 General Foods Corp. 
20 Beech-Nut Life Savers 
21 Standard Brands Inc. 
22 Sun Oil Co. 

23 Cities Service Co. 

24 Carling Brewing Co. 
25 Continental Oil Co. 
26 Plough, Inc. 

27 Procter & Gamble Co. 
28 Eskimo Pie Corp. 

29 *Ralston-Purina Co. 
30 Tetley Tea Co. 


personalities with strong local ap- 
peal, (3) tries to develop an iden- 
tifiable sound and (4) does all of 
this with an aura of public serv- 


| ice. 

|@ The most healthy by-product of 
‘the acute rivalry in radio—both 
|on a local and national level—is 
the ingenuity with which the 
broadcasters are covering news 
and special events. Stations are 
out to beat the local papers on the 
hot stories; the radio networks | 
are dishing up more analysis and| 
documentaries. As a result every- 


body gains and news is one of 
the best-selling items in radio. 


= Commercials for the most part 
are easier to listen to. “If we had 
‘dud avocado’ commercials _in- 
stead of the bright and imagina- 
tive ones we have today, we 
might not be doing so well in spot 
radio,” commented RAB’s Miles 
David. 

Mr. David, who is not exactly 
unbiased on the subject, finds the 
current batch of commercials (1) 
more stimulating and interesting, 
(2) communicating more depth 
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and (3) better able to hold the 
listener. 

He sees radio sell as having 
moved away from the corny and 
contrived toward the carefree. 

A listener, of course, still finds 
a good deal of loud hard-sell as 
witness L&M cigarets’ blasting 
“they said it couldn’t be done” 
spots. 

But Mr. David has a point. Lis- 
ten—if you haven’t—to the Ram- 
bler bashful salesman, the General 
Motors Acceptance Corp. inter- 
views, Stan Freberg’s zany pitches 
for Zee tissues, or Tetley tea’s 
troubles with those tiny little tea 
leaves. # 


Color TV Growth 
Is Slow: Bucks 
Cost Problems 


(Continued from Page 49) 
public see his commercial in b&w. 
That total of 320,000 color sets in 
use compares with 47,229,000 total 
b&w and color sets in use. 

Murray Pattinson, executive di- 
rector of the commercial produc- 
tion department of J. Walter 
Thompson, told AA: 

“We have made very few color 
commercials. The major problem 
is price. It costs 35 or 40% more 
to produce a color commercial, 
and there just aren’t enough color 
sets available to justify the added 
cost.” 


s Edward Maroney, who heads 
radio and tv at McCann-Erickson, 
reported that the agency has not 
used color “as much as we'd like 
to.” He added that the agency did 
a color spectacular for Swift & Co. 
last year “but most people saw it 
in black and white. 

“If you produce a show that’s 
going to be seen by 50,000,000 
viewers, it’s nice for the client to 
see it in color—he gets a big kick 
out of it—but how many others see 
it in color?” 

Mr. Maroney conceded that color 
is still tricky to work with and 
requires knowledge and exper- 
ience. He said there can be “alarm- 
ing differences” in the color of the 
same object shown on the screen as 
you switch from one camera to 
another. There can be a momen- 
tary lag, he observed, as each cam- 
era going into use is adjusted. 


s As for working with color, 
JWT’s Mr. Pattinson commented: | 
“To the extent that we can control | 
color, we have been able to color 
correct for good pictures of the} 
product package.” 

But a big headache, he said, is| 
the people with color sets: “They | 
don’t know how to use them. Ev-| 
eryone I know who has a color set 
gets lousy color. Yet, the sets at| 
the station receive beautifully. 

“It’s partly a matter of educating 
the public to adjust their color sets 
properly and to keep them in ex-| 
cellent condition.” 


® Robert Tunison, manager of the 
tv creative section of Leo Burnett! 
Co., who works with film com- 
mercials, said that the agency had 
experimented extensively with 
color film several years ago at 
agency cost, and that although 
much had been learned, not much 
of it has been put to use yet. 

“It is hardly desirable to recom- 
mend color to a client, at the add- 
ed cost, if the commercial is going 
to have broad use—since it may be 
used only once in color but many | 
times in black and white.” 

Hal Smith, program promotion | 
and merchandising manager of 
Needham, Louis & Brorby and| 
former promoter with NBC, said | 
that he used to think it was the) 
price of color sets, and the up- 
keep, that prevented faster growth | 
of color. “But now I’m not so sure | 
that it’s that factor alone, at} 
least,” he observed. “After all, the| 
American people are something 


special. If they really want some- 
thing, they find a way to go out 


and buy it.” More likely, he be- | 
lieved, a combination of factors is 


slowing color. 


a While advertisers and agencies 
appeared to be waiting inthe 
wings until the public buys more 
color sets, the networks, too, have 
been holding back. Only last month 
it was learned that CBS, which 
ran four hours a week of color- 
casting in 1956 and dropped to 
a good deal less last year, plans 
no tinting of regular shows this 
season (AA, Sept. 15). One spec- 
tacular and several Lowell Thomas 
shows were the only color pro- 
grams booked. CBS was once the 
chief color booster until its non- 
compatible system 


compatible colorcasting. 
ABC’s stand has continued to 
be that it will offer color shows| 


work color booster. 
its 1958-59 plans as the “most 
extensive lineup of regular color 
television programming” in NBC 
history, for am average of two 
hours daily, in addition to various 
specials. Last year the network 
also started with two hours of 
color daily but cut back an hour 
last January. 


® Even before CBS’s color cut- 


back, 


| 


|gusa, president of Admiral Corp., 
addressing the company’s annual | 
electronic convention, said that| 
when there is a real audience de-|set manufacturers 
mand for them. Until now the) spending huge sums to bring the| now on the air. # 
net has no colorcasting equipment.| wonder of color tv to the Ameri- 
That left NBC as the lone net-/| can people (AA, June 16). 
It heralded | 


“have been 


“However, the money-hungry, 
profit-hungry tv networks have 
refused to make any really seri- 
ous effort toward heavy color 
programming. NBC stands almost 
alone and its color programming 
shows up more in publicity than 
in actuality.” 

But if Alphonse was waiting 
for Gaston among the advertisers, 
agencies, networks and set-buying 
public, the stations in the land 


a set manufacturer had continued to add color equipment 


‘blasted the networks for dragging | at a steady pace. A count by AA 


lost out to| their heels on color. Ross D. Sira-| showed a total of 322 stations in| 


73 


the U. S. now broadcasting either 
network or local color, or both. 
This was a solid majority of 


slightly more than 500 tv stations 


“Best attended event in the field" 


7th ADVERTISING 
ESSENTIALS 
SHOW 


BILTMORE HOTEL, NEW YORK 
March 30, 31, April ist, 1959 


Average annual registration 9,655 
For space availabilities write— 
Peter A. Brown, Director 
ADVERTISING TRADES INSTITUTE 
135 E. 39 St. NYC LE 2-9921 
P.S.—1959 Directo had Major Buyers 
N.Y. area out soon. $35 incl. supplements. 
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322 TV Stations | 
Present Color 
Broadcasts 


At least 322 television stations in 
the U. S. now have color facilities, 
a compilation by Advertising Age 
shows. The list of stations follows 
below. Unless otherwise noted, sta- | 
tions listed offer both network and | 
local color broadcasts. | 


(nm) denotes network color only. 
(1) denotes local color only. 


Alabama 
WABT, Birmingham 
WBRC-TV, Birmingham (n) 
WTVY, Dothan (1) 
WALA-TV, Mobile (n) 
WKRG-TV, Mobile (n) 
WCOV-TV, Montgomery (n) 
WSFA-TV, Montgomery (n) 


Alaska 


Arizona 
KVAR, Mesa (Phoenix) (n) 
KOOL-TV, Phoenix 


KIVA, Yuma (1) 


Arkansas 
KFSA-TV, Fort Smith (n) 
KARK-TV, Little Rock (n) 
KTHY, Little Rock (n) 
KATV, Pine Bluff (nm) 


California 
KEPO-TV, Bakersfield (n) 
KHSL-TV, Chico (n) 
KIEM-TV, Eureka (n) 
KFRE-TV, Fresno (n) 
KJEO, Fresno 
KMJ-TV, Los Angeles (n) 
KNXT, Los Angeles 
KRCA, Los Angeles 
KTLA, Los Angeles (1) 
KVIP-TV, Redding (n) 
KBET-TV, Sacramento 
KCRA-TV, Sacramento 
KSBW-TV, Salinas (n) 
KFMB-TV, San Diego (n) 
KFSD-TV, San Diego 
KPIX, San Francisco-Oakland 
KRON-TV, San Francisco-Oakland 
KTVU, San Francisco, Oakland (n) 


Colorado 
KLZ-TV, Denver (n) 
KOA-TV, Denver (n) 


Connecticut 
WHCT, Hartford (n) 
WNEBC, New Britain (n) 
WNHC-TV, New Haven 


Delaware 
None 


District of Columbia 
WRC-TV, Washington (n) 
WTOP-TV, Washington 
WTTG, Washington (1) 


Florida 
WESH-TV, Daytona Beach 
WFGA-TV, Jacksonville 
WMBR-TV, Jacksonville (n) 
WCKT, Miami 
WPST-TV, Miami (n) 
WTVJ, Miami 
WDBO-TV, Orlando (n) 
WEAR-TV, Pensacola (n) 
WFELA-TV, Tampa ; 
WTVT, Tampa 
WPTV, West Palm Beach (n) | 


ONLY LAN D 
IMPROVEMENT 


covers the $1 billion conservation 
and watershed a market. 
See BPR&D, Sec. 


IRRIGATION ‘DEALER 
& WELL DRILLER 
10,000 who sell irrigation equip- 

ment. See BPR&D, Sec. 41. 
IRRIGATION FARMER 
10.000 yee See CM&Parm- 

PR&D., . 10. 


Agricultural Press 
4710 N. 16th St. Phoenix, 


» Aris. 


Georgia 


WALB-TV, Albany (n) 
WAGA-TV, Atlante 


| WSB-TV, Atlanta 


W§JBF, Augusto 
WRBL-TV, Columbus (n) 
WTVM, Columbus (n) 
WMALZ-TV, Macon (n) 
WSAV.-TV, Savannah (n) 
WTOC-TV, Savannah (n) 
WCTV, Thomasville (n) 


Idaho 
KIDO-TV, Boise (n) 


| Illinois 

| WCIA, Champaign (n) 

WBBM-TV, Chicago (n) 

| WGN-TV, Chicago 

| WNBQ, Chicago 

WEEK-TV, Peoria (n) 

WMBD-TV, Peoria (n) 

WTVH, Peoria (n) 

WGEM-TV, Quincy (Hannibal, Mo.) 

WREX-TV, Rockford 

WTVO, Rockford (n) 

WHEBF-TV, Rock Island (Davenport, 
Moline) (n) 

WICS, Springfield (n) 


Indiana 
WITTV, Bloomington (n) 
WFIE-TV, Evansville (n) 
WTVW, Evansville 
WANE-TV, Fort Wayne (n) 
WKJG-TV, Fort Wayne (n) 
WFBM-TV, Indianapolis 
WISH-TV, Indianapolis 
WLWI, Indianapolis 
WFAM-TV, Lafayette (n) 
WLBC-TV, Muncie (n) 
WNDU-TV, South Bend (Elkhart) (n) 
WSBT-TV, South Bend (Elkhart) (n) 
WTHI-TV, Terre Haute (n) 
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lowa 
WOIL-TV, Ames (n) 


WMT-TV, Cedar Rapids (n) 


WOC-TV, Davenport (Moline, Rock 


Island) (n) 
KRNT-TV, Des Moines (n) 
| WHO-TV, Des Moines 
| KGLO-TV, Mason City (n) 
| KTIV, Sioux City (n) 
KVTV, Sioux City (n) 
KWWL-TV, Waterloo 


Kansas 


KCKT, Great Bend (n) 


ee 
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KTVH, Hutchinson (Wichita) (n) 
} KOAM-TV, Pittsburg (n) 
WIBW-TV, Topeka (n) 
KAKE, Wichita (Hutchinson) (n) 
KARD, Wichita (Hutchinson) 


Kentucky 
WEHT, Henderson (Evansville, Ind.) (n) 
WLEX-TV, Lexington (n) 
WAVE-TV, Louisville (n) 
WHAS-TV, Louisville (n) 
WPSD-TV, Paducah (n) 


Louisiana 
WBRZ, Baton Rouge (n) 


WLFY-TV, Lafayette (n) 
KNOE-TV, Monroe (n) 
WDSU-TV, New Orleans 
WWL-TV, New Orleans 
KSLA-TV, Shreveport 
KTBS-TV, Shreveport 


Maine 
WABI, Bangor (n) 
WCSH-TV, Portland (n) 
WGAN-TV, Portland (n) 
WAGM, Presque Isle (n) 


Maryland 
WBAL-TV, Baltimore 


WMAR-TV, Baltimore 
WBOC.-TV, Salisbury (n) 


Massachusetts 
WHDH-TV, Boston 
WMUR-TV, Boston (n) 
WNAC-TV, Boston (n) 
WHYN-TV, Springfield (n) 
WWIP, Springfield 


Michigan 
WNEM-TV, Bay City (Midland, Flint, 
Saginaw) 
WJBK-TV, Detroit 
WW4J-TV, Detroit 


WOOD-TV, Grand Rapids (n) 

WKZO.-TV, Kalamazoo 

WJIM-TV, Lansing (n) 

WKNX-TV, Saginaw (Bay City, Midland) (n) 
WPBN-TV, Traverse City (n) 


Minnesota 
KDAL-TV, Duluth (Superior, Wis.) (n) 
KMSP-TV, Minneapolis-St. Paul (n) 
KSTP-TV, Minneapolis-St. Paul 
KTCA-TV, Minneapolis-St. Paul (1) 
WCCO-TV, Minneapolis-St. Paul 
WROC-TV, Rochester (n) 


Mississippi 
WDAM-TV, Hattiesburg (n) 
WIJTV, Jacksen (n) 
WLBT, Jecksen (n) 
WTOK-TV, Meridien (n) 
WTWY, Tupele (n) 


Misseuri 
KFVS-TV, Cape Girardeau (n) 
KHQA-TV, Hannibal (Quincy, Ill.) (n) 
KODE-TV, Joplin (n) 
KCMO-TV, Kansas City 
KMBC-TV, Kansas City (n) 
WDAF-TV, Kansas City 
KMOX-TV, St. Louis (n) 
KSD-TV, St. Louis 
KTTS-TV, Springfield (n) 
KYTV, Springfield 


Montana 
Nene 


Nebraska 
KHAS-TV, Hastings (n) 
KHOL-TV, Kearney (Holdredge) (n) 
KMTV, Omaha 
WOW.-TV, Omaha (n) 


Nevada 
KLRJ-TV, Henderson (Las Vegas) (n) 


New Hampshire 


None 


New Jersey 
None 


New Mexico 
KGGM.-TV, Albuquerque (n) 
KOB-TV, Albuquerque (n) 
KSWS-TV, Roswell (n) 


New York 
WINR-TV, Binghamton (n) 
WBEN-TV, Buffalo 
WBUF, Buffalo (n) 
WGR-TV, Buffalo (n) 
WPTZ, Lake Placid (Plattsburgh) (n) 
WABD-TV, New York 
WCBS-TV, New York 
WPIX, New York (n) 
WRCA-TV, New York 
WHEC-TV, Rochester (n) 
WROQC.-TV, Rochester (n) 
WVET-TV, Rochester 
WRGB, Schenectady (Albany, Troy) 
WHEN-TV, Syracuse (n) 
WSYR-TV, Syracuse 
WKTV, Utica 
WTEN, Vail Mills (Albany) (n) 


North Carolina 
WLOS-TV, Asheville (n) 
WBTV, Charlotte 
WSOC-TV, Charlotte (n) 
WTVP, Durham (n) 
WFMY-TV, Greensboro 
WNCT, Greenville (n) 
WRAL-TV, Raleigh 
WITN, Washington (n) 
WECT, Wilmington (n) 
WSJS, Winston-Salem (n) 
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If you want to sell more Pe: anil go where every page is full 
of ideas that sell: Better Homes & Gardens, the family idea 
magazine. You'll find a world of ideas that directly or indirectly sell 
insurance. As insurance prospects, Better Homes & Gardens readers 
are far, far above average. Over 40% are males. You reach 
husbands and wives as a team, because BH&G is written and edited 
to attract dual interest, stir up dual action. 


amperes |c(ict LOIS Ea 


North Dakota 
KBMD-TV, Bismarck (n) 
KFYR-TV, Bismerck (n) 
WDAY-TV, Fargo (n) 
KNOX-TV, Grand Forks (n) 
KXJB-TV, Valley City 


Ohio 
WCPO-TV, Cincinnati (n) 
WKRC-TV, Cincinnati (n) 
WLWT, Cincinnati 
KYW-TV, Cleveland (n) 
WEWS, Cleveland 
WJIW-TV, Cleveland 
WBNS-TV, Columbus (n) 
WLWC, Columbus (n) 
WHIO-TV, Dayton (n) 
WLWD, Dayton (n) 
WIMA-TV, Lima (n) 
WSTV-TV, Steubenville (Wheeling, 

W. Va.) (n) 

WSPD-TV, Toledo (n) 
WFMJ-TV, Youngstown (n) 
WKBN-TV, Youngstown (n) 


Oklahoma 
KIEN, Ada (n) 
KVSO-TV, Ardmore (n) 
KWTV, Oklahoma City (n) 


“For instant results, we 
select WLW TV and Radio 
Stations time after time to 
ome the business 


ino } 
bring 


for NESCAFE.’ 


“The Crosley Group always 


measures up a cupful of mighty 


flavorful returns for advertisers.” 


‘From programs to 
promotion, the WLW TV-Radio 
Stations are brimming over 
with just what the ad 


men order!" 


“Warm it up?” 


Call your WLW Stations Representative . . . you'll be glad you did! 


Cincinnaty Columbus Dayton: Atlanta 


Pe, PLS, 


eee ones 


wet 
Indianapolis 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division of Avco 


Interview: Wl... pore 


Bryan Houston, Inc. Vice President and TV-Radio Director, William B. Templeton, 
tells why he selects WLW TV-Radio Stations for NESCAFE Instant Coffee 


att ae in Seals 
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WKY-TV, Oklahoma City 
KOTV, Tulsa (n) 
KVOV.-TV, Tulsa 


KVAL-TV, Eugene (n) 
KBES-TV, Medford (n) 
KGW-TV, Portland 
KOIN-TV, Portland (n) 
KPTV, Portland (1) 


Pennsylvania 
WFBG-TV, Altoona (n) 
WICU-TV, Erie (mn) 
WHP-TV, Harrisburg (n) 
WTPA, Harrisburg (n) 
WJAC-TV, Johnstown 
WGAL-TV, Lancaster (Harrisburg, York) 
WLBR-TV, Lebanon (n) 
WKST-TV, New Castle (n) 
WCAU.-TV, Philadelphia 
WFIL-TV, Philadelphia 
WRCV-TV, Philadelphia 
KDKA-TV, Pittsburgh (n) 
WIIC, Pittsburgh (n) 
WDAU-TV, Scranton (n) 
WNEP-TV, Scranton (n) 
WBRE-TV, Wilkes-Barre 


Rhode Island 
WJAR-TV, Providence (n) 
WPRO-TV, Providence (n) 


South Carolina 
WAIM-TV, Anderson (n) 
WCSC-TV, Charleston (n) 
WUSN-TV, Charleston (n) 
WIS-TV, Columbia (n) 
WNOK-TV, Columbia (n) 
WBTW, Florence (n) 

WFBC-TV, Greenville (n) 
WSPA-TV, Spartanburg (n) 


South Dakota 
None 


Tennessee 
WDEF-TV, Chattanooga (n) 
WRGP-TV, Chattanooga (n) 
WATE-TV, Knoxville (n) 
WBIR-TV, Knoxville (n) 
WTVK, Knoxville (n) 
WMCT, Memphis (n) 
WLAC-TV, Nashville (n) 
WSM-TV, Nashville (n) 


Texas 
KGNC-TV, Amarillo (n) 
KTBC-TV, Austin (n) 
KFBM-TV, Beaumont (n) 
KRIS-TV, Corpus Christi 
KRLD-TV, Dallas 
WFAA-TV, Dallas 
KROD-TV, El Paso (n) 
KTSM-TV, El Paso (n) 
WBAP-TV, Ft. Worth 
| KGUL-TV, Houston (n) 
KPRC-TV, Houston 
KTRK, Houston 
| LCBD-TV, Lubbock (n) 
| KDUB-TV, Lubbock 
KMID-TV, Midland (n) 
KPAC-TV, Port Arthur (Beaumont) (n) 
KENS-TV, San Antonio (n) 
WOAI-TV, San Antonio 
KCEN-TV, Temple (Waco) (n) 
KCMC-TV, Texarkana (Texarkana, Ark.) (n) 
KLTV, Tyler (n) 
KWTX-TV, Waco (Temple) (n) 
KFDX-TV, Wichita Falls 
KSYD-TV, Wichita Falls (n) 


Utah 
KSL-TV, Salt Lake City (n) 
KTVT, Salt Lake City 


Vermont 
None 


Virginia 
WCYB-TV, Bristol 
WSVA-TV, Harrisonburg (n) 
WTAR-TV, Norfolk 
WTOV-TV, Norfolk (1) 
WVEC-TV, Norfolk (n) 
WXEX-TV, Petersburg 
WAVY-TV, Portsmouth 
WRVA-TV, Richmond 
WTVR, Richmond 
WDBJ-TV, Roanoke 
WSLS-TV, Roanoke 


Washington 
KING-TV, Seattle (Tacoma) 
KIRO-TV, Seattle (Tacoma) 
KOMO.-TV, Seattle (Tacoma) 
KHQ-TV, Spokane 
KREM-TV, Spokane 
KXLY-TV, Spokane (n) 
KIMA-TV, Yakima (n) 


West Virginia 
WHIS-TV, Bluefield (n) 
WCHS-TV, Charleston 


WBOY-TV, Clarksburg (nm) 
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Promising Year Ahead... 


Market-by-Market Buying, Better 
Time Periods Help Film Syndicators 


Network Re-Runs, as 
Well as New Fare, 
Often Score High 


New York, Oct. 25—The 1958- 
59 season looks like quite a prom- 
ising one for tv film syndicators. 

The hard-selling film compa- 
nies have plenty of reasons for 
feeling optimistic. 

1. They have a good supply of 
fresh merchandise, as well as es- 
tablished series from other years, 
to offer their advertiser, agency 
and station customers. 

2. Better time periods are open- 
ing up to them. 

3. The business slowdown has 
put some national advertisers in a 
market-by-market buying frame 
of mind. 


® The fresh merchandise includes 
many first-time-out for syndica- 
tion network re-runs as well as 
brand new, just-out-of-the-can 
series. But network re-issues have 
frequently been tremendous hits 
on the syndication circuit. Jackie 
Gleason’s filmed “Honeymoon- 
ers” drew such a weak rating on 
CBS that it lost its Saturday night 
spot, but the same show has been 
scoring top ratings in more than 
100 markets as a CBS Films dis- 
tributed series. “Badge 714,” re- 
peats of “Dragnet,” has had a 
good long run as a local sales ve- 
hicle. 

Gracie Allen has retired from 
television with great fanfare, but 
she will be seen in Screen Gems 
distributed re-runs of her comedy 
set-tos with husband George 
Burns. The lavishly produced 
“Matinee Theater” faded from 
NBC’s afternoon schedule to make 
way for prize shows, but Califor- 
nia National Productions, NBC’s 
film and merchandising subsidi- 
ary, is offering 26 color films from 
that series for syndication. 

Local business men and nation- 
al and regional spot advertisers 
can take their choice of a wide 
variety of new film fare, ranging 
from ABC Films’ “Bowling 
Queens” to Ziv Television Pro- 
grams’ “MacKenzie’s’ Raiders.” 
CBS Films is catering to comedy 
lovers with “Colonel Flack,” a 
series based on The Saturday 
Evening Post stories about that 
gay rascal. 

There are several new adven- 
ture series with heroes ranging 
from truck drivers to soldiers to 
law enforcement officials; some of 
these programs were filmed 
abroad. 


= There is one spell binding show 
featuring real people as they go 
before a marriage counselor for a 
pre-divorce hearing. It is called 
“Divorce Hearing.” 

Oddly enough at a time when 
westerns are riding high in the 
saddle in the national popularity 
sweepstakes, there are very few 


WHIN-TV, Huntington (n) 
WSAZ.-TV, Huntington 
WTRF-TV, Wheeling (Steubenville, Ohio) (n) 


Wisconsin 
WEAU-TV, Eau Claire (n) 
WBAY-TV, Green Bay (n) 
WISC-TV, Madison 
WKOW-TV, Madison (n) 
WMTV, Madison 
WMBV-TV, Marinette (Green Bay) (n) 
WITT, Milwaukee (1) 
WITMJ-TV, Milwaukee 
WXIX, Milwaukee (n) 
WDSM-TV, Superior (Duluth, Minn.) (n) 
WSAU-TV, Wausau (n) 


Wyoming 
KFBC-TV, Cheyenne (n) 


new cowboys being offered by 
vidpix distributors. Perhaps this is 
because there are lots of incum- 
bent cowboys around in syndica- 
tion as well as several new “cow- 
boy type” characters—that is a 
good guy who takes care of trou- 
ble makers, not with the help of a 
horse but with the help of a heli- 
copter, a deep sea diving unit, 
or a high-powered car. 


s Fact is one of the biggest syndi- 
cators in the business, MCA TV, 
isn’t listing any new programs at 
all for the coming season. For the 
time being at least this company 


|obviously considers the 21 “ac- 
tive” titles in its catalog to be 
| enough. The same is true of Asso- 
ciated Artists Productions, which 
has been doing well with the pop- 
ular “Popeye” cartoons. 


s So the syndicators’ shelves are 
bulging with old and new pro- 
grams. The important thing is to 
get them off the shelves and on 
the air. In the past, one key prob- 
lem—time clearances—has_ kept 
the vidpix operators from doing 
as well as many of them thought 
they should. Frequently big mul- 
ti-market deals with advertisers 
fell through because the advertis- 
er couldn’t get as good a time spot 
as he wanted in certain strategic 
markets. 

The softening of the tv market, 
plus the addition of more video 
stations, has already resulted in 
better time periods being made 
available for local sale. One of the 
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| biggest boons to film men came in jhas signed a number of multi- 
mid-summer when CBS decided | market sponsors for “Citizen Sol- 
to turn the 7:30 to 8 p. m., EDT, | dier,” reports that this drama is 
| Monday through Friday time pe- | set for a Class A time spot in such 
|riod back to the stations after the | cities as Washington, Chicago and 
|network ran into difficulty hold-| San Antonio. 
| ing sponsors for that segment.) 
This move opened up five half-| ® At this writing it is much too 
hours weekly for local program- early to generalize about the time 
ming and sale by the Columbia|clearance picture. Many sales 
affiliates. In many markets the| have been made on a time to be 
| distributors immediately stepped | designated later basis. Such is the 
| in to fill these periods. case with “Rescue Eight,” which 
| will have Utica Club beer, Prince 
'# On WCBS-TV, the network| Macaroni, Weingarten Markets of 
owned station in New York,| Texas, Purity Biscuit Co. and 
for example, the Burns & Allen 
re-runs take over this Tuesday 
half-hour, under the sponsorship 
of Rival Dog food, which also} 
bought the show in five other top 
markets. “MacKenzie’s Raiders,” 
sponsored by L&M cigarets and 
Gallo wine, will be aired Wednes- 
days at 7:30 on WCBS-TV. 
Flamingo Telefilm Sales, which) 


Publishers Represe 


Since 


viewing habits have changed 


THEY’RE 
TAKING 
A LONGER LOOK AT 
WTVN-TV 


in columbus, ohio 


ARB—Sign-on to Sign-off 


WTVN-TV Share of Audience 
MARCH NOVEMBER 
1953 11.5 18.2 
1955 17.7 28.7 
1957 33.1 35.0 
1958 33.7 


Sept. '58—33.1 


WTVN-TV\ 


channel 6-columbus, ohio 


see your Katz man 
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Miles California Co. among its | ups changes frequently. There|beer, Union Pacific railroad, | beer, 


multi-market sponsors. 


}also is a good deal of movement) Rheingold beer, Continental Oil,| Roebuck, Decaf coffee, Marlboro|Shell Oil, Kraft foods, Carling’s 
However, the syndicators have|from one show to another by/|Nabisco, Laura Scudder foods, | cigarets, Aero wax, Prince mac-|ale, Esso, L. S. Wilson & Co., Pa- 


every intention of inheriting any| many syndication buyers, who/|Clairol, S&W Foods, Ronzoni,| aroni, 


good time spots which the ese 


works fail to sell. And there seems 
to be no reason to think they 


believe in keeping their cam-|Colonial Stores, Loblaw super-|al Baking, Coca-Cola, A&P,| food, Budweiser beer, White King 
markets, Welch Grape Juice Co.,|Grand Union, A & G food stores,| soap, Brown & Williamson Tobac- 
Continental Baking, Stroh beer,|Breakstone dairies, American|co Co., Pillsbury Mills, Olympia 


won't, once they sight the seneet |@ However, the busiest multi-| Walter Baker division of General | Dairy, 


and go out to work on it. /market advertisers in syndication! Foods, Sweets Co. of America, 
in terms of number of markets| Standard Oil of Texas, Heileman 
bought as of September would| beer, Oklahoma Oil, Miller beer, 
seem to be (in no order): Nucoa,| Winn Dixie stores, Petrie wine, 
weigh their promotional expen- Hood Dairy, Schlitz beer, Kroger) White House Co. (records). 

ditures more carefully. Such re- stores, Sealtest dairies, Schaefer; Also D-X Sunray Oil, Drewry’s| Chicle, 


® Nobody will deny that the re-| 


cession has caused advertisers to 


appraisal, many vidpix executives | 
believe, already has, in some cas-| 
es, and will, in many others, re- 
sult in stepped-up business for 
syndication. 

They reason in this fashion: | 
most big regional and national | 
companies feel they must use 
some form of television to keep) 
their products before the public. | 
If these products have to cut back | 
on or pull out of network tv,) 
where do they turn? To a local | 
program of network caliber that) 
can be strongly promoted at the) 
local level, say the film men. 


® National advertisers who are) 
being attracted to spot program-| 
ming for the first time are find- 
ing that it is very well suited to 
meeting local problems, according 
to Phil Williams, ABC Films vp. 
Such a show gives them a promo- 
tion plus with dealers and distrib- 
utors that they had not been able 
to get with a schedule of spots or 
with participations on a network 
show. This is something, he sug- 
gested, that other national and 
regional advertisers, who have 
been using syndication for years, 
could have told them a long time 
ago. 

No names were mentioned, but 
among such oldtimers are Conti- 
nental Baking, which has re- 
newed “Annie Oakley” in 76 
markets for its fourth and fifth 
year; Hood Dairy, New England 
backer of “Twenty-Six Men,” and 
Ballantine, Drewry’s, Schlitz, An- 
heuser-Busch, Kroger stores, Car- 
nation milk, White King soap, etc 
sponsors of various shows. 

Some of the relative newcomers 
to this type of programming are 
companies that have tried net- 
work tv and found it a little rich 
for their blood. For example, 
American Motors, which is a 
multi-market sponsor of MCA 
TV’s “Waterfront.” 


® It’s difficult to nail down spon- 
sorship specifics on syndication at 
any given time. In the first 
place, some distributors are re- 
luctant to talk about sales in 
terms of number of § stations 
cleared by individual advertisers 
because, they say, everybody ex- 
aggerates on this subject. Others 
say they don’t want their compet- 
itors to know too much about 
their business. 

For example, MCA TV, one of 
the largest companies in the field, 
would not provide information on 
multi-market sponsors except to 
list the names of advertisers who 
back “several” of its films in 
“several” markets. 

And since syndication shows 
are sometimes used to plug up the 
holes in a schedule or to give add- 
ed push in areas where the com-| 
petition is exceptionally strong, | 
the picture on multi-market line- | 


JAMES D. WOOLF 


Creative Consultant 
to agencies & advertisers 
IDEAS that make 
SALESENSE 


Address: P. 0. Box $73 
Santa Fe, New Mexico 


Soup, Armour, Gallo wine, Fal-| Household Finance, Standard Oil 
staff beer, Schmidt beer, R. J.| of California and Safeway stores. 
Reynolds Tobacco Co., Hamm’s 
beer, Remington Rand, Whitehall|« But important as the national 
Pharmacal, Admiral, American/| and regional advertisers are to the 
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American Motors, Sears,|G-E, Lincoln-Mercury dealers, 


Blue Plate Foods, Gener-| cific Gas & Electric Co., Rival Dog 


Carnation milk, Campbell| beer, Ballantine beer, Lion Oil, 


International Harvester,|vidfilm industry, they are out- 


The Good Years 


Grandparents in Central Ohio are at least twice-blessed. 
With the good years come irresistible grandchildren 
and well-earned leisure time to share with them. 


You see a cheerful example in the photograph above. 
While Mom and Dad enjoy an evening out, grand- 
parenthood is in flower. All three generations approve 
the evening’s agenda—WBNS-TV, and then off to bed. 


As bedtime story-teller to thousands of children and 
their grandparents, WBNS-TV recognizes its responsi- 
bilities. To spin yarns that enchant the young, yet 
hold the rapt attention of adults, calls for a deft sense 
of showmanship and uncompromising standards. High 
adventure and tense drama must be reserved for those 
hours when the little grandchildren have long since 
been tucked into bed. 


An indication of WBNS-TV’s programming savvy 
is our remarkable record of telecasting 147 of 180 most 
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Advertising Age, October 27, 1958 


numbered by the local business 
men when sales are analyzed on a 
market-by-market basis. And it is 
from this segment of industry that 
at least one major syndicator is 
expecting even greater support. 
“The tv film syndication field 
now offers local advertisers their 
best chance ever to get powerful 
representation on television,” Jer- 
ry Hymans, Screen Gems vp, said. 


enough so that the local advertis- 
ers are not likely to be shut out of 
the best buys by the regionals. 
“In a few sponsor categories, 
there seems to be growing recog- 
nition of this. For instance, there 
seems to be increased use of syn- 
dicated program sponsorship by 
local supermarkets. Also I detect 
an upbeat in syndicated program 
sponsorship among financial ad- 


“There is a broader selection of 
programs and there are more good 
programs. The field is now big 


vertisers, such as the San Antonio 
Savings & Loan Assn. and the 
Pan American Bank of Miami.” 


HERE ARE NEW FILMS 
FOR SYNDICATION 


Among the new wares being of- 
fered for tv syndication: 

ABC Films—two network re- 
issues, “Adventures of Jim Bow- 
ie” and “People’s Choice,” and 
“Bowling Queens,” which has a 
live telecasting track record on 
WBBM, Chicago. 

California National Productions 
—four network re-issues, “Life of 
Riley,” “Panic,” “Adventures of 


Hiram Holiday,” and “Cameo 
Theater” (formerly “Matinee 
Theater”) and two new series, 
“Flight” and “Danger Is My 
Business.” 

CBS Films—‘“Colonel Flack,” 


which collected its share of plau- 
dits as live attraction on the old 
DuMont Network; three other 
fresh series that are available for 
a January start, “Border Patrol,” 
“Rendezvous” (drama) and “Dip- 
lomat,” and five network re- 
issues, “Navy Log,” “Mr. Adams 


popular family shows last year. Our local newscasters, 
weatherman, farm reporter and sports authority are 
held in equally high esteem. This is the happy outcome 
of adeep understanding of the Central Ohio character. 
When you were born and raised in Central Ohio like 
WBNS.-T\V, it just comes naturally. 


We’re not story-telling when we quote advertising 
agency time-buyers who have researched the situation. 
They say with conviction: “If you want to be seen in 
Central Ohio—WBNS-TV.” 


WBNS-TV 


CBS TELEVISION IN COLUMBUS, OHIO 


Edwin Clemans, RR #2, Mt. Sterling, was one of 14,000 
Central Ohioans mentioned on newscasts last year by 


WBNS-TV reporters Chet Long, Bill Pepper and Tom Gleba. 


79 
& Eve,” “You Are There,” the 
|\“Eve Arden Show” and “The 


| Brothers.” 

Flamingo Telefilm Sales—‘Citi- 
zen Soldier,” filmed on location in 
Germany, and the network re- 
issued “O. S. S.” 

Gross-Krasne—“African Pa- 
trol” and “Adventures of a Jungle 
Boy,” both filmed in Africa; 
“Glencannon,” based on The Sat- 
urday Evening Post stories, and 
“Adventures of the Seahawk.” 

Guild Films Co.—‘“Divorce 
Court,” “Juvenile Court,” both re- 
enactions; “Peter Potter’s Juke 
Box Jury,” John J. Anthony’s pro- 
gram; the George Jessel variety 
show; “Spunky” and “Tadpole,” 
15-minute cartoons, and “Curtain 
Time,” a re-run of the network 
“Telephone Time” series. All ex- 
cept the cartoons and the re-run 
are on tape. 

ITC-TPA—“Cannonball,” the 
story of two truckers filmed in 
Canada in cooperation with CBC, 
and “New York Confidential.” 

Interstate Television Corp.— 
“Divorce Hearing,” which turns 
the cameras on California couples 
during a session with a marriage 
counselor, and network re-issued 
“I Married Joan.” 

National Telefilm Associates— 
“Adventures of William Telli,” 
“U. S. Marshal,” “George Jes- 
sel’s Show Business” and a net- 
work re-issue, “Walter Winchell 


File.” 
Official Films—two network re- 
issues, “The Buccaneers” and 


“Adventures of Robin Hood,” plus 
“Decoy,” police-woman story 

Screen Gems—‘“Rescue Eight,” 
the drama of a two-man rescue 
team, and the network re-run, 
“Burns & Allen,” available in 
January, “Stakeout,” a_ sheriff's 
story. 

Sterling Television Co.—‘‘Time 
out for Sports,” a quarter-hour 
show; “Silence Please,” a drama, 
and “Bowling’s Best,” a re-run of 
the network telecast, “Bowling 
Stars.” 

Telestar Films—‘“Parole,”’ based 
on real case histories. 

Trans-Lux Television Corp.— 
“Animal Parade,” a quarter-hour 
series featuring animals from var- 
ious parts of the country. 

Ziv Television Programs—two 
adventure series, “MacKenzie’s 
Raiders” and “Target”; a law en- 
forcement story, “Dial 999,” and a 
network re-issue, “West Point.” 

Editor’s Note—In some instanc- 
es the network re-runs will be 
partly mixed with new films not 
previously shown on tv, and all, 
of course, are first run in a great 
many markets where they were 
not shown on the network. # 
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Sponsors Line Up... 


-_ 7 - 
Hard-Sell Commercials Shine Bri hil fully ignored by the “Gold Coast writer. “It can’t be too big or| male, was a fixture on the show 
Show”—with the sanction of net-| too funny. And characterization of|for a while. She was the tear- 
A id WBBM’ 'G Id C t Hi Jinks |dialog is almost always witty and | ingredient. Our performers have operas, in a humorous sort of a 
ml $ 0 oas ]- “tresh, the irreverent use of the) the ‘feel’ of the show. They under-| way. 
Zany Radio Show 


Makes Advertising 
Part of the Script 


By Lawrence E. Doherty 


Cuicaco, Oct. 22—Moytle Mus- 
Girl Female, is dis- 
traught. What, she asks, will hap-| with 
pen to poor Uncle John? Who will | what 
pay the mortgage? What shall I|treatment of the 
|hard-sell com - 

The answer is likely to come|mercials, the 
from Bromo Seltzer, Burton Dixie,|)“Go}d Coast 
Coca-Cola or one of a dozen other | Show” is usually filled to capacity | 
national advertisers using radio) with spot ads, and has had a wait- ® Much of the credit for the dur-| of dialects and voices. The King’s | erybody, Halo .. .” 
|ing list of eager advertisers. 


termeister, 


do now? 


these days. 


® For Moytle is one of many char- | 
acters who have appeared on the | 


| Zany 
| Show” 


|which integrates 
ithe commercials 
with the humor- 
ous story line. 
Far from of- 
|fending sponsors 
its some- 
whimsical 


| 
| 
| 


15-minute “Gold Coast | gimmick that has made the show’ they talk.” 


® CBS, which owns WBBM, has copywriter, Mort Hall. 
strict rules concerning the num-| 


Advertising Age, October 27, 1958 


| ber of minutes to be allotted to| kind of show,” says Mr. Hall, who,| parts. They have since developed 
jcommercials during a 15-minute incidentally, looks somewhat more into fine radio actors. 
| segment. But these rules are bliss- like a U. N. delegate than a gag| Moytle Mustermeister, Girl Fe- 


|work brass. Because while the the personalities is another vital jerkiest of all tear-jerking soap 


“We took off on soap operas for 
more than a year with Moytle,” 
ja hit. He has developed his cast pri-|Mr. Hall recalls. “If Moytle was 

It has weathered the erosion of marily from amateurs. When he| about to step off a curb, seven- 
time (14 years) and the assaults| joined WBBM 16 years ago, the\eighths of the show would be 
television has made on live radio,| station was struggling with a 15-|spent refreshing the audience’s as 
and has in fact increased from|minute afternoon “Gold Coast)memory about what came before ; 
five shows a week to ten—one/| Show” which featured a string en-|this scene. Then Moytle would 
each weekday morning and one|semble to hold the commercials! step off the curb and that was it 
each afternoon. apart. | for the day.” 

The format is not the whole 
story of its success. At one time|# Mr. Hall was asked to take over # Moytle’s pleas for advice were 
or another, all CBS-owned sta-|the show in 1944. He kept the! sometimes answered by the tran- 
tions have tried copies of the|name and the announcer, George|scribed jingle: “Use Ajax, the 
“Gold Coast Show.” All have) Watson. Little by little he con-|foaming cleanser...” And her 
failed. verted the show into a humor skit,| beau often as not burst into the 
and Mr. Watson became a master| room greeting her with “Halo, ev- 


TT A Me 


|commercials is undoubtedly the| play the parts—they don’t act, 


(WBBM 
Chicago) 


| 


ie eee 


Laat, 


Mort Hall 


ability of the Chicago program | Jesters, a singing trio that gained Moytle has now “retired,” and 
| must go to its originator and chief| fame with Paul Whiteman’s band, | listeners are likely to tune in on a 
joined WBBM and was pressed /|bull-fight scene, a fairy tale or a 
“Simplicity is essential for this|into service for more speaking| Klondike romance, all done a la 


ous 


10. 
Note: These multiple market composite rat- 
ings cover only vidpix seen in a mini- 
mum of 20 cities during the survey period. 


Hit Syndications 


March, 1958 
Videodex 
Ratings 
. Honeymooners 
(CBS Films) ................ 22.7 
. State Trooper 
a) nee Rae 21.0 


. Silent Service (CNP) .. 208 
. Sea Hunt (Ziv) ........ 20.3 
. Highway Patrol (Ziv) 20.1 
. Men of Annapolis 


CDEP < cohacdvecctoibbadticetes 20.0 
Martin Kane (Ziv) .... 19.1 
. Boots & Saddles 
GRRE R cl Sa 18.4 
Captain David Grief 
SNEED cccarensdiabibabanenny 18.2 


. Harbor Command (Ziv) 18. 


March, 1956 


. Dr. Hudson’s Journal 


DACA THD: crimson 18.8 
| Led Three Lives (Ziv) 18.0 


. Eddie Cantor (Ziv)... 17.5 
. Highway Potro! (Ziv) 17.3 
. Liberace (Guild) ........ 17.1 
. Badge 714 (NBC, 


MNT GED» csicsshcscensecs 16.5 
Count of Monte Cristo 
ge 16.2 


. Man Called X (Ziv) .... 16.1 
. Kit Carson (MCA) .... 15.6 
. Science Fiction Theater 


GIIDUE . sisiuetinsabaiconnvecennes 15.5 


March, 1954 
| Led Three Lives (Ziv) 19.8 


. Liberace (Guild) ........ 18.3 
. Kit Carson (MCA TY) 17.8 
. Badge 714 (NBC, now 


GHD  <isesssselisorcstienedte 74 


. Annie Oakley (CBS 


ER EE Ai a 17.3 


. My Favorite Story (Ziv) 16.6 
. Foreign Intrigue 


GED sccchassicdiccnsiads 16.2 
Hopalong Cassidy (NBC, 
now CNP) .....0000.... 16.0 
Life with Elizabeth 

MS adisakisecteuneesens 16.0 


My Hero (Official) ... 15.4 


Rating, Coverage Up 


No. of 
Cities 


41) 
21 


CRITICAL READERS 
LISTENERS, VIEWERS 
h up claims that your agency, 
clients or personnel have committed 
LIBEL, SLANDER, INVASION OF 

PRIVACY OR COPYRIGHT, 


GIARISM. 


FORE it happens, get our unique 
Excess INSURANCE 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 


CORPORATION 
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“Gold Coast.” 

Mr. Hall also _ sprinkles 
shows with a liberal dose of hu- 
morous domestic plots, many of 
them taken from real life situa- 
tions he has experienced or has 
heard about. These are designed, 
he said, to prompt listeners to say, 
“That sounds just like what hap- 
pened to me.” 


= CBS Spot Sales sells the show 
on the basis that these integrated 
commercials bring high listener 
attention. Cost of a spot is roughly 
equal to any other Class 1 time 
(one one-minute spot per week 


for 25 weeks costs $145 per min-| 


ute). But advertisers who don’t 
specifically request the show are 
sometimes shuffled into it when 
time is open. 

This fact makes more amazing 
the statement by Mr. Hall that 
“We have never received a com- 
plaint from any sponsor about our 
handling of the commercials.” 

Some advertisers have used the 
show for years. Wonder Bread 
was a regular for eight years. 


| Ajax, 
the|were other long-time sponsors. 
|The Saturday Evening Post, Blue 


Royal Pudding and sae 


,Bonnet margarine, American Air-| 
lines, Beech-Nut Gum, Pabst, 
Schlitz and Reynolds Tobacco Co. 
are among the present users of 
“Gold Coast Time.” 

is Mr. Hall writes the morning 
shows and George Bloom, Marty 
Marcus and Lory Burke team up 
on the afternoon scripts. Shows 
are written about one week ahead 
of time, when the commercials to 
be used are relayed to the writers. 
Working the commercials into the 
script is not too difficult, the writ- 
lers say. If all else fails, a “low- 
key” lead-in can be used (i.e., 
|*“And then he said...” [commer- 
cial] ). 
| Often the show is a satire on 
|some figure, incident or institu- 
tion. The “Gold Coast Show” has 
'trod on ground considered un- 
‘touchable by many comics. It has 
\poked fun at dentists, insurance 
salesmen, doctors, advertising ex- 


|ecutives and others without hear- 


Trend of Out-of-Home Listening 


% of Radio Homes Using Radio Out-of-Home 


Winter & Summer 
Source: Pulse Inc. 


1954 1955 1956 1957 1958 
Cities Ww Ss Ww Ss w S w S w s 
Boston .......... 44 46 42 46 48 5.1 47 48 44 53 
Buffalo ........ 24 37 82. BA 3S SS te - Be 20 45 
Chicago ........ 6 643 06C« I A Oo a a CdD 
los Angeles... 45 48 45 47 44 47 47 50 47 53 
Milwovkee.... 33 38 33 38 35 43 43 44 40 42 
Minneapolis- 

So ..24 38 37 38 27 49.43 44 41 48 
New Orleans — 37 33 3.4 44 46 44 46 37 4.1 
New York .... 44 48 44 44 46 $6 5.1 48 5.1 5.4 
Philadelphia 34 39 20 49.38 664 i727. 46. 48. Oo 
Richmond ...... 3.1 a2 Bu: ee 3.1 43 37 41 39 45 
St. Louis ...... 35 33 22 42: 39 . 4s... 42) 2 Se. ee 
San Francisco 41 4.2 4,2 — 45 47 46 46 44 $5.2 
Seattle .......... 3.2 35 44 4.2 4.1 4.1 4.2 44 45 47 


RADIO PLUS—In these big cities, at least, out-of-home radio listening 
seems to have been pretty well stabilized despite weather variances. 
Year around it adds up to a sizable plus for advertisers. 


You get the only unduplicated network coverage of the two billion dollar 
Asheville-Greenville-Spartanburg market when you buy WLOS-TV. And 


you get coverage of a vast market from the South’s highest antenna — 
6,098 feet above sea level atop Mt. Pisgah. 


To these formidable advantages, now add new management, new program- 
ming, new promotion. Use WLOS-TV—the new force in Southeastern TV! 


425,360 TV HOMES 
... in WLOS-TV’s tremendous 


coverage area of 


states! Consider this great market 
for your product . . . use WLOS-TV 
(Data from NCS #3) 


WLOS -TV 


to sell it! 


WLOS 


et. 


ae 


sae De, 6 RRS 3 me 
eo En uh 


Represented by Peters, Griffin, Woodward, Inc. 
Southeastern Representative: James S. Ayers Co. 


apie SE ad 
Cet 


62 counties in six 


AM-FM 


bite 
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ing any complaints from irate 
spokesmen or members of these 


| groups. 


“It’s all in the way you handle 
it,’ Mr. Hall said. “It is always 
clearly a satire, and we're never 
malicious.” 


= The show costs about $5,000 a 
week, according to WBBM. This 
includes all the talent and staff 
concerned with the show. The 
King’s Jesters are joined by Bob 
Grant, Marie DeRosa, Billy Leach 
and Paul Rogers in the cast. 

Mr. Grant took over after the 
death of George Watson, and has 
become the new “man of many 
voices” at WBBM. The cast can 
step into almost any role, making 
for a variety of plots. 

Mort Hall began his writing ca- 
reer as a writer for Joe Cook, 
vaudeville comedian of the ’20s 
and ’30s. Mr. Cook, after touring 
in several plays, wound up with 
his own radio program, “The Shell 
Show.” When Mr. Cook retired, 
Mort Hall moved to WBBM. In 
addition to writing “Gold Coast 
Show” scripts, Mr. Hall heads the 
WBBM writing department. 

He refers to his humorous han- 
dling of spots on the show as 
“sugar-coating the commercials.” 
Healthy ratings indicate that many 
listeners find the whole show to 
their taste. # 


Oil Institute Switches 

The Oil Heat Institute of Long 
Island, composed of more than 
200 independent home heating oil 
companies in Nassau and Suffolk 
counties, has appointed Delehan- 
ty, Kurnit & Geller, New York, to 
handle its advertising. Media to 
be used include all major Long 
Island weeklies and dailies, Long 
Island sections of metropolitan 
dailies, outdoor and transportation 
advertising. J. Gerald Brown Ad- 
vertising is the previous agency 
of record, 


Schwinn Buys ‘Kangaroo’ 
Arnold Schwinn & Co., Chicago 
bicycle manufacturer, will spon- 
sor “Captain Kangaroo” (CBS- 
TV), a Saturday morning quarter- 
hour kids show, from Oct. 25 to 
Dec. 13. The purchase is part of 
Schwinn’s pre-Christmas promo- 
tion in which heavy emphasis will 
be placed on Schwinn’s dealers. 


Point of sale materia] will also be 


jused extensively in the campaign. 
|George Bond & Associates, Chi- 


cago, is the Schwinn agency. 


VALUABLE 


New TV Survey Free 


A new 16-page report— 
result of a survey of 529 
TV station film direc- 
tors — tells how stations 
use public relations films 
from industry... how 
much free time they give 
them ...time lengths 
they insist on... why 
they reject many films 
... Verbatim comments 
on how to make your 
next film better. For your 
free copy write Modern 
Talking Picture Service, 
TV Department, 3 E. 
54th St., N. Y. 22, N.Y. 


ee i miee 4 k= (tas tae 4 2, wees fs = 7 
(eis 5 we i he 4 “ * ; S g i - ; : 5 
Pay emery fe ie aa J " : eh aad a : a pK y f 
ae ’ “ rt = Hae : ; eee e a. ‘ “toa 
= ae 
bc a a 
) 
we q 
: 
ty (\ | Pion 
: 4 | 
a i) pe | f 
a ; | cee 
ag ty re 
ones § eaten = 
yee 0 roar 

e a all 

; ee 
| a ma 

_ cake 
hese Al 
ies 4 ae 
a sa 3 

i< s eS 
Peer te 
feat iq ea ri 
Bc \f ace» 
an ) ee. 
ise " Sane 
= <a 
mae Bat. Sam 
2, ae: 
av ye 
Ae | ae Pee, 
ahs 4 fetta) 
aa Ae ; 
sae ages) * 
aus } “eae 
Os it ieee 
2 ne 
Wyre. al at 
acme | 
ey Va 
, Sy 8 
* y Bo St! : 
i ee ae 
te aah 
He Si Seca abs arse ot Mia ARN IA At nik MMB A Nl RE AT TT ie eS aR Pe TT ee 
Bets ; 

a! peas 
- a 
= eS 
ie Ge es 
ii | Beaks yb 
aby Pie ss 
5 ™ Nai ates 
ic: 4 ree. 
a | at 
ie: ee at 

eres < 
re, . } (ex iirehee 
a : ~—— biog 46, eget 
ga S ean: Se SAP eG tee Bote Sr 
ae Rm mee ee ee eben agi oe 
Se ES . a ng pegs 

aoe a - ieee 
Bei CAEN SEES: 

ve pshe ie 

a Siveae 
ae r ela 

= nen 

Hae a 

2 4 aoa 2 

gene 

tae = area ee : 
ee ee ; 
ity ; | Ni 

he. tit Eta. I 
ae epee 

a Lona, Sat 

is) Te ee 

rcs fl ; 
os ee 
ae 
ie 
- 

dies EE ule 
aoa i, eo 
wei. ee 
come , Oe 
i Sey ee 
est eee: 
oe gli eel) 
ars : xX ry, é i 
res ahs ite ee 
‘eae _ TENNES: ge OO eeeS cya ae 
ee Betas ei. as co eee hee yell 
eas ia ee ee ar en Pe 2 
sai pee a a Po ee 

x Pe ay es Oe eel A ar bre Rohe: 

Lee oh Ae eo come, Gee Per . ‘ Smite ¥ Chittte Pee 
ee So gs, ee RTE RE ei sece dt “Tecan a 
igi ae OR os aa 4 ih ee aa 
Te bs pate doy pd aa eS aio ace “4 * i 
: oz. | 45 tis seas si = i re ees oi Se Sa eae fu RR . me 

Re 2 sit re ie cod a is E 

Rey % belle = eS ae eat aig a 
ae a: Sree OU ott Pi 
See eat a elias Seine eo Pee 
ei atl a eee Se a ae ami, me eae 

Cae , sereete ec see ee ote es ae, mis 
Pie Po Se a ee *g . 2 ee 2 

ah Peed tapes a: MS a8 a " erp = xs ee fase Bee fi - 
SeSoe pares seit pee 9 ; sy, et Pe 

ae i a ern ee mente wy 
coe a Ee ae i aii aca coae 
ire Unduplicated AB el aes * SPARTANBURG ac 
ers P Cin ume Ga eae o€¢ 
ae, Asheville e ia Ye: a a 
eS ‘ * G ie Fee Sete i es 8 ae 
a reenville «- Spartanburg Ws 2. ce ks ame _ 
= ee i E _ fae < 
~ — @ SENECA btn ee iG 
: : Pons Paget ie ee ay ah 
} “NX SOUTH CAROLINA Te 
eee a oe asec A eater ch 
” ae = ) ANDERSON 7 he eet, 
te a i] Cue rs er cians ieee 7 23 Re ig tae 
sie ee a VEEN, oF i wee © 7 cy, eas 
aie Re ae, eae. | earn coLumBia @ Bee ss | De pat. 
ee , i ab eed gk a A ae ag ae al se. . | - rn os 
on ie : meee Ba pee ee — | ‘pour 
“es hetee ivy a u a Y ches re hy 9) 0. a Ri 2! = 
a ~ iat a Tie De, wo oe ~~ 2 = na ee i ae at“ | Boe 

eo ; : Piers eat a SY tie Be LOT ie eye ee S 

ratte 1 See Pi eee A cabs oa eRe 
a pv vio ies iat ee eit ohind rite? 

} 4 es ie ., eee M on 
ree i ; ; ee wes ee | cee 
te as he ae ca ere ae 
= a = : id 
at ae ' =a. ae - 5 P: iJ “he 
ae ike, | 4 is eo. < secure ce ie ae | es 
& { 4 Broek. . 3 SRE eas Sib ae me” ae 
ee y ae ere gee SO ae pe Pat. a ae 
tee De So) eee ees ee ae . 
eee PS oe Nn eee, ee aed 
“ay aay SNR A cee) oe ee “a oe 

SOAR ‘7 i SS eh eae ae a ee 
Q ‘ : : 

a 
ares a oS 
ee Age. oe 

DP iia @ - ' =sis, 
i ii gC ia 2d tan 2 - ileal aac Sor ee eC Sa ee ie ad Se 3 aie by: ¥ 2 P Tie gs 
sie anes Cee a ; Ses Se 3 cg Der aie) eek ce Ree tc ARE Rael Poe Rar ch ir gl ages 2s ee MEE Me Se Lc ete Mars cheat pee, re Crepes ei se ees Ye 
ae ek eet este AR oe ds Rta he arate A laa tb a a aa ha Se ama a aah hi hs ORL AS I a Soe ae hie a Oa ed an oi Aa eam 
Sah esa yas ‘6 Beri ae Z es Petey! ca ae SE, SPM sete ha Near ie weet eta ars Beer aegCs Oye ogg os OF eye epee ome SVU 
ee et orga 2 aes xe Serer Oe eee oe Gane cai See M,C ee ieee 6 
LOR RO ALPE [eee ae ge ae 2 ee eee Tw Sees Je aa RSIOT gape Rie ERO NES Magee gee or Seam Reg EB as . “RS 
Bae aes aie Nalanda ae . ee ora coh eae 7 pea ae ie es Un TOR ost Cs. acts Be I te hee hi aad i _ 2 ay 
EINE ace ae alt ede Os Sel eas ee < Mare see! fe Litera Ca aeoekse one cs Ni ae i oa a _ ae 
TR AL Ot en On Ts ll eae elle an ce RE atic rol SIR A De TY ee a J ie ene nee on 
eee A a Oe ec fh es a ie aa Fey ee aS 


“WPTF 


Raleigh-Durham 
the Nation's 


has a larger 


POPULATION 
than 6th 
Metropolitan 
Market 


You're ahead when you buy 
radio by Radio Markets. 
That’s the way to reach the 
maximum number of people 
per ad dollars. 


These figures tell the story: 


28th Radio Market 
3,179,300 


28th Metropolitan Market 
705,300 


6th Metropolitan Market 
3,003,200 


NATION'S 
28th RADIO 
MARKET 3 


NIELSEN #2 


WPTF 


50,000 WATTS 680 KC 
NBC Affiliate for Raleigh-Durham 
ond Eastern North Carolina 
R. H. Mason, General Manager 
Gus Youngsteadt, Sales Manager 


PETERS, GRIFFIN, WOODWARD, INC. 


Notional Representotives 


4 


, and some fringe periods reclassi- 


(Continued from Page 49) 
their products, and an occasional 
) hot quiz, few of the 1957-58 crop of 
jregular shows had stirred up 
much excitement among the pub- 
lic. 

Add to these a third factor: 
ABC was giving NBC and CBS 
the kind of competition that hurts 


in some time periods. An audi- 
ence that is split pretty evenly 
three ways is harder to sell to any 
advertiser on whatever network. | 
Right away he’s giving up a big) 
batch of potential customers. 

One word—“Maverick”—un- 
doubtedly explains why NBC is 
now selling half of what used to 
be very choice time—Sunday 8 to 
9 p.m., EDT—on a short term, 
piece meal basis. This seems to be 
the only way the network can 
keep a full sponsor lineup for 
Steve Allen, who is now battling 
ABC’s western star as well as 
CBS’ Ed Sullivan. 


® Taking all these considerations 
into account, the networks went 
to work. They added a few west- 
erns, enticed some once-bloodied 
comedians to face the fickle pub- 
lic again, and offered former fa- 
vorites like Arthur Godfrey and 
“Disneyland” in renovated for- 
mat. And they lined up some 
specials. Discounts were revised 


fied to make the medium more at- 
tractive to on-the-fence buyers. 
Replacement sponsors were 
found for Mr. Godfrey, Mr. Allen, 
“Walt Disney Presents,” “Restless 
Gun,” “Playhouse 90” and (as of | 
this writing) half of Mr. Mur- 
row’s “Person to Person.” Mr. Si- 


TV Woes Pile Up as 
Selling Gets Harder 


natra decided to concentrate on 
movies. 

But on the whole advertisers 

took more time than usual in mak- 
ing up their minds. People said 
they were waiting until the panic 
set in and they could make a bet- 
ter deal. 
# Whenever anybody signed a big 
one, such as Liggett & Myers’ pur- 
chase of five NBC shows, Rey- 
nolds Metals’ combination day- 
and-night buy on ABC, or Brown 
& Williamson’s multi-show  re- 
newal on CBS, the competition 
was likely to accuse him of hav- 
ing made price concessions to get 
the business. 

However they have done it, the 
networks at this time look as 
though they will be able to get 
most of their highly perishable 
merchandise off the shelves this 
fall. But the difference between 
all and most, unless there are rad- 
ical changes before this story goes 
to press, amounts to several hours 
of choice evening time. 

Even so, their billings so far 
this year, as reported on a gross 
basis to TvB, show all three net- 
works running ahead of their 1957 
levels. In 1957 the FCC financial 
report showed that the three ma- 
jor networks and their 16 owned 
stations accounted for $467,900,000 
in revenues, or about half of the 
industry’s total take. 


= CBS is still running ahead of 
the pack, though NBC has been 
narrowing the gap. (This year for 
the first time CBS Television’s 
parent company, the Columbia 
Broadcasting System, passed NBC 
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DAYTIME EVENING 
Ni AFTERNOON 
eye (2 NOGn- 6 Pt Gm - il PM 
TOTAL VIEWERS 20,592 63,955_ 
MEN 1% 
(450!) et 4 
itt, (gaze) 
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A, ee J) Vf Vi 
GY Shy YUhi{,y 
Yj, Gs Y 
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NA NTE 
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VIEWERS PER HOME 17 


Source: A.C. Nielsen Co. 


Note: All viewer figures omit lost OOO 


DAYPART BREAKDOWN—Morning, noon or night, the women make up 

the biggest portion of the tv audience, but even they—understand- 

ably enough—turn up in bigger numbers at night when the men and 
children also are out in force. 


Television’s parent company, Ra- 
dio Corp. of America, in net prof- 
its before federal taxes, with CBS 
chalking up a first six months’ 
figure of $27,287,556 on sales and 
revenues of $201,433,378 and RCA 
registering a net of $27,088,000 on 
sales of $542,554,000.) 

Plunging into daytime at prices 
*way below the other two nets, 
ABC is enjoying its best year; its 
nighttime schedule, paced by an 
enlarged posse of westerns, is 
more commercially solid than 
usual. 

NBC continues to have by far 
the longest broadcast day, with 
CBS—for the moment at least— 
retiring from the 7 to 8 a.m., EDT, 


NBC and CBS. 


million cows. 


WEAU- 


EAU CLAIRE, WISCONSIN 


See your Hollingbery man—in Minneapolis, see Bill Hurley 


Programming the BEST of all three networks, ABC, 


A single station market in the heart of Wisconsin . . . 
covering twice the population and twice the area with 
our new 1,000 foot tower with maximum power. 

Serving the giant land of % million people and two 


TV 


competition against Dave Garro- 
way. Jack Paar, a best seller with 
too many participating advertis- 
ers, as his fans see it, continues 
to be the only network offering 
for night owls. 


s There is a fourth company try- 
ing to get into the network act by 
way of the film route. NTA Film 
Network, an affiliate of a film dis- 
tributor company, had a toe-dip- 
ping experience in the field last 
year, but this is the year it hopes 
to become a force to reckon with. 

NTA, which is partly owned by 
20th Century-Fox Film Corp., is 
servicing 115 stations with six 
and one-half hours of program- 
ming weekly. Its sponsor lists in- 
clude such names as American To- 
bacco Co. and Westinghouse. 

The hard-sell atmosphere seems 
to have stepped up the pace of the 
always heavy turnover in net- 
work management. Both NBC and 
CBS hired new presidents. At 
NBC Robert Kintner replaced 
Robert Sarnoff, who moved up to 
chairman. The Columbia Broad- 
casting System split its television 
division into two divisions, with 
Merle Jones moving over to be 
president of the CBS TV Stations 
division and Louis G. Cowan be- 
coming head of the CBS TV Net- 
work division. 

Both networks were in an econ- 
omizing mood. NBC’s resulted in 
heavy personnel and budget cuts; 
CBS decided to discontinue Christ- 
mas bonuses. 


Washington Outlook 


Although the softer tv market 
makes the matter seem less press- 
ing, the Justice Department has 
already indicated—in a_ closed 
meeting with the FCC—that it 
considers option time provisions 
and a required list of “must buy” 
stations to be violations of the 
anti-trust laws. All three net- 


JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings -— including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 
Marie keeps your Mailing List up-to- 
date too and frees you from ali the 
detail work. 

Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


a Lellet Atop 16 


431 S. Dearborn St. + Chicago 5, Illinois. 
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works have nine hours of option 
time daily, but they all program 
more than that. 

CBS and NBC have a specific 
list of stations that must be in- 
cluded in a national hookup. ABC 
requires only that the sponsor of 
an hour show order at least $66,- 
000 worth of time; theoretically he 
can choose any stations he pleases. 
It is believed that the Justice De- 
partment does not consider this 
latter type of requirement to be 
an anti-trust violation. 

The trust-busters are particu- 
larly skeptical of “must buy” and 
“option time” provisions when 
there is a suggestion that they 
may be used to force an adver- 
tiser to buy a network-owned pro- 
gram or station that he doesn’t 
really want. 


® This summer the FCC staff has 
been preparing summaries of the 
commission’s network hearings. 
The commission is expected to 
forward a proposed decision to 
the Justice Department later this 
year. The anti-trust division has 
indicated it will take no action on 
the allegedly illegal network 
practices until the commission 
acts. Anti-trust also left the im- 
pression it would do something if 
the commission didn’t. 

Toll television continues to wait 
hopefully in the wings. It has 
been kept backstage by the al- 
most solid opposition of the men 
who now control the channels. 
They received a strategic assist 
from Congress, which pressured 
the FCC to delay the planned mul- 
ti-city tests of pay-as-you-see tel- 
evision until the lawmakers had a 
chance to take a stand on this is- 
sue at the next session. 

Trials and tribulations notwith- 
standing, a feeling is growing that 
fee tv will eventually get an op- 
portunity to find out whether peo- 
ple—especially those who gripe 
about the current shows—are 
willing to pay for the kind of en- 
tertainment sponsored television 
is not offering. If permission to 
beam pay tv through the air is 
not forthcoming, there is a chance 
that someone will surmount the 
financial and technical barriers 
and start a wired pay tv service. 


Triple-Spotting 


The question of how they will 
be affected by pay tv—if and 
when—is very much in the future 
for sponsors. Of more pressing 
concern is the fact that in many 
markets the sponsor is having to 
struggle harder than he thinks 
should be necessary to get the 
viewers’ attention. Why? Because 
(say the advertisers, their agen- 
cies and the Association of Na- 
tional Advertisers) many stations 
are trying to crowd in too many 
spots between popular network 
programs. 

Like every controversy, this one 
has two sides. The advertiser’s 
goes like this: The spot advertiser 
is penalized because fewer people 
will see and remember his tv 
sales pitch if it is jammed in with 
several others. The network ad- 
vertiser not only has the potency 
of his commercial watered down 
by too many spot “coattail hang- 
ers,” he frequently gets cheated 
out of part of his time to make 
room for the multiple spotters. If 
the clock is watched correctly, 
there is only a 30-second break 
for spots between two nightttime 
network shows—or room for one 
10-second and one 20-second an- 
nouncement. 


# And now the stations’ and rep- 
resentatives’ side of the story: 
Many, of course, merely say flatly 
that they don’t triple spot. Others 
who defend themselves or others 
engaging in the practice say it is 
the ad agencies and the advertis- 
ers who plead with the stations 
for a high-rated time period— 


however it can be delivered—and | 


then get on the soap box and cru-| 


sade against over-commercializa- 
tion. Everybody, they point out 
with crisp, cold logic, can’t be next 
to the top ten shows, but under 
moments of pressure from a cli- 
ent insisting on only the best, they 
all try to be. 

If this all-out insistence on rat- 
ings-or-else continues over the 
years, eventually there might be 
blocks set aside for a series of 
commercials in the most choice 
time in something along the Brit- 
ish fashion. Such a development 
would require a radical change in 
the thinking of the buyers and 
sellers of tv. 

Multiple spotting is something 
the buyers have always moaned 
about. Recent months have found 
an increasing number of them do- 
ing something about it. The move- 
ment to “clean up” this problem 
has been led by some of the big- 
gest agencies and advertisers in 
the country. Among them: Benton 
& Bowles, Compton Advertising, 


HG It 


If you want to sell more automobiles and automotive accessories, 
go where every page is full of ideas that sell: Better Homes & 
Gardens, the family idea magazine. BH&G’s constant flow of 
ideas about living better and what to do about it keeps readers 
forever on the move —seeing, doing, buying things. And Better 
Homes & Gardens families move on wheels! 94% of BH&G families 
have a car—30% of them have two or more cars. 
During the year 

1/3 of America reads Better llomes ... the family 

Set alegre idea magazine 


S& BB.GS Be 


From 


sign-on to sign-off, Sunday 


ST OSU & 


through Saturday, more people 


ARB Metropolitan Area Report, August 1958 


HOT, 


Basic NBC Affliate 
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Trend of Ratings - Evening Programs - 1956 to 1958 
P ; lst February Report for Network TV 
7 } DISTRIBUTION BY RATING LEVEL: AVERAGE AUDIENCE : 
; 56 0957 1958 me 
; W0% 100% 00% 
$ ; TOR | aie 
" COVER 30 | 24%; | 21%) | 4% ; PROGRAMS id 
If you want to sell more food products, go where every page is 2 OP SS sey 358 
full of ideas that sell: Better Homes & Gardens, the family idea 
. ; 225 222 
magazine. If you want to make asale, there’s nothing so powerful asan | [5-30 /50%| | 8%) | 67%) —|_-ALL prochant 2 22 
idea. Year after year, BH&G serves up more editorial lines devoted he ee ! | 
: wad ; . 3-1 
to ideas about foods and nutrition than any other magazine, weekly | cuwenss |26%1 |21%| [19%] | Pancmuns 
: . (3). (7) (25) 
or monthly. And every page says, in effect, “‘You can do this, too!’’ woos (a) @) (| _ ms 87 158 
Source: A.C.Nieleen Co. 


During the year 
1/; of America reads 


| LEVELING PROCESS—This three-year Nielsen comparison shows that 
7] the rating trend is toward an expansion of the middle-ground in 
-.. the fami y network tv popularity. As a result, it is harder to get into the elite 
° magazi circle of choice favorites and less probable that a new show will be 
idea one an outright flop. 


William Esty Co., Wade Advertis- 
13 IT is BIG ‘ing, Procter & Gamble, General 
Foods, and R. J. Reynolds Tobac- 


mm ee co Co. Their technique: refusal to 
A IMPORTANT, pay if they are triple spotted or 
ro ND a |if network advertisers are short- 


changed on their time. 


came this fall when Ted Bates & 
‘Co. attached an anti-triple spot 
‘rider to the contracts for one of 
the biggest spot spenders, Brown 
& Williamson Tobacco Co. Unlike 
some of the other agencies, which 
| took to the stump to get this cam- 
| paign rolling, Bates minimized the 
|significance of its move. Others 
|disagreed. Commented an agency 
|man: “If an aggressive agency like 
| Bates, which turns out the kind of 
|/hard-sell commercials that can 
/blast you out of a room and usu- 
/ally manages to get them into key 
|crowded periods, begins to worry 
‘about multiple spot competitors, 
| that’s news.” 

Following a request from the 
ANA, CBS and NBC revised their 
contracts to provide further safe- 
guards against stations which 
might try to sneak in a little extra 
spot revenue by shortchanging 
network sponsors. 


E LOUISVILLE ; it’s On WHAS-TV ® A key play in the movement 


EERE Tia ete 


WHAS-TV NEWS with 
Exclusive Daily Newsreel . . . 
Winner of the University of 
Kentucky-A.P. ‘‘Distinguished 
Leadership Award” and Sigma 
Delta Chi Award. 

12:25-12:30 p.m. daily 

6:15- 6:30 p.m. daily 
10:30-10:40 p.m. daily 


Local vs. National Rates 


Stations and representatives, on 
the other hand, report they are 
having more trouble trying to 
keep national advertisers from 
|slipping in for a cheaper rate. To 
| save the 20 to 50% difference be- 
tween the national or general and 
local or retail rate, they masquer- 
ade as local business men. 

This has always been a head- 
ache for radio and tv stations with 
a dual or more rate policy, but it 
has become more severe as the so- 
called “blue chip” agencies are be- 
ginning to demand the same kind 


WHAS-TV's nine-man news staff and 26 erage of the Kentucky legislature. 


Foremost In Service 
Best In Entertainment 


funneled through a retailer, dis- 
tributor or local agency. 
Almost everybody agrees that 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 


newsreel-reporter correspondents provide When anything IMPORTANT hap- of vate that the fast-talking 
; ee re operators get. eS 
unmatched coverage of the BIG news... pens in Louisville television, it happens Note the names of agencies 

bys the southeastern Kentucky floods, the | on WHAS-TV. Viewers know it... and which reportedly have been ask- 

oe 3 é : ing for and sometimes succeeding 

Prestonsburg school bus tragedy, the big- so do clients such as Shell Oil . . . and in buying spot radio and tv at 

: ; : as ° local rates for their clients: Grey 
gest private home robbery in U.S. history, the Greater Louisville First Federal Sav- Advertiing, Young & Rubicam, 

and the $250,000 Federal Building fire. ings and Loan Association which has J. Walter Thompson Co., N. W. 

The journalistic magazine THE sponsored the news EVERY night since oie aye Aig tl 
QUILL devoted its May editorial, cover ©WHAS-TV went on the air in March, they were re or on 
i gating for were Armour, Swift, 

and three full pages to WHAS-TV’s cov- 1950. Ford, Lincoln-Mercury, Gulf Oil 
| s and Firestone Tire & Rubber Co. 

ts Your Advertising Deserves WHAS-TV Attention . . . 

a with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! Sane Sennen Geewene ore 
z made directly by the national 
- agenc with station managers, 

WHAS-TV : WHAS-TV CHANNEL 11, LOUISVILLE Sar tees nk Wt ae haw he 
Fishie ° 316,000 WATTS — CBS-TV NETWORK the business somebody else will; 
* Victor A. Sholis, Director in other instances the money is 
e 
. 
- 
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Advertising Age, October 27, 1958 


the simple solution would be a | Brigitte Bardot. 


rences siamese dually aanaeea| To R t d Network Pro ams | = Tv movies have discovered bowl Lithographed F ull Color 
to, but as long as there is more | p a e gr best to trap viewers during the| 


time than people to buy it, this commercials. Many stations now| SANTA ‘CLAUS CUTOUTS 


dilemma is not likely to be re-| . insert their commercials right in| 
solved. Many stations have single March-April, 1950-58 'the middle of the action of the| 
rates. drama without giving the viewer 


A. C. Nielsen Co. | the slightest inkling that the story | 


® The recession, which has made Fre on | 

some advertisers more reluctant. 

to commit themselves for multi-| Year Pregram nate 

million dollar network expendi- | 1950 Texaco Star Theater (NBC) ie RS @ oo ee 6 6 79.8 

tures, appears to have been felt | 1951 Texaco Star Theater (NBC) Se 64.4 

somewhat less at the station level | 1952 2 RPC eee 68.2 chenuhe: its name to 
—from the standpoint of both lo- | 1953 I Leve Lucy (CBS) ... 0... -cceceeeeeeeeeeee 71.3 Re 

cal and national or regional spot | 1954 I Love Lucy (CBS) —- a9... ol ee 57.5 a 

sales. Fringe stations undoubtedly | 1955 Academy Awards (NBC) ..........-....... 51.1 

are having a tough struggle; a total | 1956 pT SRE 5” |” 51.1 

of 86 uhf outlets, including WBUF, | 1957* CUMITONA (OB) oi cw cc ccccees........ 60.0 

Buffalo, which went down despite 1958* Academy Awards (NBC) .................. 54.7 f ‘ i : : n ng 
$2,500,000 of NBC’s money, have || * Highest rated regularly scheduled program for March-April, 

given up the ghost. || 1957, was Ed Sullivan with 50.3. For March-April, 1958, it was 


But the curve for business as a|}| “Gunsmoke” with 46.0. 
whole is up. TvB estimates that 
spot sales are running about 7% | 
ahead of last year’s banner figure | 
of $448,734,000 gross. (FCC’s fig-| 
ure for spot in 1957 was $296,400,- 
000, but its figure is net except 
for commissions to agencies, rep- 
resentatives, etc.) Spot’s biggest 
coup this year was made when the 
Station Representatives Assn. and 
five midwestern reps got together 
and staged a successful pitch for 
a $1,000,000 Kellogg campaign. 
Spot won out over ABC daytime, 
which had had this kids’ show 
business, 

Spot’s case also has been helped 
by the up and coming Adell 
Chemical Co., which has used run- 
of-schedule announcements to} 
make the “good for almost every- 
thing” Lestoil a best-seller. As a 
result, other advertisers, such as 
the ever-alert P&G, have been 
turning up in some fringe periods 
with announcements for compet-| 
ing products. Adell Chemical def- 
initely has proved that supposedly 
not-so-choice time can move prod- 
ucts if the commercials are atten- 
tion-getting. 


= Selective tv’s coffers also have | 
been swelled by sponsors who 
haven’t been able to find exactly | 
what they wanted in network 
lately. Former network user An- 
heuser-Busch is a big syndicated | 
film backer, as is Continental Bak- 
ing Co., which mixes a network | 
kids’ show with the syndication | 
series, “Annie Oakley.” But the| 
top spot buyers, Procter & Gam-| 
ble, Lever Bros., Colgate, General | 
Foods and Brown & Williamson To- | 
bacco Co., are high up on the list | 
of network spenders, too. 

As for the take from local busi- | 
ness, TvB estimates that it’s up 
4% over ’57. There are no up-to- 
date breakdowns, but by far most | 
of the local program time on most 
stations (the national average may | 
be more than 80%) is being filled 
by film of some sort—either films 
made especially for television, or 
feature movies originally intended 
for theatrical exhibition. Some 
stations are putting their best live 
local efforts on videotape for syn- | 


dication throughout the country. 


= Ever so often there is a warning 
—several speakers voiced it at the F ae 
last NAB convention—that sta- | pee CNS Pee 
tions are dissipating the available 


supply of feature movies too fast. 

But movie nights, “Million Dollar” The refreshing sound of KBIG isn’t intended to “send” Junior. 

movies, early shows, late movies ‘ 3 ” e , Use 

and late, late movies are still go- But it does provide freedom from frenzy for “squares”...the mature people sith 

pe agen, bea . ae there who can buy your product. Melodic popular music of today and Seve tartan Catalina 

‘ : a all 

And despite the wails of movie yesterday, plus award-winning news, captures a 91% adult audience Pi dhe 

exhibitors and delaying law suits, (Pulse, Inc.) in 234 Southern California market areas. And a campaign California 

a trickle of post-1948 features is fia di ; 

showing up on tv. Eventually, if on KBIG averages 71% less cost than on stations with comparable reach. 

ped sions nd + cal ge in Rel It’s the most profitable radio coverage you can buy! 


the Hollywood well runs dry, there , 
is the rest of the world’s supply to. KK ( y 
be tapped. Already there are Gina The Refreshing Sound of Radio...740kc/10,000 watts 


Lollabrigida and Anna Magnani, 

speaking to us on the late movies JOHN POOLE BROADCASTING CO., INC. 
with English voices dubbed in. It, 6540 Sunset Boulevard, Los Angeles 28, California * HOllywood 3-3205 ae 
should be only a short wait for 


Mational Representatives: WEED & COMPANY © 1984 John Poole Broadicarting Co, Ine 
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line is being interrupted. This, 
adds up to an extremely jarring, 
experience when the mind is 
snatched away from a daring Eng- 
lish murder scene to a placid U. S. | 
housewife mixing a cake. This 
presumably saves the salary of the | 
voiceover announcer who provides 
a transition between the story and 
the sell, but station men say econ- 
omy is not the motivating factor. 
They have decided that this is 
the best way to keep the audience 
from rushing out to the kitchen or 
bathroom during the sponsor’s 
message. The fact that the viewer 
is in no mood to be receptive to 
what the advertiser has to say 
doesn’t seem of much concern. 


® Of course, the sponsor’s primary 
concern is getting his message 
across. If people merely consider 
him to be a nice guy, but don’t go 
out and buy his product, he is not 
going to be a sponsor very long. 

His latest tool for improved tv 
salesmanship is live-looking vi- 
deotape (see separate story, Page 
49). Its boosters see tape as of- 
fering all the spontaneity of live 
tv, mixed with the safeguards of 
film. There’ll be no more stuck 
refrigerator doors, Bufferin bottle 
explosions or fould up underwa- 
ter Timex demonstrations. 

BBDO is taping all “live” net- 
work commercials this season. 
Lennen & Newell, among others, 
is putting a good many of its “live” 
commercials on tape. The switch 
to tape may become wholesale as 
soon as the talent union jurisdic- 
tional picture clears up. 

The already marked trend to 
changing the commercials fre- 
quently and re-playing the same 
ones sparingly may be speeded up 
by tape, which is a good deal 
cheaper than conventional film. 
Many sponsors not only are re- 
peating the same commercials less 
frequently, they are also using 
several techniques to provide a 
variety of sales approaches for the 
same product. The range goes 
from cartoons to straight-in-the- 
eye hard-sell to star testimonials 
to toe-tapping jingles to complete 
integration. 


s One trend not to expect is the 
sudden disappearance of the med- 
ical dramatizations, the NAB’s ban 
on so-called “white coat” tv ad- 
vertising notwithstanding. Already 
some of these doctors have taken 
off their white coats, but they are | 
still making the same what-do- 
doctors-say approach in the fam- 
iliar doctor’s office-type setting. 

And should the industry decide 
to crack down on the make-believe 
doctors and nurses, what’s to keep 
the drug companies from hiring 
a telegenic real medicine man to 
do their video selling? 

The American Medical Assn., 
perhaps. The AMA says it has no 
policy relative te doctors appearing 
on tv commercials since these mat- 
ters are left up to the county med- 
ical societies. The New York Med- 
ical Society has suggested to three 
young doctors who were offered tv 
commercial contracts that they 
should not endorse medicines on 
television (AA, Oct. 13). If the 
county medical societies don’t act, 
the AMA rules prohibiting doctors 
from advertising might be applied 
against any physician who turned 
tv pitchman. # 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
Prints 4 times as fast 
© Prints 2 sides in one operation 
Prints and folds on press 
© Two colors at single-color prices 

CATALOGS—CIRCULARS, etc. 
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AUDIENCE TREND—In peak box-office, early-morning hours, radio as of 

last spring was still drawing a bigger house from 6 to 8 a.m, than was 
tv. But general audience level, 58 vs. ’57, was down. 


FRanklin 6-6175 


HARRIS | 


This ie another in our series about successful people in advertising, Peters, Griffin, Woodward, Inc, Spot Television 
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Shure Sets Stereo Drive 
The largest consumer advertising | 
program in the history of Shure 
Brothers, Evanston, IIl., will intro- | 
duce the company’s new stereo-| 
phonic cartridge this fall. The ads, | 
which appeal to the “critical ear” | 
which can appreciate accuracy of | 
sound, will run in opera and con- 
cert programs, music magazines | 
and high fidelity publications. Wil- 
liam Hart Adler, Chicago, is the| 
agency. 
Stewart Opens N.Y. Shop 
James A. Stewart Co., Pitts-_ 
burgh agency, has established a} 
New York office to handle pub- 
lic relations and promotional serv- 
ices for its clients. A. Kessler is | 
in charge of the new office. At 


Oe eer, ec 


0 a ee 


‘La Presse’ Issues New Card 

| La Presse, a French language 
|newspaper published in Montreal, 
|has issued a new rate card, effec- 
'tive Jan. 1. General advertising 
|rates per agate line remain at 75¢ 
for transient ads and 65¢ for ads 
of 1,000 lines or more. Sole increase 
effective with the new card is $50 
per color page in the newspaper’s 
weekend rotogravure section. 


Surgeons’ Journal Names Reps 

International College of Sur- 
geons, Lansing, Mich., has ap- 
pointed three regional represen- 
tatives for its Journal of the 
International College of Surgeons: 
Jerry Meyer, New York; Samuel 
N. Turiel, Chicago; and Frank M. 
Cohen, Los Angeles. 


87 


APRIL, 1958 a 
APRIL, 1957 & 


4000 000 
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MAN OF YEAR—Dr. Dik Twedt (left), president of the Chicago chapter 

of the American Marketing Assn., presents plaque to Floyd K. 

Thayer, vp of Abbott Laboratories, who has been named Marketing 
Man of the Year in the Chicago area by the group. 


the same time, Stewart appointed 
William M. Morris, former news- | 
paper and magazine correspon- 
dent, director of its pr department. 


Grubstein to Hicks & Greist — with Gore Smith Greenland, exec- | joined the radio-tv department of 
Hicks & Greist, New York, has|utive art director. Connie Barber,|Hicks & Greist as supervisor of 


Jobson Named Exec VP “(TOTAL U.S. HOMES | 


Harry M. Jobson has been named »¢ USING RADIO F: 
exec vp, chairman of the plans " (Monday thru Friday) 


board and account supervisor of ot. a. ok. 8 el 


Harris & Co. Advertising, Miami. 
Cs MAE: OEE: MEE: E> EE 


1,000,000 


He has been a vp of the agency for 


appointed Saul Grubstein, formerly | formerly with Ted Bates & Co., has | radio-tv estimating. three years. ie OE HEATH 
4 a Source: A. C. Nielsen Co, 
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. «who says that the public is like a small boy. “Unless | keep telling them and 7, eee 
telling them and telling them, they go out and do nothing—for me!" me ae | 
So day-in and day-out his high frequency Spot Television “Plans” are telling and om 
telling, and selling and selling with sight, sound and demonstration—at very ae: 
fow costs per sales call. } 
. 3 
i Let us send you a copy of “SPOT TELEVISION COST YARDSTICKS” which will Eo 
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s %, | American Tyrex to McCann 
— The new American Tyrex Corp., 
i 3 é New York, a non-profit organiza- 
‘ ‘ ¢ tion established to enforce stand- 
Cr a: ae * ; ards for Tyrex, a new cellulosic 
£ i % 23 ty oh A ae Mae oe @ ‘s yarn, and to extend its use through 
. @ 2 - ¢- : advertising and public relations, 
% @ snnenaee EAST ef has appointed McCann-Erickson, 
; j “nei Sen ieee “me WBZ-TV _ Boston 4 NBC , New York, its advertising agency. 
: a WOC-TV Davenport 6 NBC WGR-TV _— Buffalo 2 NBC Communications Counselors, a Mc- 
Ee WEST WOSM-TV  Duluth-Superior 6 NBC-ABC KYW-TV = Cleveland =3 NBC Cann-Erickson subsidiary, will 
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WBAP-TV Fort WorthDallas § NBC  wigwy  crarestom SC See Grey Elects Alcock VP 
2 KENS-TV San Antonio 5 CBS WSVA-TV Harrisonburg, Va. 3 ALL Ben Alcock, associate creative 
. WFGA-TV Jacksonville 12 NBC ¥ director of Grey Advertising 
re wiv) Miami 4 CBS 4 Agency, New York, has been 
WOBJ-TV Roanoke 7 CBS 


elected a vp. Prior to joining Grey 
in March, he was a vp of Cunning- 
ham & Walsh. 


—-PETERS, GRIFFIN, WOODWARD, inc. © 
Spot TELEVISION sania Wake bo tol 


Pioneer Station Representatives Since 1932 . a oe psy one 
sa AT URITY 

MEW YORK + CHICAGO + DETROIT + HOLLYWOOD © ATLANTA + DALLAS + FT.WORTH » SAN FRANCISCO tart ate Sa 
Ls motion picture or 
slidefilm provides 
that ‘more’... 
Warning: Pick an experienced 
producer, 


Atlas Filin Coporation 
OAK PARK, IL. 
CHICAGO PHONE: AUstin 7-8620 
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. ‘ | presentation; the failure of the|the client buy it? If he will, then 
Ad Business Dep icted as Unrelievedly ' Presentation; the coincidence that | the agency will peddle it to him. If 
Sleazy’ in Adman Kelly's ‘The Insider’ | changes Mr. Noyes’ life and lifts|the agency has any firm convictions 


him from well-deserved disaster. of any kind—except the impor- 

New York, Oct. 21—Madison as well, a coward, a philanderer,a| Mr. Noyes is inept, weak and’ tance of making money—they don’t 
Ave. has taken a wicked beating in| drunk—and magnificently, elo-| vicious. The only reason one might | appear in the book. 

contemporary fiction, and “The In- | quently incompetent. | feel some sympathy for him is the; In Mr. Kelly’s agency world, 


sider,” by James Kelly, lays it on | 
again, in what must surely be one unrelievedly sleazy, and his por-| works, a world peopled with glossy | The client and the client’s organi- 
of the most unpleasant novels to trait of life in a bigtime agency is |sub-humans. 'zation distrust the agency—not 
come off the presses in 1958. /a compound of frustration, intrigue | without cause, the book makes 
The central figure in “The In- | and deceit. |@ In Mr. Kelly’s agency world, all | clear—and the agency men hate 
sider"—“hero” is hardly the word! Its time span is short: The few | men are opportunists. There is little | and fear the client’s people, except 
—is Mortimer Noyes, account su-|days preceding a presentation on / friendship, and no loyalty. There is | the ones for whom they have only | 
pervisor at Gaddes & Doblin. He is the account for which Mortimer no noticeable pride of craftsman-| pity. 
also the client’s son-in-law. He is, Noyes is responsible; the day of the ' ship. The single standard is, will! As a business, Gaddes & Doblin 
See “looked exactly like a collection of 
isolated, watertight compartments 
presided over by a few officers on 
the bridge. Or an old-fashioned 
tent show in which independent 
concessionaires kicked in heavily 
for common operating facilities... 
There was no agency point of view 


n. inc, is moving to larger 
; are not expanding. 


animatio 
quarters. we | 
oal is not to be the biggest. 


ge fe the most comfortable.” discernible, and practically all de- 
J : n hollywood's cisions affecting accounts or per- 
in our new studios 0 sonnel seemed based upon compro- 


1 continue to make 


The personal side of the novel is| world of advertising in which he| people run on mutual contempt. | 


film row, we will ¢ 
better pictures, [0 
selling. through television. 


mise... 


es, for better 
® It had developed a lot of tech- | 
niques to protect its profits. When 
an account man’s account was 
booming, and he wanted more 
|/money, President Gaddes talked’ 
| like this: “You are one of our val- 
ued key men, one of those expected 
|to take the load off us old ——s 
‘one of these days—and that’s ex- 
actly how it should be. 

“... But we have not had a good 
quarter. In fact, a disappointing 
one. Belts are being tightened in 
the shop until a few special ex- 
penses are absorbed. Perhaps later 
in the year we'll come up with a 
stock plan which will be better) 
than salary adjustment now. You 
|can be sure G&D takes care of its 
people. G&D has nothing to sell 
except good people and good 
ideas...” 
| On presentation day, the atmos- 


*qa comfortable picture is a 
happy picture. 


animation, inc. 

736 north seward street 
od 38, california 

ane "hollywood 4-1117 


effective november I 


—_ 
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phere is at its worst. Mr. Kelly in- 
terprets the voice of the agency: 
“Don’t be misled, gentlemen, by 
our easy jokes and knitted ties. 
Sometimes we’re laughing on the 
outside and crying on the inside 
while drinking martinis with you. 
Think of it so, and maybe you'll 
understand why this is not our 
idea of fun—and why we're a hell 
of a lot more interested in what 
you think than in what we think. 
We'd much prefer to spend your 
money on your terms than not 
spend it on our terms. Call it a 
Madison Ave. attitude, if you 
want...” 


® The Madison Ave. attitude with- 
in the agency is eloquently stated 
by Toby Stein, copy chief and Mr. 
Noyes’ Princeton classmate: 
“Friendship is for college boys— 
not us grown-up agency operators. 

“A guy is lucky if he knows two 
honest-to-God people in his whole 
life who aren’t looking for any- 
thing. Only a rich man can afford 
the luxury of putting another guy’s 
welfare ahead of his. And when 
he’s rich the whole world is so 
friendly he doesn’t need to both- 
>. 
“So this is war. I’m too yellow to 


| go over the top with you, and the 


old college tie isn’t strong enough 
to make me. So go, and good luck. 
I'll be waiting with the women and 
children...” 


@ The reflections of account exec 
Bernie Kidder are equally edifying 
—‘‘He might blast off at a party 
about how misunderstood Madison 
Ave. was, but any clown could un- 
derstand the hugger-mugger of the 
Tipton meeting. An agency trying 
to peddle a bunch of ads and tv 
spots for whatever the traffic 
would bear—without any basic 
convictions on what the client 
should buy. Sweat and strain and 


ADVERTISEMENT 


Sleeper 


Of course you know about “Divorce From BIB Newsletter, “Facts, 


Hearing”, the unrehearsed new 
show that’s causing all the talk. 
It’s authentic, startling, presenting 
every-day people at the crisis of 
their lives, exposing the raw facts 
of their love and hate. 


Dr. Paul Popenoe is in charge 
and appears on each show. In 1930, 
he founded and now directs the 
American Institute of Family Re- 
lations. Dr. Popenoe is the author 
of eleven books on marriage and 
social biology. His regular feature 
in The Ladies’ Home Journal, “Can 
This Marriage Be Saved?” is na- 
tionally known. 


Not a re-enactment, “Divorce 
Hearing” is the real thing—tragic, 
comic, emetion-packed, and fasci- 
nating! Fascinating? Listen to the 
reviewers: 


From The New York Times: 
“* Divorce Hearing’... has a fasci- 
nation about it ... The participants 
were forceful personalities whose 
accounts have a definite tragicomic 
flavor...” 


Figures and Film”: “Interstate has 
a sleeper in its ‘Divorce Hearing’ 
. .. the psychologist-star Dr. Paul 
Popenoe will be a national figure 
with plenty of demands for his 
time before the first series runs its 
52 weeks .. . When series opened 
in New York (WNEW-TV, old 
WABD) the station was swamped 
with telephone calls asking ‘Is he 
(Dr. Popenoe) in New York?’... 
a hot subject...” 


From The New York Herald 
Tribune: “. . . a fascinating pro- 
gram ... frank, unrehearsed ... 
candid ... The second couple made 
Ralph and Alice Kramden seem 
like Romeo and Juliet, and in spite 
of the seriousness of their situation 
turned out to be pathetically funny. 
‘He thinks he’s Red Skelton,’ the 
woman complained bitterly. He 
darned near was.” 


Electrify your programming! Get 
“Divorce Hearing” from INTER- 
STATE TELEVISION—and get it 
right now! 
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sell. Which shell is the pea under, 
Rube? Let us hold your money be- 
fore you lose it. It’s a bad neigh- 
borhood around here—somebody 
always trying to sell you the 
Brooklyn Bridge or the Empire 
State or the sensational possibili- 
ties of color spreads in Life, the 
Post and maybe Look...” 

And it is Mr. Kidder (who 
comes as close to being a pleasant 
person as anyone in the book) 
who preaches the moral in a meet- 
ing before his resignation: “My 
wife is an energetic, odd woman 
who keeps asking impossible ques- 
tions. She can’t understand why, if 
advertising is the game they say it 
is, I don’t seem to get more fun out 
of it. In her opinion, a man is 
erazy doing anything that doesn’t 
bring him either a lot of money or a 
lot of fun. 

“If he’s got enough money al- 
ready, the only item left is fun. So 
far ... I’ve handed her the old rou- 
tine about the satisfactions of help- 
ing to raise the American standard 
of living, distribute the goods at 
low cost, bridge the gap between 
the man selling and the man buy- 


“Do the rest of you know what 
they mean by ‘An agency has noth- 
ing to sell but people’? I’ll tell you. 
They mean facts and reasoning 
come second, if at all. They don’t 
mean ‘selling’ people at all; what 
they have in mind is convincing 
clients, who are also people. Now I 
can tell my wife why I haven’t 
been having enough fun—it’s not 
the business, it’s the people in it 
who—” 

“The Insider” is the work of a 
veteran agency man and one whose 
views about fiction dealing with 
agencies are fairly startling when 
compared with his book about 
agency life. One wonders if Mr. 
Kelly read his book as he wrote it. 


# Aside from its agency detail, the 
novel has enough sex episodes to 
make it go in soft-cover form. 
There’s an accessible art director 
named Margo with “machine-drive 
hips” and a white rug, a Puerto 
Rican chippie and a merchandis- 
ing gal with the wonderfully ono- 
matopoeic name of Rollene. This is 
standard trapping for a Madison 
Ave. treatment of the booze, bed 
and business genre. 

But agency people may have 
some difficulty in identifying 
themselves with a business world 
of unrelieved, pitiless exploitation, 
savage manipulation, lack of 
knowledgeability and craftsman- 
ship, and devoid of decency and 
humor. 

Mr. Kelly’s book was hailed, 
presumably by people who had yet 
to read it, as a sympathetic novel 
about advertising. His foreword 
gives a curious insight into his 
sympathy. It reads in part, “ “The 
Insider’ is dedicated to Madison 
Ave., without whose involuntary 
cooperation it could not have been 
written...” 

(“The Insider,” by James Kelly, 
Henry Holt & Co., $3.95.) 


Novel Is ‘Irony,’ 
Not Anti-Ad Epic, 
Says Adman Kelly 


New York, Oct. 21—About a 
year ago, James Kelly, vp of El- 
lington & Co. and sparetime liter- 
ary critic, took out after Madison 
Ave.’s novelists in a piece in the 
Saturday Review. 

He castigated advertising novels 
for their sameness (jockeying, 
anxious, insecure agency men, 
their career gal mistresses), their 
obvious bid for the quick buck, 
their caricatures rather than char- 
acterizations. He mourned that 
“one still looks for competent nov- 
els to supplant fictional nonsense.” 

The other day, Mr. Kelly, who 
has now written a novel of his own 
about advertising called “The In- 
sider,” said he didn’t think his con- 


tribution is the great American 
novel of the ad business. He called 
it, however, a study of “human re- 
lationships and the insecurity and 
the pretense of life against an ad- 
vertising background.” 

“It is possible to think that ‘The 
Insider’ exploits evil,” he added. 
“But anything based on human re- 
lationships has to bring out some 
critical points. These relationships 
are the proper concern of even the 
semi-serious novelists...’ 


= In Mr. Kelly’s view, the total 
impact of the book is one of irony. 
“The human irony is that in a se- 
ries of blunders a man like Mr. 
Noyes can be considered bright and 
alert and be saved by a series of 
coincidences—and life is full of 
those.” 

“Mr. Noyes never prepared him- 
self for the advertising business— 
he’s a kind of devil’s advocate, and 
the book should be read in these 
terms,” Mr. Kelly said. “ ‘The In- 
sider’ adds up to a justified crit- 
icism of Mr. Noyes, the adman. I 


was not trying to prove that the 
agency-client relationship is based 
on fear.” 

Mr. Kelly learned about the 
agency business after Swarthmore, 
a free-lancing period, operation of 
his own agency (Kelly-Kramer, 
which merged with Erwin, Wasey) 
and working at Cowan & Dengler 
and at Cecil & Presbrey, before 
coming to Ellington, where he has 
spent the past four years. 

In 1941 he published “From a 
Hilltop,” which he described as 
“essays on various things.” He is 
currently under contract to deliver 
a novel by next June 1. This will 
be titled “The Conformer” and will 
be set against a broadcasting back- 
ground. It will not be a sequel to 
“The Insider,” but three characters 
in the latter book will be carried 
over to “The Conformer.” # 


Finsilver Named VP 

Lippincott & Margulies, New 
York industrial design company, 
has named Charles E. Finsilver a 
vp. He joined the company in 1952. | 


*In the first 50 morning 
papers Riverside Enterprise 
ranks 22nd in Financial adver- 
tising, 24th in Retail advertis- 
ing, 40th in total Display 
advertising and 46th in 


see the man 
from RIVERSIDE 

PRESS and 
ENTERPRISE 


*Source Media Records Jan. '58 


11,193,882 lines of 
retail advertising ‘57 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


from the heart of Pittsburgh 
to the entire tri-state area! 
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NAB Accentuates Negative in Film on TV Code 


At regional meetings across the country this fall, members of National Assn. of Broadcasters have been gently though poign- 
antly reminded of a number of the tv code’s strictures on broadcast material and advertising via a filmed parody of a tv show. 
The movie, which instructs by the device of the horrible example, was produced for NAB by WBNS, Columbus, O. 


Engineering 


jm INDUSTRIAL PUBLISHING CORPORATION: / 
812 HURON ROAD ® CLEVELAND 15, OHIO 


Combs Expands, Names Ruck 


The Combs Companies, Chariton, 


Ia., outdoor advertising organiza- 
tion, has established an office in 
Des Moines, and has named Fred 
A. Ruck Jr. operations coordina- 
tor, a new position. Mr. Ruck, who 
was formerly in charge of opera- 
tions and sales of the Sioux Falls, 
S. D., branch of General Outdoor 
Advertising Co., will serve as na- 
tional sales representative for 
Combs, and will be in charge of 
liaison between the six Combs’ 
offices in Iowa. 


If you want to sell more building materials, go where every page 
is full of ideas that sell: Better Homes & Gardens, the family 


idea magazine. BH&G has innumerable ideas that sell building 


Fe During the year 
1/, of America reads 


Better Homes 
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materials. BH&G’s editors devote more space to building than any 
other major magazine. Does it work? One out of five BH&G readers 
live where more than $100 was spent for building materials during 
a recent year—nearly double the non-reader rate! 


. the family 
idea magazine 
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CODE FRACTURES—Five of the stills above, taken from the NAB movie 
spelling out some ways of violating its tv code, relate to banned 
activities on tv shows, including excessive violence and overly sexy 
scenes. Other forbidden actions demonstrated in the movie—profane 
language, derogatory references to minority groups and handicapped 
persons. In addition to the two advertising violations shown above— 
“white coat” commercials and drinking demonstrations by an- 
nouncers—other ad violations shown in the movie include invidious . 
references to competitors, free plugs and extravagant product claims. 
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September Sales of Chain Stores 


September 
1958 1957 
Food Chains 
Colonial Stores ..$ 32,872,704 $ 34,785,349 
Grand Union ..... 37,100,316 31,962,027 
GE cob hccciae 33,269,144 33,098,908 
Kroger Co. ...... 136,426,358 132,428,983 
National Tea 60,744,889 54,816.087 
Sesees ce 318,163 173,851,953 
Group Total ...$ 488,731,574 $ 460,943,307 
Mail Order 
«Montgomery Ward 93,209,869 89,407,734 
“Sears, Roebuck . ” 147,649 314,875,804 
ie 11,259,497 10,868,524 
Group Total ...$ 441,617,015 $ 415,152,062 
Drug Chains 
ee = 260 5,672,178 
Walgreen ....... 839,699 19,911,504 
Group Total ...$ ery 959 $ 25,583,682 
Variety and Miscellaneous 
American Stores . 82,098,988 78,220,442 
*Bond Stores .... 5,969,947 6,020,574 
¢Butler Bros. 18,060,796 14,637,649 
©Diana Stores .... 2,949,351 2,640,006 
Edison Bros. ..... 10,221,975 8,616.066 
Fishman, M. H. .. 1,219,617 1,270,818 
Franklin Stores . . 3,301,159 3,034,581 
Gamble-Skogmo Stores 11,470,386 9,890,193 
W. T. Grant ..... 32,552,046 28,501,701 
¢Grayson-Robinson 
SN airs 4 ees 3,996,637 3,172,042 
“Green, H. L. 8,500,267 8,256,053 
Howard Stores 1,878,086 1,996,616 
Kinney, G. R. .... 6,169,000 5,376,000 
Kresge, S. S. 31,008,448 29,123,639 
Se ee 12,643,085 11,280,028 
Lane Bryant Inc. 6,105,504 5,762,040 
“Lerner Stores 13,847,624 13,470,553 
Mangle Stores 3,808,717 3,109,354 
A 8,640,346 8,347,922 
McLellan Stores .. 4,632,169 4,491,994 
Melville Stores ... 14,675,824 13,598,668 
«Mercantile Stores Inc. 12,386,000 11,893,000 
©Miller-Wohi Co. . 3,126,718 2,978,792 
Murphy, G. C. ... 16,171,767 15,210,549 
National Shirt Shops 1,483,542 1,453,032 
Neisner Bros. .... 5,293,374 5,130,584 
J. J. Newberry 18,592,188 17,209,568 
Penney, J.C. .... 108,074,562 106,426,590 
Rose's Stores 2,781,130 2,312,526 
Shoe Corp. of 
America ...... 6,993,587 6,959,651 
*Thriftimart Inc. 13,418,393 14,080,129 
Western Auto 18,586,000 17,311,000 
White Stores ...... 3,531,712 2,692,034 
Woolworth, F. W. 69,530,841 62,865,040 
Group Total ...$ 563,719,786 $ 527,339,434 


Combined Total $1,522,216,334 $1,429,018,485 


« Eight month period. > Four weeks September 27; 26 weeks. September 27. 


4 1958 sales of TG&Y Stores Co. are included for 
1957. © Three month period 


% Gain 9 Months % Gain 
or Loss 1957 or Loss 
— 5.5 $ 333,018,123 $ 333,890,626 — 0.3 
+161 271,713,291 313,928 +13.5 
+ 05 328,788,298 314,975,123 + 4.4 
+ 3.0 1,344,420,927 1,261,769,926 + 11 
+10.8 588,210,289 502,141,426 +17.1 
+ 8.3 1,692,549,054 1,622.062,274 + 4.4 
+ 6.0 $ 4,830,413,605 $ 4,274,153,303 +13.0 
+ 43 657,590,079 649,228,511 + 13 
+ 7.1 2,434,312,387  2,442,938.059 — 0.4 
+ 3.6 84,023,531 78,110,401 + 7.6 
+ 6.4 $ 3,175,925,997 $ 3,169,276,971 + 0.2 
+112 52,708,742 47,746.464 +10.4 
+ 9.7 188,219,902 172,231,013 + 9.3 
+10.0 $ 240,928,644 $ 219,977,477 + 9.5 
+ 5.0 427,085,798 404,171,725 + 5.7 
— 08 10.630,796 11,087,949 — 4.1 
+-23.4 121,013,159 98,281,784 +23.1 
+117 6,094,331 5,842,681 + 4.3 
+18.6 76,502,299 70,923.357 + 7.9 
— 40 10,208,282 10.599.583 — 3.7 
+ 88 10,318,943 9.659.008 + 6.8 
+16.0 035,344 79,846,531 + 7.8 
+14.2 267,037,162 257,497,037 + 3.7 
+26.0 8,824,999 7,297,483 +20.9 
+ 3.0 64,923,456 67.145,407 — 3.3 
— 59 16,650,149 18,784,307 —11.4 
+14.8 46,259.000 41.220 000 +12.2 
+ 65 248,503,931 246,964,332 + 0.6 
+12.1 102,685,942 104.656,493 — 1.9 
+ 6.0 51,933,638 51.901.417 + 0.) 
+ 2.8 106,525,166 110,953,170 — 4.0 
+22.5 24,148,266 23,940.820 + 0.9 
+ 3.5 72,389.338 74,244,802 — 2.5 
+ 31 39,000,309 39,462,603 — 1.1 
+ 7.9 89,278.897 86.074.842 + 3.8 
+ 41 90,423,000 90,347,000 + 0.1 
+ 5.0 6,421,340 6.580.275 — 2.4 
+ 63 134,038,792 137,634,745 — 2.6 
+ 2.1 12,694,742 13,894.376 — 8.6 
+ 3.2 43,666,933 46,168,404 — 5.4 
+ 8.0 142,501,922 139,575,329 + 2.1 
+ 16 859,339,716 862,400,118 — 0.4 
+20.3 19,331,813 19,304,789 + 0.1 
+ 05 59,130,711 59,041.582 + 0.1 
— 47 84,362.340 80,966,820 + 4.2 
+ 7.4 164.050.000 164,368,000 — 0.2 
+312 32,763,343 26.272.718 +24.7 | 
+10.6 569,761,692 543,312,339 + 4.9) 
+ 6.9 $ 4.104,535.549 $ 4,010,371.826 + 2.3 
+ 6.5 $12,351.803,295 $11,673,779.577 + 5.8 

© Two month period. 
periods subsequent to acquisition date, October 1, 


Wool Self-Help Ads Continued 

The Department of Agriculture 
has announced that the wool and 
lamb industry self-help advertis- 
ing and sales promotion program 
will continue for a fourth year. 
Contributions by producers will be 
on the same basis as in the three 
preceding years and will be han- 
dled by American Sheep Producers 
Council. 


Cook Joins Ad-Pact Corp. 
V. Lee Cook has joined Ad-Pact 


al sales manager for Ad-Pact’s line 
of illuminated signs and plastic 
spectaculars. He will headquarter 
in Chicago. Mr. Cook formerly 
held ad and management posts 
with Lear Radio, Link Aviation 
and Electronic Products. 


Fisher Joins ‘Carterama’ 
Natalie Fisher, formerly ad man- 
ager of Employers’ Group of In- 
surance Companies, Boston, has 
been named editor of  seiternhyemongd 
published by William Carter Co., 


Corp., Pardeeville, Wis., as region- 


Needham Heights, Mass. 


a=: 


CIRCULATION NOW 
102,388 

Pub. Statement ending March 31, 1958 

JOURNAL SENTINEL 


MORNING EVE 


WITHOUT THE 
WINSTON-SALEM 


JOURNAL 
SENTINEL 


| WINSTON-SALEM 
| LEADS STATE 
IN BUILDING AND 
LOAN ASSETS 


Top three cities in assets held by build- 
ing and loan associations, as reported 
for fiscal year ending June 30. 


WINSTON-SALEM ..... $80,757,357 
lS) a ne 64,569,766 
GREENSBORO........ 64,064,523 


AND 


NING REP KELLY-SMITH COMPANY 


Conn. Dailies Hike Prices 

The Register, a New Haven, 
Conn., daily, has boosted the price 
of its Sunday edition from 15¢ to 
20¢ at newsstands and 16¢ to 21¢ 
for home delivery. The daily edi- 
tion price remains 5¢. Meanwhile, 
the Record and the Journal, Meri- 
den, Conn., dailies, have raised 
their prices from 5¢ to 7¢. 


CBS-TV Shifts Two Execs 

Edmund C. Bunker has been 
named vp and general sales man- 
ager of the CBS Television Net- 
work division, New York. He pre- 
viously was vp and director of 
affiliate relations. Mr. Bunker will 
be succeeded by Car! S. Ward, for- 
merly national manager of affil- 
iate relations. 


Stone to Stanley Products 

Joseph H. Stone, formerly mar- 
keting research and packaging 
director of Ward Baking Co., New 
York, has joined Stanley Home 
Products, Westfield, Mass., 


company’s Easthampton, 
plant and office. 


Mass., 


Smith to Aloe Creme Labs 


G. Fisher Smith, formerly a/| 


marketing consultant in New York 
and Chicago, 
Creme Laboratories, Ft. Lauder- 


as | 
marketing manager, a new posi- | 
tion. He will be located at the! 


has joined ae ART STUDIO + TYPE SETTING « LETTER PRESS « SILK SCREEN + BOX EASELS & BINDERS 


|dale, as advertising manager, a 
new post. 


4A‘s Boosts Insurance Coverage 

The American Assn. of Advertis- 
ing Agencies has increased the 
maximum coverage for members 
in its group life insurance plan 
from $20,000 to $30,000. 


‘True’ Rep Moves Office 

Don Fuller, Philadelphia repre- 
sentative for True, has moved his 
office to 123 S. Broad St. 
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‘Newsweek’ Boosts Melvin 
Russell J. Melvin, formerly ad- 
ministrative advertising manager 
of Newsweek, has been appointed 
assistant to the publisher. 


DO YOU WANT THE ACCOUNT? 
. Reach for BRAD-VERN’S! 


Over 10,000 reconstructed ad schedules 
in '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 


Write: V. H. Van Diver, Sr., Woolford, Md. 


Phone: Cambridge 171 or 2980. 


E, 304 East. 
ON. ¥17,\ where the finest art 
sits down alongside 
the best production 


facilities and 


first in daytime 


Sales M 


When buying South 
Florida’s 372,200 TV 

homes and $2} billion 

retail sales, study WTVJ’s 
total coverage. For only 

WTVJ delivers unduplicated 
network coverage throughout 
the entire South Florida 
market. Network program- 
ming of all other Miami stations 


is duplicated in Palm Beach. 


That’s why WTVJ alone provides 
total coverage. And NCS #3 

shows this startling fact: Among all Florida stations, 
WTV) is first in monthly and weekly coverage, and 


WTV)'s 
TOTAL* 
COVERAGE 


--" >* 


and nighttime circulation, weekly 


and daily! Ask your PGW colonel for the compelling 
WTVJ story today! 


Data from Television Magazine, Sept., 
anagement’s Survey of Buying Power, 1958 


1958, and 


WTVS MIAMI 


© CHANNEL 4 


Represented by: Peters, Griffin, Woodward, Inc. 
* Dictionary defines TOTAL as 


“whole, amount, complete, entire.” 
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But Rules 
Are Made 
To Be Broken! 


by 
Bert Ferguson 
Exec. Vice-President, 
WDIA 


Every rule has an exception—even | 
the one that says there’s no such 
thing as a sure thing! Because, here 
is a sure thing: One medium and 
one medium alone sells the biggest | 
market of its kind in the entire | 
country! The medium? Radio Sta- 
tion WDIA—first station in the area 
to program exclusively to Negroes! 
The market—the 1,237,686 Negroes 
in WDIA’s listening pattern! 


Within WDIA’s radius is almost 
one-tenth of the Negro population 
of the entire United States. And 
you can’t reach this big buying 
market with any other medium! 


Conventions 


Oct. 26-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Whittier Hotei, Detroit. 

Oct. 27-28. National Assn. of Broadcast- | 
ers, Region 2, Hotel Statler, Washington, | 
D.C 


Oct. 27-28. American Assn. of Advertis- 
ing Agencies, eastern annual conference, | 
The Biltmore, New York. | 

Nov. 5. American Assn. of Advertising | 
Agencies, east central region annual | 
meeting, The Commodore Perry, Toledo. | 

Nov. 5-7. Public Relations Society of | 
America, llth national conference, Wal- 
dorf-Astoria, New York. 

Nov. 9-12. Assn. of National Advertisers 
fall ting, The H stead, Hot Springs, 
Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, | 
Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 

Hotel, Chicago. 
| Nov. 16-19. 


Broadcasters’ Promotion 


| Assn.., annual seminar, Chase Hotel, St. 


| Louis. 
Nov. 17. American Marketing Assn., re- 


| gional industrial marketing conference, | 


| Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
| lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 
| Nov. 20. Business Publications Audit of 
| Circulation, annual meeting, The Bilt- 
|more, New York. 


On Thursday, Qetober 9 Zi HENRICTS turns 


Suddenly...it’s 


eS Mes 
> BO "7x kr es 


EEYRICI'S 
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Rate Cutting Has 
Destroyed Integrity 
in Radio Field: O'Dea 


| 


Lack the clock and 


1868! 
+ 

TuscaLoosa, Axa., Oct. 21—Ra- 
dio men should stop backstabbing 
each other and start selling pro- 
gramming and managing posi- 
tively, Tom O’Dea of H-R Repre- 
sentatives told the Alabama Broad- 


GOOD OLD DAYS— 
Henrici’s restau- 
rant, Chicago, 


ee —— 
ee ee Rms ee Ba Re 
—— he ee 


IP's out COth ammrversery! Come in and help us 
cetebrate | Our apecsel burthdey party features an 
origins! mens eBering famous HENRICT'S dishes 
ell at 1868 prices’ 

PRIp Mearics said “I desire to thawk the 


Jarmo s for finest 
Ramo. rm 


Tee ee ee nee 


easters Assn. here. 

“Some of us are so busy cutting 
rates, while others of us are knock- 
ing the other station and other- 
| wise beating each other’s brains 
|out that we haven’t the time, the 
energy nor the inclination to fight 
announcing that | the real battle” to get radio’s share 
food would be of the ad business, Mr. O’Dea said. 
served for 10 | The representative said it’s un- 
hours at 1868 |derstandable that advertisers get 
prices. Some local | the impression they can set their 
radio spots were |°WM ground rules in radio. “For 
| some of them, from where they sit, 


celebrated its 
90th anniversary 
Oct. 9 by running 
this quarter-page 
ad in the four 
Chicago dailies 


One day only - Oct. 9-11 a. m. to 8 p. m. 


a 
RENRICIY, 


unsurpassed serve 


used. Nearly 7,- 
000 persons 
jammed the res- 
taurant. Henri, 
Hurst & McDon- 
ald is Henrici’s 
agency. 


| kake and Paradise Inns, Phoenix, Ariz. 


|there appears to be no real rules 
}at all, but rather a tornado of con- 
| fusion,” he said. 

“It’s like an old-fashioned west- 
|ern with no holds barred, where 
| the director, perched up on his seat 
away from the clatter, makes the 
|rules as he goes along and it’s ev- 
jery man for himself. The hero of 


jobs.” 4,500 planning kits will be radio buying is to some people the 


Nov. 20. Television Bureau of Adver-| April 16-19, 1959. Advertising Federa-| cont throughout the industry. In| guy with the sharpest pencil and 


Negro newspaper and magazine tising, sales advisory committee meeting, tion of America, 4th District annual con-| 


readership is low. Television set 
ownership is low. And you don’t 
reach the Memphis Negro with any 
other radio station, because he lis- 
tens first and foremost to WDIA. 


Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual 
Hotel, New York. 

Nov. 25. National Business Publications, 
Los Angeles Regional Conference, Hotel 


meeting, Waldorf-Astoria | 


| vention, Desert Ranch and Colonial Inn, addition, copy and planning ma- 
| St. Petersburg, Fla. terial will be sent to the chemical, | 


| May 24-27, 1959. Associated Business | aluminum, copper, steel and rub-| 
Publications, 53rd annual meeting and ber industries 


management conference, Skytop Lodge, tog 
Skytop, Pa. | The sponsors are Air Condition- 


| biggest pair of lungs. 


“In a word, we’ve lost our integ- 
rity and a great deal of our convic- 
tion. These are two priceless com- 
modities no medium can afford to 


he hears : . , , 
aavened, a Ms station! That's go ee juin: An as Advertising | ing & Refrigeration Institute, 

a Ps y. &. , 4 ica, ti convention, : : : . : : * 
proof positive that WDIA’s unique | san Francisco regional conference, Shera- | + eal etek i r American Home Lighting Institute, and effectiveness of this medium 
combination of personal appeal and | ton-Palace. | June 28-July 2, 1959. Advertising Assn. | Edison Electric Institute, Interna-|are overshadowed by ‘what have 
high powered salesmanship pays | Dec. 28-30. American Marketing Assn.,| of the West, 56th annual convention, Ta- | tional Assn. of Electrical Leagues,| you done for me lately’ and ‘how 
off big! national winter conference, Morrison Ho- hoe Tavern, Tahoe City, Cal. International Brotherhood of Elec- | cheap is it’?” 
trical Workers, National Assn. of 


tel, Chicago. 
Electrical Distributors, National | 


Jan. 23-25, 1959. Advertising Assn. of | 
the West, midwinter conference, San Jose,| National Electrical Week Set 

Electrical Contractors Assn., Na- 
tional Electrical Manufacturers 


lose, especially radio. The quality 


= Mr. O’Dea also had a word of 
criticism for the me-tooism trend 
in radio programming. “The happy 


And it’s not just a big market. 
It’s a healthy, growing market! 


Cal. 
April 5-8, 1959. Sales promotion division, by Nine Sponsor Groups 


Negroes—who make up 40% of the | National Retail Merchants Assn., Eden i ional! Elec- i reco 
Memphis market—have contribut- | Roc Hotel, Miami Beach. Pion or — ovgeard ae Assn. and National Industrial Serv- Undred list of top rds has be- 
ed greatly to the steadily prosper-| April 12-16, 1959. National Business | » |come the irritating symbol of bad 


Publications, annual spring meeting, Jo- With the theme “Electricity builds ice Assn. | broadcasting,” he asserted. “There 


|is a wealth of on-the-air gimmick- 
|ing which is fine in its place, but 
Lavery & Topp, specializing in| like everything else should be used 
sales promotion and merchandis- | with moderation and common 
ing programs, has been formed | sense. 
with offices at 18 E. 48th St., New | “However, some of us, because 
York. Principals are Hugh D. La- | of the self-imposed pressure or 
very, former U. S. Rubber account| ratingitis, let gimmicks get out of 
supervisor at Fletcher D. Richards|hand. We become so _ obsessed 
and before that Chicago office| with station promotion, call let- 
manager for the agency, and John/ ters, echo chambers, beeper creep- 
|Henry Topp, independent adver- ers and the like that we’re neglect- 


ing economy of the Memphis area. 


Form Lavery & Topp 


IT'S A LOYAL MARKET! 


And Memphis Negroes listen, | | 
first and foremost, to WDIA! | | 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% 
more rating points than the 
next-ranking station! 


LOOK AT YOUR CALIFORNIA NCS 3 


SECOND LOWEST 


Total Rating tising designer, previously with|ing our audience. In fact we're 
Station Points MacManus, John & Adams. wearing them out.” + 
| se sm; || COST-PER-THOUSAND 

Sta. B 337.1 ™ 

Sta. C 284.1 ; 

Sta. 278.8 

st. 4 || OF ANY TELEVISION | 

Sta. F 101.3 | 

Sta. 6 741 


Negroes in WDIA’s big listening- 
buying audience spend, on the av- 


erage, 80% of their $616,294,100 | 


income on consumer goods. Last 


year, Negroes bought 61.3% of all | 


the flour sold in Memphis .. . 


STATION IN CALIFORNIA‘ 


*Hour, 30-minute and one-minute spot announcement rates for 
7:30-9:30 P.M., based on NCS 3, ARB Metropolitan Area 
Reports and published rate cards. (Formula identical for all 


47.9% of the sugar .. . 52.7% of | ; 

the face powder! stations.) 
: AMONG BOTH because of its crisp 
‘ WDIA’s national advertisers in- | and authentic local, national and 
: clude: GROVE’S BROMO QUI- Nighttime viewer homes (NCS 3) .......... 136,450 In sure d world news coverage, its clean 
; NINE... COLGATE PALMOLIVE Average ARB rating KSBW-TV ............ 42.0 format, its outstanding feature 
Z COMPANY... LEVER BROTH- | ge ng writers and comics, and its com- 
ERS ... MILLER’S HIGH LIFE Average ARB rating KSBY-TV ............. 36.2 Readership plete reporting on radio, TV, the 

BEER .. . KROGER STORES ... | $1.86 movies and theatre. 


' 
; 
* 


WRIGLEY’S SPEARMINT 
TAYSTEE BREAD. 


These—and scores of other ad- 
vertisers—have found: When sell- 
ing the Memphis Negro market, 
you've got a sure thing with WDIA! 


Why not drop us a line today? Let 
us tell you about WDIA’s proof of | 


performance in your own line! 


WDIA is represented nationally 
by John E. Pearson Company. 


EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, JR., Sales Manager 


| Salinas-Monterey 
| 


C-P-M per “AA” minute ...........2..0-5 


KSBW-TV KSBY-TV 


THE GOLD COAST STATIONS 


San Luis Obispo 


AMONG MEN because the Courier- 
Express is undisputedly Buffalo’s 
leading financial and business 
paper—most complete initssports 
coverage and first with final re- 
sults of most sporting events. 
AMONG WOMEN because its daily 
special women’s pages and fea- 
tures have a particularly strong 
appeal to homemakers. 


4 
y we pap 


Western New York's Only Morning 


THIS INSURED EDITORIAL READERSHIP 
CAN ONLY MEAN INSURED ADVERTISING 
READERSHIP FOR YOUR SALES MESSAGES. 


FoR ECONOMY—for more advertis- 
ing for your dollar concentrated 
on those with more dollars to 
spend—use the Morning Courier- 
Express. FOR SATURATION-— 
use the Sunday Courier-Express— 
the state’s largest newspaper 
outside of Manhattan. 


ROP COLOR available both daily and Sunday 


Buffalo Courier-Express : 


Member; Metro Sunday Comics 
and Sunday Magazine Networks 


: Representatives: Scolaro, Meeker 
. & Scott 
: Pacific Coast: Doyle & Hawley 
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new generation 


means Business today... 


The best place to check photography business is at the * 
dealer’s counter. That’s where retailers feel the sales 
impact of their youth trade. More boys than ever buy 
cameras, film, and darkroom equipment, and trade up 
to more expensive items. We know that’s true because 
seven out of ten BOYS’ LIFE readers own photo 
equipment. 

The teen and. pre-teen population of the U.S. is ex- 
pected to hit a record 50 million by 1965. You can reach 
the cream of this dynamic market right now in the 
biggest youth magazine in the history of publishing — 
BOYS’ LIFE. 


1,800,000:. 


The Magazine That Reaches The NEW GENERATION. 
Published By The Boy Scouts of America. 


ENS) eure ate eae ee 
aa" y- vt a 


‘ . ‘ = ; , a : - : 
: : e v4 3 oe 
* 3 ott a “ 
a : = E: t% ? ‘hea ‘ it ru 4 E: 
: ~~ a . 
7 wed C ae , 
oe -. 
, ‘ * ee on 
wae Se 
yt ee j ws \ oe . 
ie oe at - a ce 
} i 
=a + \“ fee 
e = *\ ie pe 
ap L” he cat ig 
Wi +e . <a \ Be 
aig as — : : . ee 
be 4 Siameih, sats i aie 
pa - j iad , #e a te, : ee 
2 . \/ - ie? wish 
ia * bs , fe. 
; rt ae a ryt ' Ree ante 
a og rh ’ va 7 me z > re et Se 
@ off r J gf f eset 2a 
i £ - if ve x i 4 ‘ ioe stg 3: 
Jes ; 
= = ¢ ig ee dh eer 
| “\ 1 irs ae tila age 
-- x FT eee i me 
s - : —“ f ¥ os Ss j Bes, cath 
*] > \ sf mY (A ; } an 4 4 iy 4 inf’; ? Ps Fae 
or a. T° gn el f iS an eo 
\ ‘ ‘ ‘ rf i Sad yt 4 é , , i é 4 ) 4 / a | 
\ 2 \ ~ ab f Oe i gd me 
AAS | » , \ hoa oo é f Lita oF — 
. id a 44 f - i hy 3 ep fey 
Yy j a Ne y “q | / F { P 4 7 Be: 
Pai ; on } : 4 /¥ F i a it . ae 
MAN FLA A i 
ir ‘ *. Be he: PF . soe 
j j ¢ /* S ii - > 4 ff k 4 Per 
eo ~ Se ,. ’ ay’ ai 
ap | {/ a> ANI —_— . ; f og 
, ‘ ; ~ *y ye ” eee 
wee / Hh vans Sperm ; ” ce 1 ’ it , Bie: 
; ¢ . : Rise? ee 
| ae, ‘“ Shih La ; / ry “e a 
; “lta. 0 2 < RC, 2 TES <i eo 
_ oon on j 4 ~Y ' “has. 
” Pa - ; a. = 
2, + “2 = E \ ~ \ aes: 
) ho! st. ; a. 
we KH rm 3 
re ~* ; . , « 5 . 
| ii" -LyY be - ——— , onl 
a 
od | { 2 — - ‘ a, 
. oats j " 
} 4 &! : 4 <—- = eee 
} Ba el \ sceaei 
‘ 4 r : re : eee 
a » . ef Sw ga 
\ ae * .* i j aie 
3 a j / - i : 
; a ” =) 
: i 9 ae ee en : ey? 
— re ae 
+ q oT 
j i 
P m +s, om 
y ee 
dé ; 
J pet? 
1h / 
. 
, . 
, “a ; 
- a aa 
satel 
— ieee 
— Sate h 
ee 
fy eer 
me 
signe 
ae > ' 3 
io ae 
\ we 
‘ ot? a 
e ist 
» 
\ > x ey ee 
¢ : en 
\ bala Oe 
pig a“ hue 
2? » yy = Shes: 
fs AF &@ A, ~~ 2 : oa 
2 ac 4 
f la, > bs oh : 4 \ 
f 2 
4 ; co Paine ie oral 
adi: rx | eee 
A SES er, Wil pei sateen eee 
7" 3 , eer eee rae 
er gee Re re ee ee 
. Verda te ating Mean ont oe obs Li ae eae 
“ 4 gfe Ne ny 5. eee Serta 
’ > ¢ . ape han a aire: ee PSI ie i ar ee 
os 7 ae 4 fe 
ee 
; ti 
; ‘ ' Pais 
Pt lies : SF . v 3 mys -* Tos. : cd a E » i naa ere ¥ aoa ' ia e = aE ee Pe Ts, = os rae . oy ts ae Se “a Roe lance: 
EAR et Rn 2 RN ee mM. eh ee a esp ecm A asi) MANS DM 2 ec OE a gS a Ae i Me de ae Si Sie: ead ee 1 deo patra 
WRF hae phe ae ora wee ae eee — - fs ae ae Ie ee Ree ee sci eC at eee “aie TE os es Sr tie os ain Bons) ie aaa a i aes A - be aren 
rae ae Ree oe. - a Pree ne er ee whl colt nk age EE Ne? con wee Brees ee eae he eee Ree ee es 
Pe ae fines te x ceblas f Rt SS ve 5 age eerie are oe gemma eS 7 


FIRST in the 
United States 
among cities 


SIXTH in the 
United States 


among ideal 


under 150,000 testing cities 
— regardless of 
a population. 


EVENING EXPRESS e 
100% coverage of city zone 


SECOND of all 
testing cities in 
New England 
regardless of 
size. 


SUNDAY TELEGRAM 


‘represented by Julius Mathews Special Agency 


|Butler Promoted to New 
Pabst, Blatz Sales Post 

George P. Butler has been pro- 
moted to Pabst and Blatz sales 
director for the central region as 
part of a “streamlined” selling or- 
ganization announced last week 
by executives of Pabst Brewing 
Co. and its Blatz division. Mr. 
Butler will work under Rocco B. 
Bunino, vp in charge of sales, who 
said the move was designed to 
“simplify selling operations and to 
jspeed the handling of sales ad- 
ministration matters.” In addi- 


s <2 | 
tion, new appointments were 
aoa A made among division managers 
* ‘and sales administrators of the 


the testinges¢ market in the country 


PORTLAND PRESS HERALD bd 
94% coverage of ABC retail zone 


| various sales regions. 


| Arcair Co. Names Miller 


Harry M. Miller Inc., Colum- 
bus, O., has been appointed to han- 
dle advertising, marketing and 
publicity for Arcair Co., Lancas- 
ter, O., manufacturer of cutting 


|torches and electrodes. 


AD-VENTURES of FRUSTRATED FREDDIE 


No 4 


2:12 RM. | 


aur we've cor YeSheuT cnt 

ALL THE STATISTICS SELL THE 

IN THE WORLD.... CLIENT'S 
MERCHANDISE ? 


2:13 RM. | 


DOES HE 
EXPECT? 


SALES...SALES SALES! 
CLIENTS ARE DEMANDING 


WHAT THE HECK RESULTS. so step uP 
WHATEVER YOU'RE DOING 


WITH SALES 
EXECUTIVES 


ARE SHARPER 
TODAY. MORE AND 
MORE THEY'RE 
GETTING INTO 
THE ACT ON 
MEDIA 22 


‘TuUsaxs 


WE'VE STARTED 
A CAMPAIGN IN 
SALES 
MANAGEMENT 


YoOuUsDA YOUZDA 
THUOIIA TNUOIIA 
BVITUDSK3 SViTujIaKa 
3 i) 
3 I 
2:16 RM] 2:22 RM. | 
WONDERFUL!,.CLIENTS SALES EXECUTIVES 


ARE ON THE SPOT 
TO PRODUCE MORE 
VOLUME —SO THEY'RE 
TAKING AN EVEN 
MORE DIRECT HAND 
ON MEDIA, 


JUST HOW 
HAVE THINGS 


CHANGED? 


* svituzaxa 


rol 


2:25 RM.| 
NOT AT ALL. ADVERTISING 
iS JUST ONE OF THE 
IS THAT TOOLS OF SELLING — 


BAD? So wE WELCOME 


THEIR INCREASED 
INTEREST IN MEDIA 
DECISIONS ju0220 


_ iTuIaKa 


i as a RC rr Co 
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ALBERT W. FLOR JR. has been named 
a senior account executive in the 
| Los Angeles office of Erwin Wasey, 
|Ruthrauff & Ryan, assigned to the 
| Friskies dog food account. He for- 
;merly was with Campbell-Ewald, 
| Detroit, where he worked on the 
Kroger account. 


ARI SR a 1h 
Medium Affects Ad 
Believability, Allen 
Tells Chicago t.f. Unit 


| Curcaco, Oct. 21—Believability 
|in advertising, particularly the 
|/more subtle factors influencing it, 
jare still widely unappreciated by 
| advertising people, Prof. C. N. 


| Allen, psychology professor at 
| Dartmouth College, told the t-.f. 
Club of Chicago here yesterday. 

Aside from the believability of 
printed or spoken product claims, 
‘he said, the category of a prod- 
/uct and the medium carrying its 
|ads significantly affect the extent 
|to which the ads will be believed, 
he said. 

Prof. Allen reported that a test 
he made of ad_ believability 
showed that insurance copy, for 
example, is more widely believed 
than are ads for cosmetics and 
liquor, simply because of a repu- 
tation that insurance advertising 


| has. 


| 
| 


= Different publications and cate- 
gories of publications likewise 
have reputations and built-in be- 
| lievability-influencing factors, he 
‘asserted. Industrial advertisers 
'who have taken to buying space 
in general publications may have 
overlooked the greater believabil- 
ity that is generally associated 
with business publication adver- 
| tising, he said. 
Describing believability as a 
|state of mind, Prof. Allen said 
| there are several major factors in- 
|volved in creating this state of 
| mind: 


|e “Belief is more emotional than 
rational.” A strong intuitive no- 
|tion about something can not eas- 
|ily be overcome by rational argu- 
ment, he pointed out, while logic 
can easily be overcome by emo- 
tional persuasion. 


e “We believe what we want to 
believe.” Prof. Allen asserted it 
is very important for copywriters 
to possess sufficient empathy to 
understand what the ad reader 
really wants to believe—if any- 
thing—with respect to the product 
involved. 


e “We tend to believe authority, 
so long as the authority maintains 
its believability.” An extreme ex- 
ample of this, Prof. Allen said, 
was the 1938 “invasion from 
Mars” drama broadcast from New 
York that was thoroughly believa- 
ble to many people—in spite of re- 
peated statements during the pro- 
gram that the story was fiction. + 


Hirsh Mtg. Names Schram 


S. A. Hirsh Mfg. Co., Skokie, 
Ill, maker of store equipment 
and steel shelving, has named 
Schram Advertising Co., Chica- 
go, to handle all advertising and 
| public relations. The account bills 
about $50,000. Allen Advertising, 
| Chicago, is the previous agency. 
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SPEED-UP YOUR 
DETROIT SALES! 


STEP-UP YOUR 
DETROIT 
ADVERTISING! 


Crowds in new-car showrooms. 
Orders on dealers’ books. Clam- 
ors for factory deliveries. It’s a 
good sign for ’59! 


Right now, it looks like Detroit’s 
your hottest 1959 prospect for 
increased sales. The time’s ripe 
to give your Detroit NEWS’ 
budget a boost! 


The Detroit News gives you the 
largest total circulation of any 
Michigan newspaper. The De- 
troit News also gives you the 
largest circulation, by far, in the 
6-county trading area where 98% 
of Detroit’s annual 5-billion dol- 
lar retail business is done. Only 
The Detroit News effectively 
sells this mass market area— 
city and suburban — where 
people of all incomes live and 
work and buy. 


That’s why The Detroit News carries 
more advertising linage, year in and : 
year out, than both other Detroit = 
newspapers combined! 


Largest Weekday and Sunday Circulation of all Michigan Newspapers ~ 
472,191 Weekdays, 588,989 Sunday, ABC 3/31/58 
SQ) ag 


The Detroit News ~~ 


Eastern Office ...260 Madison Ave., New York Chicago Office ... 435 N. Michigan Ave., Tribune Tower = 
Pacific Office. ...785 Market St., San Francisco Miami Beach ... . The Leonard Co., 311 Lincoln Road 
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If you want to sell housewares, go where every page is full of 
ideas that sell: Better Homes & Gardens, the family idea 
magazine. Any issue of Better Homes & Gardens has hundreds of ideas 
that sell housewares, directly or indirectly. How do BH&G reader 
households compare with the U.S. average in adopting new house- 
wares ideas? Example: More than 1 out of 5 BH&G readers live in 
households owning an electric deep fat fryer—62% above average! 


During the year 
1/3 of America reads 


... the family 


idea magazine 


'Europe’s Optimism 
Bodes Good, Bad for 
U.S.: Neidlinger 


| 


| New York, Oct. 21—Opportu- 
nity has replaced fear in the busi- 
ness vocabulary of Europe and it 
may eventually spell trouble for 
American business, an interna- 
tional trade official said last week. 

Lloyd K. Neidlinger, executive 
director of the U.S. Council of the 
International Chamber of Com- 
|merce, said that Europe’s new 
philosophy of business now cen- 


ters on a “sense of opportunity” | 


rather than “fear of competition.” 
He attributed the new outlook to 
the European Common Market, to 
be initiated in 1959 with Italy, 
France, West Germany and the 
Benelux countries participating. 

| Speaking before a new product 
seminar jointly sponsored by Kas- 
tor, Hilton, Chesley & Clifford and 
lits Canadian affiliate, Bradley, 
Venning & Hilton, Mr. Neidlinger 
| said the common market will mean 


ai 
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|changes—both good and bad—for 
| American business abroad. 

The benefits to U.S. business, 

he said, would be derived from 
four sources: (1) “The expansion 
|of trade and higher level of pros- 
perity that consolidation of the 
imarket is expected to produce; 
| (2) the lowering of costs of pro- 
|duction and distribution; (3) the 
/elimination of obstacles to trade 
|and (4) competitive experience in 
|serving a mass market.” 
. But disadvantages resulting 
|from the common market, Mr. 
|Neidlinger declared, may depend 
on whether U.S. business “marks 
time or continues to invent new 
products, new processes and new 
ways to create and satisfy de- 
mands for American-made prod- 
ucts.” Otherwise, he declared, “as 
|expansion, modernization and ec- 
}onomical mass production pro- 
|gress and European firms grow 
|stronger in size and efficiency, 
| they will become more dangerous 
/competitors in their own markets, 
|in American markets and for the 
_ business available to foreign firms 
in other countries of the world.” 
| He added, however, that these 
drawbacks will not come into play 
for some time. “In the meantime,” 
he concluded, “Americans have 
the know-how and experience to 
determine what 165,000,000 cus- 
tomers want and how to design, 
produce and sell exactly what they 
[the customers] will buy.” 


\. Determining what U.S. custom- 
ers will buy was the subject of 
| another speaker, Harry S. Sylk, 
|president of Sun Ray Drug Co., 
Philadelphia, who ticked off “three 
|/mecessary ingredients” for intro- 
| ducing a new product to drug store 
| customers: 

| 1. “A superior product—not a 
|}carbon copy of something already 
carried. 

2. “A program of promotion... 
| something that the manufacturer 
will do to move it out of the store. 

3. “A good three-way value for 
the jobber, the retailer and the 
ultimate customer.” 

Another ingredient is advertis- 
|ing, Mr. Sylk said. ‘“‘Unless an item 
is continually advertised by the 
manufacturer, and regardless of 
| quality or regardless of how high 
/}a volume is reached, it will almost 
always disappear from the market. 

“Any drug chain is able to 
offer proper distribution and prop- 
er point-of-sale display to manu- 
facturers of a new item, but with- 
out proper advertising support no 
new product can be too success- 
ful,” he said. 


® Reviewing the vagaries of the 
U.S. consumer in his acceptance 
of new products, Mr. Sylk said that 
a famous brand name is no guar- 
antee of a new product’s success. 

“Each new product must be con- 
sidered on its own merits,” he 
|said, “and losses resulting from 
| the delisting of new products could 
|be minimized or eliminated if those 
|three basic ingredients in a new 
| product were actually present. 

“Of the 145 new advertised 
| items introduced in Sun Ray since 
| Jan. 1,” he concluded, “72 were 
irecalled and discontinued as of 
| two weeks ago—and that figure 
| will undoubtedly be much higher 
| by year end.” + 


| 
MAAN Reelects Its Board 
The Mutual Advertising Agency 

|Network has reelected its board 
|of directors for an additional year. 
|They are Fran Faber, president; 
|Gladys Lamb, vp and treasurer; 

Ken Warren, vp, and Jim Taylor, 
| secretary. 


\‘Arlington News’ Goes Daily 

The semi-weekly News, Arling- 
ton, Tex., will be published daily 
| Monday through Friday and on 
|Sunday morning beginning Oct. 
| 29. Staley McBrayer, Fort Worth, 
| publishes the paper, 
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How generous 


can you 
afford to be 


with tomorrow’ 


In a medium-sized plant we know, there’s an elderly 
lathe that’s fondly called ‘‘the cornerstone” of the com- 
pany. Purchased in 1912 as the firm’s first piece of 
equipment, it stopped work decades ago, is now kept 
polished as a sentimental keepsake. 


This kind of sentiment is fine. But in the same plant, 
nobody is sentimental about the sad state of produc- 
tion in Bay 6. Or the continual, expensive maintenance 
charges in the press line. These things annoy the pro- 
duction men, worry the money men. 


Of course, there’s always talk about replacing the 
aging equipment. But with business tight, production 
management needs hard-hitting, conclusive evidence 
to sell the idea “up front’. 


They are just about to get that “proof”. On November 
17, American Machinist will publish its 8th Inventory 
of Metalworking Production Equipment. This remark- 
able statistical study is a census of all the industrial 


Metalworking machinery in the United States. 


Classified by age, industry and geographical location 
are 167 kinds of equipment. In the hands of production 
engineers and executives, the Inventory is an accu- 
rate, effective “yardstick” of Metalworking equip- 
ment obsolescence. 


Using the Inventory, every plant can compare itself 
with competition, with local plants, with the nation 
as a whole. And it gives a push for modernization. 


Like everything American Machinist publishes, the 
Inventory is designed as a working “tool” for Metal- 
working production management. Among these tech- 
nically-minded men, editorial and specification /appli- 
cation advertising co-star in reader interest. 


That’s one big reason why manufacturers of Metal- 
working Production equipment place more pages, 
spend more dollars in American Machinist than any 
other Metalworking publication. 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 
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Information for Advertisers 


Nearly 30% of the 71,100 fam-|about the end of October. The 
ilies in Mecklenburg County | analysis is a buying habit and 
(Charlotte, N. C.) have moved into| brand preference study of the 
the area since April, 1949. This is| greater Fort Smith market. This 
one of the interesting facts cov-| year’s analysis will cover bever- 
ered in the Charlotte Observer’s| ages, foods, dog food, shopping 
“1958 Consumer Inventory.” This/| habits, toiletries, laundry products, 
is the first top ten brands study/|household appliances and frozen 
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| foods. Free copies will be available ;county by county, based on latest; Medical Assn., has prepared a me- 
through the newspapers’ national; ABC and publishers’ statements, | dia file. Copies may be had by 


| advertising department or through 
| the offices of their representative, 
| Arkansas Dailies Inc. 


|}@ The Iowa Daily Press Assn., 
;composed of the 38 Iowa daily 
|newspapers outside of Des Moines, 
has just completed a new large-size 
map showing newspaper coverage 
| in Iowa and is making it available 
}to anyone interested. The map 
‘breaks down newspaper coverage 


}and is intended to give an adver- | 


|tiser or a media department indi- 
vidual an exact showing of exact- 
ly how many copies of every daily 
newspaper published in the state 
are delivered in each of the coun- 
ties. Copies may be had by writing 
to Iowa Daily Press Assn., 508 
Shops Bldg., Des Moines. 


e The New Physician, official 
journal of the Student American 


writing Russell F. Staudacher, 
editor-publisher, The New Physi- 
cian, 430 N. Michigan Ave., Chi- 
cago 11. 


e The Chronicle-Telegram, Elyria, 
O., has released its 1958-59 mar- 
ket brochure. It gives information 
on the market, the newspaper, and 
the people in the market. Copies 
are available from Russell Stokley, 
business manager of the newspa- 


released by the newspaper. Copies 
of the report may be obtained by 
writing David Henes, promotion 
manager, Charlotte Observer,| 
Charlotte 1. | 


e American Restaurant now has 
available its new 1959 “Restaurant | 
Market—Sales Analysis.” This 16- | 
page booklet covers basic market | 
data and emphasizes what restau- | 
rant operators are looking for 
in products, packaging, labeling, 
salesmen, advertising and mer- 
chandising. Copies are available at | 
no charge from the promotion and | 
research department, Patterson 
Publishing Co., 5 S. Wabash, Chi- | 
cago 3. 


| 
e Tested techniques of industrial | 
direct mail advertising are dis-. 
cussed in the second edition of al 
16-page, two-color booklet, “Ef- 
fective & Profitable Use of Indus- | 
trial Direct Mail Advertising,” 
which is being offered by the di- 
rect mail division of McGraw-Hill 
Publishing Co. The booklet dis- 
cusses various uses of direct mail 
and describes proved methods and 
materials that are employed in ac- 
tual practice. Following are the 
phases covered: Mailing lists, di- 
rect mail objectives, proved mail- 
ing pieces, mailing operations, 
costs and postal data. To get a free 
copy, write or phone McGraw-Hill 
direct mail division, 330 W. 42nd) 
St., New York 36. 


e The new 1959 “Motel Market & | 
Sales Study” is now available. This | 
16-page booklet covers the latest 
motel census, purchasing power, 
distribution of products and other | 
phases of market development not | 
covered in the 1956 edition. Copies 
* are available at no charge from | 
= Patterson Publishing Co. 5 S.)| 
pare Wabash, Chicago 3. 


e “Consumer Engineering in the) 
Super Market” is the title of a new 
guide to consumer research, pub- 
lished by Mass Marketing Research 
Inc. The brochure explains, with 
charts and diagrams, how consum- 
er research operates in the special 
field of supermarket distribution. 
It gives a step-by-step description 
of how supermarket research, mar- 
* ket research and psychological re- 


PREFERRED 
READING 


WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING 


says GERALD K. CUSHING 
Business Development 


MacLaren Advertising Co., Ltd. 


“Industrial Marketing has always proved to be a reliable 
guide to sound advertising principles. My associates 

and I have used IM articles to good advantage on many 
occasions, particularly when we required additional 
ammunition to back up facts which we already recognized to 
be pretty certain. We all enjoy, and benefit from, IM.” 


With the exception of a “temporary excursion” into selling, and four years of World 
War II service with the R.C.A.F. and R.A.F., Mr. Cushing has concentrated on 

the field of advertising. Associated with the MacLaren Advertising Company for 
16 of his 25 years’ experience, he is among those who have contributed to the 
unusually rapid growth of that Canadian agency’s business during the 


ees 


search combine in analyzing prob- 
lems of supermarket operators and 
manufacturers who sell their prod- | 
ucts through supermarkets. The | 
brochure is available without | 
charge from Mass Marketing Re- 
search, 67 W. 44th St., New York | 
36. 


e The Southwest American, Fort | 
Smith, Ark., and the Fort Smith| 
Times Record will release their | 


| 


third annual “Consumer Analysis” | 


1000 IDEAS 
OnLy $10 


Successful ideas from 
successful companies on 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each month, for a year, you are sent 
sales-tested, profitable experiences . .. 
showing results produced ...as reported 
in the nation’s leading business and trade 
publications. Adapt them to your own 
profitable use. Worth many times the 
$10 you send ! 


400 Madisen Ave., (Dept. A) N. Y. 17 


past decade. Mr. Cushing’s personal life centers about his family and weekends at a 
renovated ancestral stone mill at Cushing, Quebec, on the Ottawa River. Some of 
his leisure time also is devoted to gardening and writing poems—two of which were 
recently published in the Canadian press. 


ILLINO'TS 
NEW YORK 


ILLINOIS STREET * CHICAGO 11, 
480 LEXINGTON AVENUE + NEW YORK 17, 


© BD) NB P| 1 Year (13 issues) $3 


200 EAST 
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Advertising Age, October 27, 1958 


per, or Julius Mathews Special 
Agency, 400 Madison Ave., New 
York 17. 


e A new survey on readers’ pref- 
erences for records, radios, music 
and record players has been re- 
leased by Boys’ Life. Results show 
49.8% own a record player and 
the bulk of the respondents 
(70.3%) prefer 45 rpm recordings. 
The survey is the fifth of Boys’ 
Life survey data series for 1958. 
Copies are available from Harold 


Levitt, Boys’ Life, 2 Park Ave.,|St., Chicago 5. 
New York 16. 

e A 68-page report on “House- 
e Transportation Supply News,|hold Soaps & Synthetic Deter- 
the fleet product newspaper, has | gents,” summarizing the most re- 
released its new market data under|cent published material on the 
the title, “How to Get the Greatest | industry and market, has been pro- 
Share of America’s Truck & Bus/duced by Redbook. Part 1 of the 
Fleet Market.” The data is repro-|report deseribes the development 
duced in two-color silk screen|of the industry from its begin- 
easel presentation style, with|nings through World War II. It 
charts and illustrations. Copies are | traces the growth of the first com- 
available by writing Transporta-| panies, the development of vari- 
tion Supply News, 431 S. Dearborn! ous kinds of soap and the first syn- 


99 


thetic detergents. Part 2 covers;ence showing factors influencing 
| post-World War II industry and | purchases; brand and types of soap 


market developments; the 
from soaps to synthetics, postwar 


shift | 


used nationally, as well as in local 
and farm markets, and the iflu- 


detergent types and brands, pack-| ence of age as a factor in soap and 


aging changes, retail sales and out- | 


detergent purchases. Copies are 


look, distribution and merchandis-| available by written request on 


ing problems. 

Part 3 gives advertising expen- 
ditures in magazines of all compa- 
nies spending at least $5,000 in any 
year between 1951 and 1957. Part 
4 summarizes a number of recent 
consumer studies on brand prefer- 


Armed with a B.S. degree from the Case School of Applied Science, Mr. Gale joined 


says R. H. GALE 
Director of Advertising 


Eaton Manufacturing Co. 


price is one of our better investments.” 


the Eaton Manufacturing Co. in 1929. He has continued at Eaton, where he 


advanced from initial positions in the Axle Division’s service and sales departments 


to sales promotion manager for the corporation. In his current post, he 


serves as director of advertising for all Eaton divisions. Mr. Gale is a member of 
the Cleveland Ad Club and the N.I.A.A. Outside the business world, his interests 
include woodworking and collecting pattern pressed glass. 


“Industrial Marketing is a useful tool for developing and 
keeping up to date a repository of facts affecting our ever- 
changing marketing activities. We at Federal-Mogul 
Service management level consider it a must to read.” 


says RICHARD L. BRACKEN 
Advertising Manager 


Federal-Mogul Service 


Mr. Bracken’s background includes eight years of military service as an engineering 
officer, and extensive experience as a sales engineer for anti-friction bearings. Prior 
to his 1954 joining of Federal-Mogul Service, a division of Federal-Mogul-Bower 
Bearings, Inc., he worked for the Tyson Bearing Corporation. Mr. Bracken 

was an industrial sales engineer in F-M Service’s Pittsburgh district for three 
years before being promoted to his present position at the company headquarters 

in Detroit in 1957. On the sports front, he enjoys golf, bowling, fishing and hunting. 


“Industrial Marketing is a mental stimulant. It has 
sparked our thinking into channels that otherwise might 
have been overlooked entirely. The modest subscription 


| 


company letterhead to Donald E. 
West, director of marketing re- 
search, Redbook, 230 Park Ave., 
New York 17. 


e The second edition of “Profile of 
the Millions” has been put out by 
the New York News. Like its pred- 
ecessor of three years ago, the re- 
port is a study of the New York 
market and readers of seven daily 
and six Sunday newspapers. It con- 
tains over 400 breakdowns and re- 
finements of reader and market 
characteristics. There are tables on 
population and economics, pur- 
chases, etc. Brand information is 
available upon request for alcoholic 
beverages, major appliances, auto- 
mobiles, grocery products and toi- 
letries, from Herbert M. Steele, the 
New York News. 


e Chemical Week has prepared a 
sales handbook, covering the chem- 
ical process industries market, 
planning sales and advertising 
strategy, buying power, sales and 
advertising aids and the problem 
of media selection. For further in- 
formation write Chemical Week, 
McGraw-Hill Bldg., New York 36. 


@ The Philadelphia Inquirer is of- 
fering advertisers a new 26-page 
booklet, “Supermarkets in Dela- 
ware Valley, U.S. A.,” an analysis 
of chain food markets in 14 coun- 
ties. Tables, maps and charts com- 
plement the information covering 
each of the five major food chains 
as well as independent supermar- 
kets. Also included are statistics on 
business and population and other 
data relating to supermarkets and 
food sales. It is available by writ- 
ing Robert R. Beck, national ad 
manager, Philadelphia Inquirer, 
Philadelphia 1. 


e A study of the house trailer mar- 
ket has been published by Trailer 
Dealer Publishing Co., 6229 North- 
west Hwy., Chicago 31. The illus- 
trated study contains production 
figures for 1957, dollar volume, dis- 
tribution and industry trends as 
well as information on practically 
every phase of the mobile home in- 
dustry. Copies may be obtained 
free by writing the company, which 
publishes Trailer Dealer. # 


MUNICIPAL 
MARKET 


These mayors and city managers, 7,500 strong 
from coast to coast, are heavy spenders in the 
municipal market. Your sales message in their 
quarterly magazine can help them make better 
investments of public funds. Give them your 


facts and figures! 
a3 


SRDET 
oe 


— +z 

This monthly textbook on law enforcement com- 
mands the respect and attention of more police 
chiefs and executives everywhere. Its focused 
issues can spotlight your products and services 
for this field and heip you make volume sales. 
Five year success record. 11,325 audited 


NB f 
MAYOR and MANAGER 
LAW and ORDER 


72 West 45th Street - New York 36, N.Y. 
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The Setting 
akes the 
Difference in Sterling...in Magazines 


WALLACE 
STERLING tells why they chose House Beautiful to carry their sales message. 


“House Beautiful, and its audience of better educated, higher-income- HOUSE BEAUTIFUL’s 700,000 better-income families (median: 


families, has exactly the market for our consumer campaign! Over $10,000—average: $14,750) are perhaps, the best sales prospects 
the past ten years Wallace Silversmiths has placed more advertising for sterling silver in the United States. In themselves, these families 
in House Beautiful than in any other home magazine—and we are are an incredibly rich and responsive market. But they also represent 
continuing to concentrate our major schedule in House Beautiful in leader influence—the kind of influence that sets taste trends and buy- 
the current season.” ing attitudes for the rest of the country! 


=e Figse: Deaullifu 


A HEARST KEY MAGAZINE 
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Advertising Age 


Feature Section 


Armstrong in Forgiving Mood 


Cause for Worry, Says Bedell 


Humor Poor Approach: Woolf 


C.M. on ‘Thinking Man’s Filter’ 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


To the Extent Advertising and Marketing Are Corrupting 
Society—You'd Better Worry!, Says Bedell 


When Advertising Age printed Theodore Levitt's paper in the Oct. 
6 issue, we said we knew it would create controversy—and it has. A 
number of letters about it have already appeared in Voice and others 
will appear there. Here Clyde Bedell, noted adman and AA col- 
umnist, rushes into print to decry the article and its thinking. The 
Levitt paper, incidentally, was first presented as a speech at the 50th 
anniversary of the Harvard Business School, and is reported in the 
September-October issue of the Harvard Business Review. 


By Clyde Bedell 

Mr. Levitt’s first two sentences in his 
incredibly insensitive article provide a 
refutation to his entire thesis. He says: 
“It’s natural enough for people now and 
then to think about the consequences of 
their actions. It shows that they have 
compassion, which is a good thing.” 

If compassion is a good thing, he has 
destroyed his basic theory. For the com- 
passionate man, even in pursuit of profit, 
is unwilling to add to society’s prob- 
lems more than he contributes to their 
solutions. One cannot be compassionate 
(which is a good thing) and at the same 
time sell switch blade knives (which is 
bad) even though he has a strong stom- 
ach. Yet, after his first paragraph Mr. 
Levitt postulates his ideal that “whatever 
can be sold at a profit...is legitimate.” 
And in substance—business men had bet- 
ter not become concerned with the conse- 
quences of their acts as business men, else 
they may impair profits. 


= Were his remarks less professionally 
put together, they would have to be as- 
sumed to be written with tongue-in- 
cheek. But written with such earnest 
facility, and calling to witness so great a 
galaxy of supporting (?) witnesses as 
Max Lerner, Isaiah, Jesus, St. Augustine, 
Thoreau, and the Bible—proof that he 
has read books and annotated them pur- 
posefully—we must take him seriously. 

If we accept his first sally, then the 
gentlemen in Chicago who were arrested 
in a highly profitable business of dis- 
pensing orange marmalade made from 
hotel and institution garbage, had not 
forsaken social morality and responsibil- 
ity. They simply had frustrating bad 
luck. 

And the dope pushers in Los Angeles 
and New York who sold their wares at 
a profit, snaring high school kids in the 
drug habit, were doing a legitimate busi- 
ness. 


Jungle Law Passe 


If Mr. Levitt says his thesis holds only 
for businesses that operate within the 
law, he destroys his case again by sug- 
gesting that morality is a matter of 
legality. Men less learned than he, know 
better. 

The argument is stressed by Mr. Levitt 
that the business man is in business 
“neither to save nor to ruin souls. His 
job is perfectly neutral on these matters.” 
It is inconceivable that business men 
of any stature would pay for such ad- 


vice. Even agnostics believe that the law 
of the jungle is passe in business. Being 
neutral as to the welfare of others, 
hence of society, is precisely what civil- 
ized men cannot be. If business men are 
not in business to save souls, surely the 
business men who have done most to make 
our society work would recoil from the 
idea that they are free—for profit’s sake 
—to ruin men’s souls. This is not neu- 
trality. It is pitting one’s selfish interests 
against all progress. 

“Nobody can know better than the 
adult individual himself what his values 
and tastes should be, even if he is a 
congenital idiot,” says Mr. Levitt. 


s Who is adult? A man of 21, a girl of 
18? Is a congenital idiot ever adult? If 
we ever reach the point where attempts 
are not made to improve values and 
taste—throughout life—we’ll regress ra- 
pidly to that jungle law which would 
seem to suit Mr. Levitt. 

And yet, he later testifies: “. . . more 
Americans attended live performances of 
serious music than went to professional 
baseball and football games combined. 
More: books—good books—are being read 
per capita today than 50 years ago. Our 
taste in furniture is certainly superior to 
the mid-Victorian monstrosities and the 
overstuffed Grand Rapids eyesores that 
dominated our living rooms not so long 
ago.” 

He cites this progress as good. 

Such progress as it is did not come 
primarily from the ministry, from agri- 
culture, from law, or science. It came 
from business men. And had they been 
preoccupied with profit alone, many of 
their businesses would not have survived 
to bring progress about, and no doubt 
less good furniture and books and more 
switch-blade knives and guns would be 
sold today. 


Men Must Be Ethical 


There are many statements in Mr. 
Levitt’s article that condemn themselves 
out of hand. They cannot all be examined 
and instanced. But for instance: The 
business man’s “greatest responsibility 
is to succeed as a business man.” The 
business man’s greatest responsibility is 
to succeed “as a man.” There is a dif- 
ference, to which many men who have 
succeeded as business men and not as 


men, can lamentably testify. In an 
ethical society, it is cheering to hear 
pronouncements from an _  anarchistic 


viewpoint. It reminds us, despite falter- 
ings, how far we have advanced. 

Reasoning that is mercuric is not con- 
vincing. Arguing first for abandoning a 
sense of ethics or morality in business, 
Mr. Levitt then says: “Dogma restricts 
scientific development, just as much as 
scientific development undermines dog- 
ma.” Good. And from the validity of such 
a remark his next sentence departs to 
say: “Dogma also restricts top marketing 
development and _ performance.” But 
morality and ethics and social respon- 
sibility are not dogma. And the unwary 
reader should not be trapped by such a 
switch. 


= The vote in the market place is a pol- 
itical ballot that can veto democratic 
economics—says Mr. Levitt, as an argu- 
ment for laissez faire. He advances his the- 
ory of caveat emptor as democratic. How- 
ever, it is just in a democratic society 
that laissez faire cannot prevail. If men 
are to be free—they must be ethical. 
When each individual seeks his own 
selfish best advantage, democratic and 
libertarian theories are discredited fast, 
and society crumbles. Part of the great 
trouble in this country today is that the 
strong undercurrents of Mr. Levitt’s sort 
of business conduct are beginning to give 
direction to too much of the total flow of 
business. (See Rabbi Finkelstein’s article 
in the September Fortune.) 


s I am reminded of T. H. Huxley’s 
withering words in answering Wilber- 
force’s sarcasm in attacking Darwinism. 
Huxley had defended Darwin’s theory 
of evolution. Wilberforce used all his re- 
nowned eloquence to say there was noth- 
ing to evolution—then turned to Huxley 
and asked if it was through his grand- 
father or his grandmother he claimed 
descent from a monkey. Huxley in con- 
cluding his response to Wilberforce’s ar- 
guments, said he was not ashamed to 
have a monkey for an ancestor, but he 
would be ashamed to be connected with 
a man who used great gifts to obscure 
the truth. 

Mr. Levitt uses his obvious gifts to 
obscure the truth. 


8 It is true, you will find the words: 
“Consider the lilies of the field; they 
toil not, neither do they spin,” in the 
Bible. But not in “lyrical and idyllic 
praise of idleness,” as Mr. Levitt states. 
The essence of the quotation sums up 
when Jesus continues: “Therefore, take 
no thought, saying . ‘Wherewithal 
shall we be clothed?’ . .. seek ye first 
the kingdom of God, and his righteous- 
ness: and all these things shall be added 
unto you.” 

Since the kingdom of God within man 
is achieved through sonship to God and 
brotherhood to all men evidenced in 
service to them, which is hardly idleness, 
the quote hardly supports Mr. Levitt’s 
defense of an economy in which men 


may “legitimately” prey on one another. 
A little learning is a dangerous thing. 


Invalid Equation 


Mr. Levitt seems to equate caveat em- 
ptor with having “really uninhibited 
good times,” in reference to pleasure. He 
believes immorality in business leads to 
moral self-flagellation. And that if we 
were willing to accept immorality in 
business, no one would reproach himself 
or another, and we would all be happier, 
and have lots more fun. 

This is as invalid as assumption as 
that morality in business is incompatible 
with growth into “abundance, luxury, 
and boundless leisure.” Mr. Levitt asks 
which capitalistic society is culturally 
and technologically more creative—opu- 
lent U. S. or hand-to-mouth Spain? As 
though that had anything to do with the 
morality of business men. Leisure is not 
evil, but perhaps idleness is. The best 
society evolves into a great deal of lei- 
sure time. The test of its continuing is 
in how leisure is used. A truly great 
civilization can never develop where men 
spend all their time scrabbling and work- 
ing to exist. If men combine immorality 
with leisure, the leisure society has 
earned will disappear. No state can 
transcend the moral values of its people 
as exemplified in the men it accepts as 
leaders—in all fields. And business men 
in the very nature of an industrial so- 
ciety bear the great brunt of leader- 
ship. Business men in the last analysis 
today are behind the educating, select- 
ing, approving, and creating of leaders. 


# As Charles Malik of Lebanon said in an 
address at Harvard Business School on 
its recent 50th anniversary: 

“There will never come a time when 
new and better things in all fields will 
not be created . After nature has 
completely yielded all its secrets to man 

. after man has fully exercised his 
powers ... then what? ... If nature is 
for the sake of man, then man is for the 
sake of what? Is he just for the sake of 
himself? . .. It is at this point that the 
total perspective of Communism’s chal- 
lenge to the business man really begins 
to open up.” Can the Western business 
man meet the Communist claim that his 
society is for the good of all? “In this 
fearful age you must transcend your 
system ... you must mean something in 
terms of ideas and attitudes and a fund- 
amental outlook on life; and this some- 
thing must vibrate with relevance to all 
conditions of men.” 

The issue between Levitt-theory and 
that of the best in the Judaic-Christian 
heritage is vital. Competition through 


long periods in an evolving civilization 
is essential to social progress. But com- 
petition where each man is dedicated to 
no god but profit leads inevitably to 
chaos. Only some of the essence which 
religion has fostered has made creative 
American industrialism possible, with its 
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(modicum at least) of ethics, its credit, 
and its credo of service. 


® As Peter Drucker preaches, the prin- 
cipal objective of business should be— 
not the making of profit, but the making 
of customers. Profit is a gauge of the suc- 
cess at making customers. When the 
customer is forgotten for the sake of 
profits, the business is on a sure road 
to difficulty if not disaster. 

Levitt speaks of the “business man’s 
great secular powers.” They are great 
indeed, and they are becoming—must 
become—greater. If very many men lis- 
ten to the counsel of Levitt, then their 
powers will be perverted and the busi- 
ness community will accomplish our 
American downfall and the default of 
free institutions without help from Mr. 
Krushchey or any of his ilk. If business 
men continue in the way of natural nor- 
mal social evolution, they will increas- 
ingly modify the profit motive with the 
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service motive, and when at last all men 
have abundance and leisure we will find 
that we have all learned a little some- 
thing more of how intelligently to use 
both. 


® The only economic theory that can 
persist and help increase an ever more 
affluent society in which an economy 
can operate, is this: ALL GOOD SELL- 
ING IS SERVING, and serves the buy- 
er and his society as well as the seller. 

Mr. Levitt’s article may help all those 
who read it well. For if they pause to 
consider the values for which they wish 
to stand—for their own sake, and for 
their children’s—they should recoil more 
than ever from the standards we aband- 
oned from the old days of the robber 
barons—the economic pragmatists—the 
men who believed that “if what is of- 
fered can be sold at a profit (not even 
necessarily a long-term profit), then it 
is legitimate.” = 


On the Merchandising Front... 


The Small Store's Return 
Picks Up Momentum 


By E. B. Weiss 


Starting about three years ago, I began 
to suggest that some retailers might soon 
begin to conclude that the very fact that 
so many giant retailers were concentrat- 
ing on ever-larger store units automatical- 
ly created an opportu- 
nity for small store 
units. I made this point 
at that time in several 
of my AA columns, in 
several talks, and in a 
special analysis that 
was published in the 
Quarterly Review pub- 
lished by the School of 
Retailing of New York 
University. 

From time to time, both in this col- 
umn and elsewhere, I have summarized 
some of the latest developments in what 
had been painfully slow fulfillment of my 
prediction. In other words, I could locate 
examples of openings of small store units 
to sustain my point, but I surely had to 
dig for them. 

Starting about a year ago, however, 
really tiny food stores began to open up 
at a pace that was—to me—most en- 
couraging. I have no notion how many 
of these small food store units have 
opened to date; I rather doubt that any- 
one has compiled an accurate figure. But, 
while most of the publicity in the field of 
food retailing has focussed on the giant 
one-stop shopping units of the great food 
super chains, various types of syndicates 
have accelerated their pace of small-store 
openings. 


E. B. Weiss 


s I'll return to these small food-store 
units in a few paragraphs. Right new, 
however, I would like to report that even 
in the department store field some doubts 
have been raised concerning the merits 
of opening branches that are from 50% 
to 75% (and more) the size of the main 
downtown store. These doubts have been 
formulated not only with respect to the 
size of these giant branch units, but also 
with relation to the distance between 
their main stores and the branches, be- 
cause these large distances complicated 
enormously the problem of operating 
giant branch units via strings pulled at 
the main downtown store. 

In any event, at an early fall meeting 
of the store principals of the Associated 
Merchandising Corp., a presentation on 
so-called “twig” store units unquestion- 
ably aroused the greatest interest among 


these store heads. This presentation was 
made by William T. Snaith, president of 
the Raymond Loewy Corp. His talk, 
which drew considerable and repeated 
applause, proposed that department 
stores open convenience or “twig” units 
between their giant downtown units and 
their almost equally big branch units. 

Mr. Snaith pointed out that these small 
units would involve minimum risk, they 
would provide mobility, flexibility. He 
had specific reference to branch store 
units of from 30,000 to 50,000 square feet 
that would include only those depart- 
ments most suited to each location. 


s It is interesting to note that the origi- 
nal branches of the department stores 
were units of approximately 50,000 square 
feet. But these were not merchandised 
as Mr. Snaith contemplates; they were 
merchandised as though they were de- 
partment stores and, obviously, you do 
not have a real department store in 50,- 
000 square feet and less. Moreover, these 
branches were at a considerable distance 
from the downtown unit—not fairly close 
by, as Mr. Snaith proposes. 

It has long been my deep conviction 
that department stores have been jump- 
ing all over the landscape instead of con- 
centrating within their logical areas. As 
a consequence, communications of every 
kind between the main store and the dis- 
tant branches are exceedingly loose. The 
department stores have yet to learn the 
lessons the great chains learned long ago, 
namely, how to operate multiple store 
units efficiently over a large geographi- 
cal area. 

In New York City, for example, the 
major department stores have opened 
branches from 20 to 50 miles away and 
more; in some cases, much more. Yet few 
of the Manhattan department stores have 
opened branches in upper Manhattan, in 
the Bronx, in Queens, in Brooklyn, in 
Staten Island. This is their logical trad- 
ing area, and while this is not to say that 
they never should have gone farther out, 
it does seem logical to conclude that 
they had no sound reason for neglecting 
their back yards. 

I am reasonably sure that this will be 
the next development among department 
stores; one of the major department store 
chains has already taken some small, if 
not highly successful, steps in this very 
direction. 

And that brings us back to the small 
food store unit. As these small food units 
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The Creative Man’s Corner... 


and a smoking man’s taste?” 


itself. + 


‘A Thinking Man’s Filter’ 


» Man Who Thinks For Himsett Knows... 


You can almost hear the wheels spinning in the minds of those who sat down 
at a conference table and came up with the new think-copy for Viceroy. 

“Let’s direct our appeal to the man who thinks for himself. Anybody who 
does, of course, will see through our little stratagem—but we don’t want them 
anyway. We want the ones who would like to think they think for themselves. 
They’ll identify and, naturally, think that Viceroy is the cigaret for them.” 

A man who genuinely thinks for himself, of course, wouldn’t think much of 
a phrase like “a thinking man’s filter.” What does it mean? How can any 
thinking man “know for a fact that only VICEROY has a thinking man’s filter 


We seriously do not think this particular campaign will do much for Vice- 
roy. Consequently, it will probably soon pass from the scene. Meanwhile, we 
don’t think it does very much for advertising, either. It’s so patently fabricated, 
so obviously phony, so completely cynical about the whole thought-process 
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P, VICEROY HAS 

A THINKING MAN’S 
FILTER... 

A SMOKING MAN'S 
TASTE! 
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have proved out, and as experience has 
been acquired, larger operations are now 
contemplated. Several announcements 
have been made in recent months of syn- 
dicates formed to open 1,000 and more 
of these small food units. For example: 
in the Chicago area a company has been 
organized—Convenient Food Marts Inc. 
—that plans to operate a chain of 1,000 
fast-service, relatively small food mar- 
kets. (Incidentally, these outlets will be 
open seven days a week until midnight— 
a clear-cut trend among these new small 
food store units; they are “convenience” 
outlets and the time factor is as much of 
an element in convenience as is small 
size.) The stores will embrace some 2,400 
square feet—real pygmies as compared 
with the 30,000 to 100,000 square foot 
units of the great food super chains. 

I suspect that we will soon be hearing 
about small drug store units; as a matter 
of fact, the drug stores being opened in 
many hospitals are tiny when compared 
with the giant units of the big drug 
chains. Certainly, the return to impor- 
tance of the prescription department sug- 
gests that small drug store units will 
once again be able to operate profitably. 

And I see no reason why the variety 
chains may not return to something that 
bears at least a remote resemblance to 
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their early store units—not five and 
dimes, of course, but I mean store units 
that may not be much more than 6,000 
to 10,000 square feet and which do not 
sell electric organs and pre-fabricated 
homes. Certainly, the net profit percent- 
age record of the variety chains for 1957 
and so far in 1958, scarcely makes out a 
case for their new department-store type 
store units. 


= The discount chains are clearly testing 
small store units while simultaneously 
opening large units; one of the discount 
chains plans a separate chain of small 
stores. 

And so it goes—at an accelerated pace. 
All of which goes to prove a fundamental 
that I try never to forget—namely, that 
every great trend in one direction sooner 
or later automatically creates opportuni- 
ties in the reverse direction. This is true 
in the world of fashion—it is true in the 
world of merchandising—and it is true 
in the world of retailing. 

You’ll be hearing more—much more— 
about small store units in 1959. And still 
more in 1960. 

And when the small store unit returns 
to popularity (note that I do not say, 
“if”) it will profoundly affect the mer- 
chandising plans of innumerable manu- 
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IF DOCTORS PRESCRIBE... 


recommend or buy products 


like yours... 


> Inthe July 1, 1958 issue, MODERN MEDICINE published 
a “Symposium on Viruses” by 9 outstanding authorities. 
The authors include 3 recipients of the Nobel Prize. In 
addition, these and other of the contributors have won 
the Criss Award, the Lasker Award, Legion of Merit, 
Commonwealth Fund Award, and many others. The 
Symposium was probably one of the most important 
original contributions to the practice of medicine made 
by any medical publication in recent years. 

Reprints were offered to practicing physicians and to 
deans of medical schools for distribution totheir students. 


THE RESPONSE WAS ELECTRIC... 
Readers were impelled to ACTION 


Just 8 weeks after the July 1st issue had been mailed... 


10,385 reprints were requested by readers. 


14,947 reprints were requested by the deans of 67 of the nation’s 
85 top-ranking medical schools—practically a roster of the 
great medical teaching centers of the U.S. 

1,000 reprints were requested by the Army Medical Service school 
to be used as instructional material. This means that all the 
young medical officers who are initially entering the Army 
Medical Service and all medical officers coming back for 
advanced instruction would benefit from this MODERN 
MEDICINE Symposium. 

107 Professors, Chairmen and Department Heads of 61 medical 
schools asked for copies. 


Beyond this . . . foreign medical centers learned about the Sym- 
posium and we received requests for reprints from Puerto 
Rico, Portugal, The Netherlands, Germany, England, Italy, 
Egypt, France, Canada, So. Africa, India, Cyprus, Hawaii, 
Brazil, Istanbul, the Philippines and the Ryukyu Islands. 


THE FLOOD CONTINUES 


Every mail delivery brings requests for additional hundreds 
of reprints—and they come from small town physicians, 
from practitioners in the great metropolitan centers, and 
from clinics and hospitals all over the U.S. Unquestionably, 
requests for many thousands of reprints will be added to 
these early requests reported here. 


@ To Sell the Doctor When His Mind is on Medicine 
you should be in every issue of MODERN MEDICINE 


This Message is for You... 


THE DOCTORS SAY... 


“I feel obligated to write this letter to let you know how 
pleased I am. ‘The Virus Symposium’ is far and away 
the best issue I have received.” 


Harvard Medical School 


“TI want to compliment you on the ‘Symposium on Viruses.’ 
In my opinion this was the best series of articles to appear 


in any publication.” 
Hamilton, Ohio 


“Certainly appreciated receiving the reprint... your 
MODERN MEDICINE is the outstanding medical jour- 


nal in this country.” ichiee pee 
rooklyn, N.Y. 


“The Symposium is one of the finest things I have had the 


leasure of reading.” 
pleasure of 8 San Francisco, Calif. 


“This was perbaps the most complete summary on the 


subject I have ever read.” 
Charleston, W.Va. 


“One of the most encompassing, thorough, and helpful 
treatments on the subject of viruses I have ever read.” 
Fresno, Calif. 


WHAT DOES THIS MEAN TO YOU, 
THE ADVERTISER? 


In MODERN MEDICINE you not only get 
exposure for your message—you get ex- 
posure to readers who are interested—tead- 
ets who not only react to but act upon what 
they read. The doctor with medicine on his 
mind reads MODERN MEDICINE. 

MODERN MEDICINE should be first on 
your schedule because here you can be sure 
not only of complete coverage of all prac- 
ticing physicians toage 65—you can also be 
sure of... 


@ Warm Reader Interest 
@ Loyal Reader Attitude 
@ Active Reader Response 


ee eS: 


MODERN 


THE JOURNAL OF 


MEDICINE 


DIAGNOSIS AND TREATMENT 


MINNEAPOLIS + NEW YORK CHICAGO ¢ LOS ANGELES « SAN FRANCISCO 
In Canada: MODERN MEDICINE OF CANADA «= In Great Britain; MODERN MEDICINE OF GREAT BRITAIN ¢ = In Australia) MODERN MEDICINE OF AUSTRALIA 
4 Also Publishers of: Journal-Lancet « Geriatrics « Neurology 
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facturers, precisely as did the broad 
trend toward one-stop shopping units. 


® It is interesting to note, in this connec- 
tion, that a definite trend has developed 
among the big manufacturers of major 
appliances to shrink their total distribu- 


Salesense in Advertising ... 


It Seems Man Is Now 


By James D. Woolf 
Creative Consultant 


In this column, on more than one oc- 
casion, I have shown little enthusiasm for 
humor in advertising. In my files is a 
considerable number of letters from ad- 
men and professors of psychology ex- 
presssing their disa- 
greement with my 
point of view. 

Humor, they assert, 
is the greatest atten- 
tion-getter known to 
man. Comics books and 
the comics sections of 
newspapers are the 
most popular reading 
matter of the masses. 
No newspaper except 
the New York Times dares omit comic 
strips. No movie actor has ever enjoyed 
the popularity of Charlie Chaplin. And 
so on. And so on. 


Science has now made man 


There’s no denying that humor appeals 
to the millions. But humor, as I see it, is 
a technique of entertainment and not a 
technique of salesmanship. I can think of 
no great campaign that has consistently 
used the comic technique. I find little 
that is amusing (with two or three ex- 
ceptions) in Julian Watkins’ fine book, 


Tips for the Production Man... 


sie 
Sa 
zr 


tion; a clear reversal of their trend since 
the war. This trend by the manufacturers 
will go hand in hand with the return of 
the smaller store unit—and it is just one 
example of how the smaller store unit 
will shape new policies in marketing, in 
distribution, in merchandising. # 


Equal to the Jackass 


“The 100 Greatest Advertisements.” I 
know of no successful mail order adver- 
tiser who profitably uses the comic tech- 
nique. And none of the great retailers— 
Marshall Field’s, Macy’s, Sears, Polk’s, 
etc.—makes an attempt to entertain the 
public with humor or whimsey. 


® I was looking through the Sept. 20 is- 
sue of The Saturday Evening Post when 
my eyes fell on the page advertisement 
reproduced herewith. The advertiser is 
Otarion Listener Corp., which claims to 
be the inventor of the world’s first eye- 
glass hearing aid. 

As I see it, this fantastic ad is a des- 
perate bid for indiscriminate attention. 
It makes no attempt whatever to seek 
out among Post readers those who are 
hard of hearing. It makes a desperate 
try for the attention of everybody. With 
this objective I do not agree; I believe 
in advertising (and I have proved it with 
mail order tests) that is selective. John 
Caples, in his excellent book, “Making 
Ads Pay,” says this: “If you want your 
advertising to produce SALES, do not (in 
your eagerness to attract a big audience) 
use a headline which fails to attract the 
very people who will buy your product. 
Use a headline that SELECTS PROS- 
PECTS.” All of my experience supports 
this point of view. 

For what it is worth, I have another 
objection. I have no doubt that Otarion 
Listener Corp. is an ethical and honor- 
able organization. But this ad portrays 
no such picture. It was Sigurd Larmon, 
I think, who once said: “Advertising is 
the face business puts before the public.” 
Does this ad represent the “face” pre- 
ferred by the Otarion company? I can 
hardly believe it. 


® I go along with Arnold Gingrich, pub- 
lisher of Esquire: “You have a hard time 
today to find an ad that isn’t so busy 
being different that it forgets to be an ad. 
Par for the course is an eye patch on one 
eye and a monocle on the other, topped 
by a beret and bordered by a beard, rid- 
ing backward on a zebra, wearing tails 
with red shoes, and using a violin for a 
croquet mallet.” 

It seems to be true, at least in some 
advertising circles: Science has now made 
man equal to the jackass! + 


Color and Screen Tint Guides 


By Kenneth B. Butler 

A few columns back I described a new 
guide to screen selection for tint blocks 
and backgrounds. In that piece I sent 
out an S.O.S. for sources of color screen 
guides which would enable production 
men to match colors in two-color print- 
ing. 

“Ask and thou shalt receive.” The re- 
sponse proves that production men are 
ever willing to share their tools and 


know-how. Six helpful readers sent in 
their favorite color forecasters. 

Bob Mandel, of the Mandel Co., en- 
graver and lithographer, 1319 North 
Third Street, Milwaukee 12, sent infor- 
mation on a “Tint Guide Book” which 
his company has just completed and 
which will be sent free on request. The 
Guide shows strips in black and in stand- 
ard colors, with various percentages of 
screen. It also shows the degree of legi- 


bility when using overprint or reverse. 
It does not show resulting combinations 
when two colors are printed as duotone. 
It is compact and it is free. 


® The “Master Screen Chart” is the fa- 
vorite chart of J. Edward Smith, of New 
Holland. The chart he uses shows black 
and red, but also lacks sampling of the 
tints resulting when two different colors 
are carried in full screen. This chart is 
put out by G. C. Hughes of Grand Rapids, 
Mich. I am not sure whether it is still in 
print. 

Another useful and compact chart is 
issued (presumably free) by Jahn & Ol- 
lier, engraver, 817 W. Washington Blvd., 
Chicago, and called “Kencolour.” It 
shows actual printed swatches of the re- 
sults that may be obtained in pure color 
and also in combinations in two colors 
and in three colors. Two hundred and 
twenty separate hues are sampled, giv- 
ing a wide range from pastel to offbeat 


deep tones. 
“Duo-Color Guide” is the name of a 
comprehensive guide containing 100 


pages, plastic bound. The portfolio sells 
at $35 and may be ordered for 10-day 
examination before purchase, if desired. 
All told it includes 4,200 samples of the 
actual printed results of all the most ef- 
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fective colors in every possible and prac- 
tical two-color combination. For more in- 
formation, or to order, the publisher of 
this guide is Graphic Publishing Co. Inc., 
240 W. 40th St., New York, 18, N. Y. 
The latter firm is presently preparing 
a four-color guide to be called “Four 
Color Process Standard,” scheduled for 
publication in the spring of 1959. 


s “Halftone Screen Chart” is offered by 
Dot Engravers Inc., 600 W. Van Buren 
St., Chicago. This is actually two charts, 
one showing 65-line screen for news- 
print and coarse book paper, the other, 
100-line screen for general publication 
work. Both single-color and two-color re- 
sults are shown, using black and the 
standard 4A second colors. A request on 
your firm’s stationery will bring which- 
ever chart you require. 

“Four Color Forecaster” is the name 
of another chart which is produced on 
acetate sheets printed in various screen 
percentages and which, when superim- 
posed, give an acceptable idea of the re- 
sulting color tone. Included, in addition 
to the four process colors, are the five 
4A colors. This packet is offered without 
charge by Chicago Engravers, 210 S. 
Desplaines St., Chicago 6. Write atten- 
tion George M. Danner, sales manager. + 


From an Art Director's Viewpoint... 


Dear AIMBW ... All Is Forgiven 


or 


eee 


The next five minutes make all the difference 


a 


You te petting dressed. Whot san put 
ee 


hestrt wee bene k Witwer rose cme the cagtht tethwe foor 


By Andy Armstrong 

If this ad is the beginning of a new se- 
ries, it is a milestone in the history of ad- 
vertising switches. And a welcome sight, 
indeed. 

We all gave those Dress Right people 
a going-over. Every 
head-hunter who 
writes letters to edi- 
tors screamed for their 
blood and voted them 
the frontispiece spot in 
that large volume en- 
titled, “Ads We Can Do 
Without.” Everybody 
said it was crummy and 
low-grade to appeal to 
whatever base side of 
a man you appeal to by sneering at his 
haberdashery. On this count we can all 
shut up now, because Dress Right is talk- 
ing in this ad to the man, not about him, 
and with sweet reasonableness rather than 
down the nose. 


Andy Armstrong 


What nobody raised much stink about 
with the old campaign (if this is a 
switch, and not a one-time interruption) 
was the lack of believability in the old 
pictures. Men on the golf course buzzing 
like old bridge-biddies about a _ half- 
zippered friend, or that sloppy girl telling 
her mother she hoped Daddy would stay 
upstairs. Those pictures looked rigged, 
and they were. 


® This picture is BELIEVABLE. It looks 
unposed. It is a touch out of focus. It 
was shot in available light. Nobody 
coached the model to put on any of the 
stock facial expressions, like “Puzzled,” 
“Worried,” or “Anticipatory.” He has a 
shirt and tie in his hand, and he has 
stopped to look at them. Nothing more. 

If the shirt is right, the only way he 
can goof, in the next five minutes, is by 
buttoning it to his underwear. But even 
bent over all day, he will be a winner, 
because he is real, # 
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IF YOU SELL 
IMPORTANT 
BUILDING... 


Sell your product to BCI's building teams . . . the contractors and 
architects who design and build America’s shopping centers, schools, 
hospitals, office structures, churches, industrial plants, skyscrapers 
—and all important buildings. 


BUILDING CONSTRUCTION ILLUSTRATED alone provides these con- 
tractors and architects with valuable on-the-job reports on new 
methods for constructing big buildings. No other publication covers 
this vital area, from drawing board to finished building. 


Every BCI reader is an immediate force for the specification, 

purchase and use of your products. BCI’s coverage is so singularly 
different with its exclusive editorial coverage of IMPOR- 
TANT BIG BUILDING that it is the one magazine in 
America that gives you more important readers for less 
money . . . without thousands of waste circulation. 


BUILDING CONSTRUCTION ILLUSTRATED — Read 
each month by nearly every contractor and architec- 
tural firm concerned with constructing commercial, 
industrial, institutional and government buildings. 
... and the Buying & Specifying Handbook BCI’s 
April (1959) Issue. Contains charts, tables and 
other technical information. Referred to throughout 
the year for valuable design specification and appli- 
cation data. 


Industrial Publications, Inc. Publishers of Practical Builder, 
Building Supply News, Brick & Clay Record 
and Ceramic Industry. 


Name 


BUILDING CONSTRUCTION 


illustrated 


5 S. Wabash Avenue «+ Chicago 3, Illinois 


FREE MARKET DATA FOLDER... 


This 28-page market data brochure spells out the $37.5 billion 
market covered by BUILDING CONSTRUCTION ILLUSTRATED. 


Company 


Address 


State 
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Japanese Tells Agency Network Affiliates 
50-50 Commission Split Unsatisfactory 


A brief view of the Oriental attitude toward advertising and a sug- 
gestion that expanding trade requires a change in the present method 
of compensation for agency network affiliates in the U. S. and over- 
seas were presented in a speech by Tsuneyuki Nishida of Dentsu Ad- 
vertising Ltd., Tokyo, at a meeting of the Affiliated Advertising Agen- 
cies Network Aug. 12-16 in Baltimore. Dentsu employs more people 
and may have larger billings than any other agency outside the U.S. 
Most of Mr. Nishida’s speech is reproduced here. 


By Tsuneyuki Nishida 
Dentsu Advertising Ltd., Tokyo 


Japanese advertising is, generally 
speaking, based on slightly different 
appeals from that of, say, the United 
States. I am, of course, going out on a 
very shaky limb in saying that and I 
intend to climb back to safer ground as 
soon as I decently can. But the Japanese 
way of thinking is a little different from 
the Occidental way and what might be 
called “hard selling” copy might strike a 
sour note unless we are very careful. 
Conversely, copy as generally favored by 
the Japanese advertiser is of the “soft 
sell” variety. 

This problem is compounded when 
the question of “face” is involved. Now, 
I know there have been many jokes about 
this matter of “saving face” so far as the 
Orient is concerned, but there is no deny- 
ing that it is a universal problem. Anyone 
who has ever been in the position of 
having to point out to a very uncompro- 
mising client that he is wrong—and I’m 
sure that that includes everyone [of us] 
—will surely agree. The difference lies 
more in degree, and while it is generally 
theorized that the smart business man will 
appreciate being told when he is wrong, 
“it ain’t necessarily so” where I come 
from. 

This is one of the problems that con- 
front us in our dealings with our overseas 
affiliates, although it is apparent to us, 
at least, that the sooner this particular 
attitude is overcome, the better it will 
be for Japan’s overseas advertising in 
general. After all, the aim of overseas 
advertising is to sell the foreign consumer 
on the virtues of the product, not neces- 
sarily to sell the client on the validity of 
his pet ideas. [But] in time I am quite 
sure that eventually every Japanese 
client, big and small, will accept agency 
recommendations without falling back on 
the “do-as-I-say” approach. . . 


® There is one particular question that 
is causing us a good deal of concern. I 
refer to the question of a fair compensa- 
tion for ourselves and our affiliates over- 
seas. I do not mean, of course, that the 
commissions paid by the media should 
be increased, however happy such a 
solution might be! But I have in mind 
the thorny question of splitting that 
commission between the two agencies. 

To give you the background of this 
matter as it concerns our company, I 
would like to first explain that Dentsu 
has been forced to place overseas adver- 
tising through two channels—with the 
media themselves and through our affili- 
ates. It might be said, perhaps, that three 
channels are used, since we prefer in 
many cases to deal with a media repre- 
sentative, and place a direct order at other 
times. . . 


s The media representatives came into 
the picture as a result of our dealings 
with Latin American media. It was found 
that currency fluctuations and the in- 
stability of business arrangements made 
it advisable that we work through media 
representatives in the United States, 
paying for all advertising in dollars and 
being able to depend on the high ethical 
standards of American business in pro- 
tecting the interests of our client. 

In other instances, we have found it 


necessary to work directly with the me- 
dia. This has sometimes been due to our 
being unable to find a dependable agen- 
cy to handle the placement end, for in 
certain areas of the world, space broker- 
ing is still rampant, making it extremely 
difficult to insure that our clients are 
getting a fair deal. In other cases we have 
had single insertion orders with no 
possibility of any follow-up and have felt 
that, under the circumstances, it would be 
unfair to expect our affiliate in that area 
to run around for what would be obvious- 
ly inadequate remuneration. 

Of course . . . we naturally prefer to 
work through an affiliate so that the re- 
quirements of most of our clients may 
be fully and properly met. This preference 
tends to amplify the very thorny problem 
of commission split—a problem which has 
already proved quite a hindrance in our 
relations with affiliate agencies in certain 
cases. 


® I do not want to give the impression 
here that I am carrying an argument into 
this convention hall, but I think it should 
be pointed out that it is almost standard 
practice these days for a Japanese agency 
to finance a client’s campaign for any- 
thing from three to six months. This, it 
can be quite fairly said, is purely a local 
problem and an overseas affiliate can 
scarcely be expected to take such matters 
into account. But it does have a consider- 
able bearing on the attitude of the 
Japanese agency to the problem of com- 
pensation, and so needs to be generally 
known. 

The high mortality rates of client ac- 
counts have added to the difficulties in 
this respect, for, while bankruptcies and 
liquidations may enable the client to es- 
cape his responsibilities to the media, it 
leaves the agency holding the bag. And it 
can be a mighty uncomfortable bag to 
hold, too! In some cases, furthermore, the 
sudden demise of a client is not due to a 
shaky business operation which can easily 
be detected by the alert agency, but to 
an unheralded blow in the form of a tar- 
iff increase or a fresh import restriction. 
In other words, the agency that carries a 
client for more than three months is 
likely to find itself in tricky waters if it 
is a little bit unlucky. 

The position is further complicated by 
the foreign currency restrictions imposed 
by the Japanese government. This means, 
more or less, that the remittance of money 
overseas in payment of advertising ex- 
pense can best be effected through a 
recognized advertising agency. For, as you 
can well imagine, it means a lot of 
troublesome paper work involving veri- 
fications and other red tape and the client 
who would prefer to go it alone through 
an overseas agency is often more than 
happy to dump the whole mess in the lap 
of a domestic agency. 


= In our own case, we originally treated 
our foreign advertising service as a sort 
of prestige operation and did not worry 
about the profit angle, being quite happy 
to more or less make expenses. However, 
as trade with other countries gradually 
expanded, we found our activities in this 
respect growing very rapidly and, at the 
same time, found that our financing in 
this field was gradually reaching impres- 
sive figures. So we decided that we would 


have to arrange for some adequate com- 
pensation for ourselves. 

We did not try to determine the relative 
worth of the various facets of agency 
operations; for example, whether the 
question of keeping close and friendly 
relations with the client was as important 
as that of creating a layout and writing 
copy. Or whether the drawing up of a 
schedule or the placing of an advertising 
order was as important as financing the 
first few months of a campaign or dealing 
with bureaucratic red tape over foreign 
exchange. The more we looked at the 
trees, the less clearly we could see the 
woods. 


= So we drew up a sort of rule of thumb 
—namely, that we would settle for a 
50-50 split with our affiliates. It was clear 
that in the case of import advertising this 
wasn’t going to be too good for us, so far 
as compensation was concerned, but we 
assumed that things would more or less 
average out. 

This 50-50 basis has been followed by 
us for quite some time and a number of 
U.S. and British accounts have been serv- 
iced by us for many years on this basis. 
But our continuing relations with U.S. 
agencies has led us to conclude that this 
approach must be wrong—in this country, 
at least—and we now find that we must 
face up to the necessity of adjusting to 
these conditions. 

Even now, we are continuing to service 
a number of U.S. accounts on this 50-50 
basis and provide all the services that our 
American counterparts would give in case 
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the advertising were going the other way. 

Our profit, if any, is quite limited but 
at the risk of sounding idealistic, I must 
say that this has been regarded by us in 
the light of a contribution to international 
good will and trade. Anything that we 
can net after expenses is that much to 
be grateful for. 


® While we hope to continue this policy 
with regard to accounts sent to us from 
abroad, we do not believe that our U.S. 
affiliates can or will be prepared to con- 
tinue to operate on such a basis indefini- 
tely. Every affiliate, we find, has another 
approach to the problem, but there must 
be a better way of solving it than by 
haggling. 

That, then, is our biggest problem today, 
so far as our future relations with our 
overseas affiliates are concerned. We 
sincerely wish to preserve the fine spirit 
of cooperation and friendship that has 
always characterized our relations for so 
many years. We want to see everyone 
compensated fairly. The only thing miss- 
ing is the formula. 


= That is the small cloud on our horizon. 
It is not the kind of problem that would 
justify a hair-tearing approach, but it 
does constitute a nagging worry and we 
would be very happy to dispense with it. 
Perhaps you may have had similar ex- 
periences in the past, and in that case, 
perhaps you may have come up with some 
satisfactory solution. We would be most 
grateful to receive any suggestions that 
you may have in this respect. + 


What They Were Saying 25 Years Ago... 


Headline in AA, Oct. 21, 1933: Copy De- 
luge Is Predicted for Whisky, Wines; 


Headache Cures Also See New Opportu- 
nity. 


The Admen and the Housewife 


“Youll whisk through cleaning in a wink!” 
They love to write in cloister, 

Which means they’ve never seen a sink 
Where Boy Scout opened oyster! 


—Doris Herold Lund 
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A new “nerve-center” 
for America’s most vital industry 


In a bold step reflecting confidence in the vital auto- 
motive industry, AUTOMOTIVE NEWS moved 
into its new headquarters this fall—shortly after its 
33rd Anniversary as the weekly Newspaper of the 
Industry. 


Designed specifically as a “news-gathering center” 
for the industry it serves, the new AUTOMOTIVE 
NEWS building in dynamic Detroit’s modern “Civic 
Center” is the most up-to-date and complete pub- 
lication “facility” in the automotive field. Our 
entire operation—editorial, advertising, business and 
mechanical departments—will benefit from modern 
equipment and a floor plan tailored to newspaper 
operations. 


To keep pace with the fast-moving auto industry— 
whether it’s at the factory, dealership, service or 
supplier level—is to be aggressive and capable; to 
be flexible and efficient; to be equipped for today’s 
demands, as well as for the vo of tomorrow; to 
know the who, what, why, where and when of the 


happenings of the busy world of wheels—and to 
know it fast, while it’s still news. 


Because our livelihood depends on things automo- 
tive, these are our responsibilities, too. But more 
than that, it’s our job—our measure of leadership 
in this exacting field—to keep the key men through- 
out the industry informed. As surely as the rs a 
try’s decision-makers have relied on AUTOMOTIVE 
NEWS in the past, so cam our readers and adver- 


The most influential publication in the automotive industry. 


* * 


Vol. XXKE, No. 3608 


744,000 New Cars 
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tisers expect even greater things to come in the 
future from this great new news-gathering center. 


NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 
CHICAGO: J. Goldstein, Bili Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-9520 


SAN FRANCISCO: Jules E. Thompson, Douglas 2-8547 
LOS ANGELES: Robert E. Clark, Hollywood 3-4111 


he Industry 
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August Lazarus Harpham Miller 


AND ONE TO GROW ON!—Proebsting, August & Harpham, Chicago, cel- 
ebrates the 10th anniversary of its unusual beginning ($0.00 in bill- 
ing). Here the “oldtimers” take a minute to look back: Jim Proeb- 
sting, president; John Harpham, vp and creative director; K. C. 
August, exec vp; Dorothy Lazarus, production manager, and Mel 


Proebsting 


| YAKIMA 
| WASH. 


A stranger might wander the busy streets of Yakima and 
assume that it is primarily an industrial city. But the 
stranger would be only half right. 

Actually, this prosperous city in the great Pacific 
Northwest is known as “The fruitbow! of the nation.” 
Its apples, cherries, peaches, pears, and sweetmeats are 
among the biggest crops in the nation. In fact, its agri- 
cultural crop for 1958 will top $130,000,000, 

Yet this mighty market is, indeed, an industrial center, 
too. A total of 67 new industrial plants (metals, chem- 
icals, etc.) have sprung up in the past ten years, along 
with 341 new retail outlets. Population has increased 
over 27%—almost a third more than the U. S. total. 


What kind of spenders live in Yakima? Big spenders. 
In home purchases, for example, they’re buying at a 
volume of $400,000 a week! Retail sales are over $100, 
000,000 now and growing all the time. And along with 
al] this business, industrial and agricultural growth, the 
Yakima market is prospering from a wave of civic im- 
provements, in libraries, hospitals, social centers, schools. 

Watch Yakima. A lot of marketing men are. Wouldn't 
you like more sales in this thriving market? Well, the 
YAKIMA HERALD and PARADE can help you. Each 
Sunday they call on three out of every five homes in 
town. Each Monday they begin to move goods off 
dealers’ shelves. 


a1, 


The Sunday Pictury Magazine 


Parade 


gecmzsas* 


How big is PARADE in Yakima? 
Per cent of families reached 
POST...13% LOOK...9% LIFE...8% 

PARADE... .62% 


(HOME COUNTY) 


Represented nationally by West. Holliday Company, Inc 


PARADE . . . The Sunday Magazine section of more than 60 fine newspapers cov- 
ering some 3000 markets . . . with more than 17 million readers every week. 


Miller, art director. 


‘Complacent’ Food 
Brands Warned of 
Private Label Threat 


Cuicaco, Oct. 21—The obvious 
volume success that many nation- 
ally advertised food brands have 
enjoyed since World War II has 
led many manufacturers to a 
complacency that has blinded them 
to the fact they may not be realiz- 
ing the full extent of the expansion 
of their markets, a food merchan- 
dising consultant warned here last 
week. 

In a talk before the Chicago 
Federated Advertising Club, 
George J. Perkins, head of George 
J. Perkins & Associates, Chicago 
supermarket merchandising con- 
sultant, acknowledged that nation- 
al brands have done a very good 
job in their media advertising. 


= But he urged them to look more 
closely at their packaging, their 
point of sale promotion, their mer- 
chandising in general—and partic- 
ularly their price position—for still 
greater selling power. 

If a housewife is offered both 
nationally advertised and private 


brands in a self-service store and 
the price differential is too great 
—anywhere from 10% to 50% 
could be significant, depending on 
the income level of the neighbor- 
hood—the private brand inevitably 
becomes a threat to the nationally 
advertised on®, he warned. 

“T believe it is safe to say,” Mr. 
Perkins observed, “that although 
a private brand will very seldom 
build a market, it can, because of 
carelessness on the part of the ad- 
vertised brand manufacturer, ab- 
sorb a percentage of an established 
market on price and price 
alone.” # 


Starts Holiday Loan Drive 

Beneficial Finance System, Mor- 
ristown, N.J., has launched a 
holiday advertising program using 
nearly 1,000 newspapers and 200 
radio stations in the U. S., Can- 
ada, Hawaii and Alaska. Theme 
of the campaign is “Beneficial’s 
1-2-3 Holiday-Money Plan,” a 
package loan plan enabling cus- 
tomers to get (1) cash for holiday 
bills, (2) to clean up back bills 
and (3) a Beneficial International 
Cash-Credit card. Reach, McClin- 
ton & Co., New York, is the Bene- 
ficial agency. 


tomers to us! 
YOU CAN SAVE 25% 


WE OFFER BIG CITY 


Typesetting 
Letterpress Printing 
Offset Lithography 


We work a 40 hour week. 


get it out on “regular time." 


Write To: 


All At Sea About 
Higher Printing Costs? 


Then you’re in the same boat that brings many cus- 


PRESENT PRINTING COSTS. 


at COUNTRY PRINT SHOP PRICES ! ! 
We have 


WHY CAN WE SAVE YOU MONEY? 


Our pay scale is way below the ‘‘big city"’ rates. 


Overtime doesn't mean much to us “out here in the country.” 
If you need your job in a hurry, we will work Saturday and 


We will PREPAY all shipments FOB Chicago. 
Mr. Seymour Landfield 


_||. MIDWEST PRINTING & LITHOGRAPHING CO. 
Fargo, North Dakota 


AND MORE ON YOUR 


PRINTING FACILITIES 


Complete Bindery Work 

Photo Engraving 

Offset Camera & 
Platemaking 
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Never underestimate 


the power of a woman! 


Nor the womanpower of NS 


“JOURNAL 


No. 1 magazine for women 


No. 1 in circulation 
No. 1 in newsstand sales 
No. 1 in advertising 


U 


The fellow on the right is a retail businessman. 

He feels womanpower in his community personally 
because it’s to his shop that women come bright-eyed 
with ideas from Ladies’ Home Journal. Whether he 
runs a supermarket or a specialty shop, deals in autos 
or appliances, owns a drug or department store, he can 
measure Journalpower on his cash register. So he— 
and thousands like him—work hand-in-hand with the 
Journal’s hefty merchandising staff, planning tie-ins 


with Journal features, ways to display Journal- 
advertised products. 

The fellow on the left is an advertising businessman. 
He measures womanpower on sales charts—which 
show that Journal-inspired ideas move women enthusi- 
astically, and quickly. He, and thousands like him, show 
how they feel about the Journal by investing more 
money in Ladies’ Home Journal than in any other 
women’s magazine. 


Never underestimate the power of a woman 


Ladies’ 
... nor the power of the No. 1 women’s magazine JOURNAL 


A CURTIS PUBLICATION 


No.1 in circulation «x No.1in newsstand sales *« No.1 in advertising 
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Womanpower makes sense to two kinds of businessmen 
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Selling south of the border... 


Mexican ad manager reveals how 
to influence country's top prospects 


By Edwin Murray 


(IN THE QUOTE BELOW, REPRODUCED FROM 
HIS LETTER, MR. MURRAY TELLS HOW , 
HE PRE-SELLS HIS BEST CUSTOMERS.) * ~— 


SS - ) ~ 


ae 


Goodyear-Oxo se anuncia en Selecciones porque 
es el vehiculo que nos ofrece un mayor mumero 


de propietarios de automoviles y camiones.... 


Edwin Murray, Advertising Mana- 
ger, Cia. Hulera Goodyear-Orxo, S.A. 


= ; 


““Goodyear-Oxo advertises in Selec- 
ciones,”’ Advertising Manager Edwin 
Murray writes, “because it is the medium 
which offers us the greatest number of 
automobile and truck owners. 


“Selecciones del Reader’s Digest has the 
greatest circulation covering our national 
markets. Its readers are men—and wom- 
en—with great buying power... 
they use it when you talk to them in 
Selecciones. 

“Tt is pleasant to continue an associa- 
tion which produces sales, whether it is 


and 


for our line of Goodyear-Oxo tires for automobiles, trucks and tractors 
... or for our domestic line of rubber heels, Neolite soles and Airfoam. 


“In fact, the advertising contract we have just signed for 12 four- 


color pages in Selecciones completes the sixth consecutive year during 


which we have advertised monthly in the Mexican Edition.” 


Edwin Murray’s profitable and contin- 
uing use of the Mexican Edition of 
Reader’s Digest is a striking example of 
the way a number of successful compa- 
nies reach the best prospects in Mexico. 

Influential factors in their decision 
to advertise in Selecciones are not only 
the quality of the audience, but the 
loyalty of this audience, as well. 

Having enjoyed a close, personal re- 
lationship with the magazine for years, 
Selecciones readers know from experi- 
ence that they can rely on it. 

This reliance causes them to respond 
enthusiastically and with assurance to 
the products and services advertised 
in its pages. 

Selecciones del Reader’s Digest reaches 
the higher income families of Mexico. 
They are the automobile and truck 
owners so important to Mr. Murray 
. . . the business owners, the profes- 
sional men, the executives, the heads 
of households, the better educated men 
and women throughout the country. 


Because these people have money to 
spend, an inclination to spend it... 
and faith in the Digest, sales results 
through Digest advertisements are out- 
standing. 


Throughout Mexico, the Reader’s 
Digest provides an impressive advertis- 
ing showcase for any consumer or in- 
dustrial product. 


Selecciones del Reader’s Digest can 
put its years of experience to work to 
help your advertising dollar become 
more effective in the months ahead. 
For more information about selling in 
the rich Mexican market . . . or to the 
Digest’s 60,000,000 readers around the 
world, write or phone: Selecciones del 
Reader’s Digest, New York—230 Park 
Avenue, MUrray Hill 4-7000; Chicago 
— Prudential Plaza, WHitehall 4-2544; 
San Francisco—235 Montgomery 
Street, EX brook 2-3057; Detroit—410 
New Center Building, TRinity 5-9600; 
Los Angeles—6505 Wilshire Blvd., 
OLive 3-0380. 
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Marlboro Sticks 
to Tried & True 
Tattoo-Man Motif 


(Continued from Page 3) 
Smith sketched the advertising 
problems connected with launch- 
ing a new product in a “chaotic” 
market. 

“At the outset,” he said, “the 
job of Marlboro advertising was 
to take a new, popular-price fil- 
ter cigaret with an old luxury cig- 
aret name and give it a personali- 
ty amd a reason for being that 
would make it stand out among 
all the brands in the chaotic and 
fast growing field. 


s “The advertising,” he contin- 
ued, “had to stand out and be re- 
membered in a field distinguished 
by conflicting and very similar 
claims. In 1954, filter cigaret 
sales had tripled in a year marked 
by widespread publicity on the 
possible harmful effects of ciga- 
ret smoking, and it can be taken 
for granted that this publicity was 
the main reason back of the big 
switch to filters.” 

Mr. Smith said the agency dis- 
carded the safety approach in ad- 
vertising Marlboro filters to con- 
centrate on the “quality of the 
smoke.” The jut-jawed Marlboro 
men gave the cigaret its “person- 
ality,” he said. 

“Research by the Elmo Roper 
organization showed that many 
people thought of filter cigarets 
as a woman’s smoke, and our 
own talks with smokers indicated 
that many people who knew the 
old Marlboro regarded it as a fan- 
cy smoke for dudes and women. 


s “We also knew,” Mr. Smith 
/continued, “that women often 
'tend to buy what they consider a 
man’s cigaret. So we show Marl- 
boro being smoked by men who 
have been carefully selected to 
appeal to both sexes.” 

Mr. Smith said that Marlboro 
men are not professional models, 
|/but are chosen from all profes- 
\sions to give the cigaret ads “vi- 
rility without vulgarity and qual- 
ity without snobbery.” 

He said that one example of the 
perfect Marlboro man is the cow- 
|boy, whom he described as “an 
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almost universal symbol of ad- 
mired masculinity.” Another sym- 
bol, he continued, is the tattooed 
man in the evening suit. 

“This [the tattoo] not only 
startled the reader into looking at 
the ad and caused him to remem- 
ber it,” said Mr. Smith, “it also 
said to many men that here is a 
successful man who used to work 
with his hands. To many women 
we believe the tattoo will suggest 
a romantic past.” 


8 Mr. Smith declared the tattoo is 
not a gimmick a la the Hathaway 
eye patch or Commander White- 
head beard. “That is why we have 
never used it in a merchandising 
way nor called undue attention to 
it in advertising except to indi- 
cate to the reader that here is a 
man who came up the hard way 
and who is enjoying the fruits of 
his labor.” 

Tattoos themselves caused the 
agency some problems, he said, 
prompting a search that led fi- 
nally to a man named “Sailor 
Ralph,” one of the few remaining 
practitioners of the art. 

“Sailor Ralph lived in Brooklyn, 
where he had an amazing collec- 
tion of tattoo designs,” said Mr. 
Smith. “To obtain these on loan it 
was necessary to use every ounce 
of persuasion, promise, and guar- 
antee plus a deposit of several 
thousand dollars.” 


® Once Sailor Ralph's tattoos 
were transferred (via ball point 
pens) onto Marlboro models, Mr. 
Smith continued, photographs 
were taken with lighting effects 
and angles used to give as strong 
and masculine an image as possi- 
ble. 

“All this sounds as though Dr. 
Freud were on our plans board,” 
Mr. Smith continued. “He isn’t. 
We've been guided by research 
and old-fashioned horse sense. 

“Marlboro filter has been on the 
market since November, 1954, and 
the first ads were run in Janu- 
ary, °55,” concluded Mr. Smith. 
“We have followed the same pat- 
tern, the same format since the 
first ad. 


= “And the client, God bless him, 
has agreed with this philosophy of 
staying with an idea that reflects 
the brand image with warmth 
and assertiveness and which avoids 
bombast, cliches and obvious un- 
founded claims so often found in 
cigaret advertising.” + 


tt, 


are used REGULARLY 


by some of the 
LARGEST AGENCIES 


for some of their 
LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY! 


PROGRESS PLATE MAKING COMPANY 


913-23 Filbert Street, Philadeiphia 7, Pa. 


WaAlnut 2-0447 


4, 
i ue z 
‘ 


| 
WEW YORK. MU HN 21723 + 


WILMINGTON, OL 5-6047 + GALTIMORE. SA 7-S302 + 


The PROGRESS + HANSON + PROGRESSIVE Group 


PHILADELPHIA +s NEW VORK ¢ WILMINGTON ¢ BALTIMORE ¢ WASHINGTON ¢ RICHMOND 


PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Composition Company 
923 Filbert Street, Phila. 7 Sth & Sansom Streets, Phila. 7 Sth & Sansom Streets, Phila. 7 
WaAinut 2-0447° WAinut 2-5567° WAlnut 2-2711° 


WASHINGTON. EX 3-7444 « RICHMOND. Mi 4277) 
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..your 7th largest newspaper ma rket 


— a market of better income families 


In only six cities can you reach as many families 
with ONE daily newspaper as in THE JOURNAL 
in Milwaukee. In none of these can you get the 
economical one-paper coverage of 9 out of 10 
homes provided by THE JOURNAL in the Mil- 
waukee metropolitan area. And only four exceed 
Milwaukee in average family income. 


THE MILWAUKEE JOURNAL 


All-time high circulation—370,647 daily, 500,424 Sunday 
National Representatives, O’Mara & Ormsbee, Inc. 


Better Customers for 1958 


—how Milwaukee ranks among the 
20 largest metropolitan areas 
Median Family Income (Bureau of Census) 
% Spending Unit Incomes Over $4,000 
% Spending Unit Incomes Over $7,000 
Median Value of Single Dwelling Units 
Retail Store Sales* per Family 
Food Store Sales per Family 
General Mdse. Store Sales* per Family 


Automotive Sales per Family 
“Excluding mail order and other non-store sales 
Sources: Bureau of the Census, Sales Management Survey of Buying Power, SROS Consumer Markets 


Measured by size of audience, economy of coverage, 


income and buying habits, Milwaukee easily rates 


among your top 10 newspaper markets 
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PHOTO REVIEW 


Temple 


MOTIF—C leve- 
land winner in 
the tenth annual 
exhibition of ad- 
vertising art of 
the Art Directors 
Club of Cleve- 
land was Joseph 
Solitario, assist- 
ant art director of 
Bayless-Kerr, 
whose handprint 
design was se- 
lected as the 
theme of the 
awards lunch. 


Hoefer Mogge Guild 


NEW STAFFER—The most popular staff member at 
MacManus, John & Adams, Bloomfield Hills, Mich., 
is Hermanetta, the chipmunk, which decided to join 
the agency after surveying it from the window sill. 
Her pay so far: 6 lbs. of peanuts and 1 lb. of cookies. 


Cox Bonfigli 


FOUR A’S HEADS—At the left are new officers and 
governors of the western region, American Assn. of 
Advertising Agencies. They are Norton Mogge, Ath- 
erton Mogge Privett, Los Angeles, chairman; Walter 
Guild, Guild, Bascom & Bonfigli, San Francisco, out- 
going chairman; John H. Hoefer, Hoefer, Dieterich 
& Brown, San Francisco, vice-chairman, and Robert 
Temple, Raymond R. Morgan Co., Los Angeles, sec- 


retary-treasurer. With them are George Clinton, 
Joseph R. Gerber Co., Portland; Donald B. Kraft, 
Honig-Cooper, Harrington & Miner, Seattle; Joseph 
Maguire, Botsford, Constantine & Gardner, Seattle, 
ex-officio governor as head of local council, and 
Ivan N. Shun, Advertising Counselors of Arizona, 
Phoenix. At right, Mrs. Dan Bonfigli talks with Ed- 
win S. Cox, Kenyon & Eckhardt, New York. 


~~ F ae / 
Here her benefactor, Earl Gove, of the agency’s pro- 
duction department, teaches the animal to use the 
table and chair made by Robert Duffy of the main- 
tenance department. Hermanetta’s name appears 
over her door (left). 


TORCH SONG— 
Ross Roy Inc. 
used a mythical 
movie queen con- 
test to spark De- 
troit’s Torch 
Drive and raise a 
record $27,000 
three days in ad- 
vance of the 
drive, giving the 
United Founda- 
tion a fast start 
toward its $15,- 
000,000 goal. Joan 
(Wow Wow) 
Brilowski (left) 
and Rosemary 
(Yum Yum) De- 
Mumbrum were 
the movie queen 
contestants. 
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Lusk Cox Zem 


PALM SPRINGS—At the western region, Four A’s, meeting (AA, Oct. 20) were Robert E. 
Lusk, Benton & Bowles; Edwin S. Cox, Kenyon & Eckhardt; Edward G. Zern, Geyer 
Advertising, and Margot Sherman and Frank K. White, McCann-Erickson, all New 


Sherman Epstein Reeves Atherton 


Hicken Cochran 


York; Joseph H. Epstein, Fitzgerald Advertising Agency, New Orleans; George C. 
Reeves, J. Walter Thompson Co., Chicago; Al Atherton, Atherton Mogge Privett; Daniel 
Hicken, Arthur Andersen & Co., and Burt Cochran, Stebbins & Cochran, all Los Angeles. 


Gardner Thomas Reilly Dahl 


Abbey Saddler Swisher Fellows 
NAB GrouP—Among those at the Region 5, National Assn. of Broadcasters, meeting in 
Minneapolis were these people: Bob Gardner, KEYC, Mankato-New Ulm, Minn.; Chet 
Thomas, KXOK, St. Louis; William F. Reilly, RCA Recorded Program Services, Chica- 
go; Howard Dahl, WKBH-WKBT, LaCrosse, Wis.; Dave Abbey, Katz Agency, Chicago; 


Bloomquist Ekstrum Lazar Nord Shaffer 

Owen Saddler and Arden Swisher, KMTV, Omaha; Harold E. Fellows, NAB president; 
Ralph J. McElroy, KWWL, Waterloo, Ia.; Carl Bloomquist, WEVE, Eveleth, Minn.; Rob- 
ert N. Ekstrum, WCCO-TV, Minneapolis; Robert Lazar, Forjoe & Co., Chicago; Evans A. 
Nord, KELO, Sioux Falls, S. D., and Pax Shaffer, WOC-TV, Davenport, Ia. 
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Once more R. L. Polk & Co. leads the way in further 
increasing the effectiveness of mail advertising . . . 
a medium already proved the most selective, best read, 
best remembered and most persuasive. 


With one of the nation’s largest data-processing 
installations, R. L. Polk & Co. can now select ... 
electronically and automatically . . . specific individ- 
uals or groups that comprise your prime market. 
Selection is made from the 60 million families who 
are America’s most active buyers. 


Other new electronic equipment, much of it de- 
signed and perfected by Polk’s own engineers, permits 


RL:-POLK & CO. ii 
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publishers 


431 Howard Street, Detroit 31, Michigan 


CLEVELAND NEW YORK 


PHILADELPHIA 


accurate, high-speed addressing, handling and mailing 
of your advertising messages. 

These developments further underscore R. L. Polk 
& Co. leadership in mail advertising. This leadership 
has been maintained by such Polk accomplishments 
as the client-agency-publisher concept of mail adver- 
tising . . . the most comprehensive research into the 
effectiveness of the medium .. . the performance of 
custom, high-volume work for many of the nation’s 
leading advertisers. 


This know-how is at your direction—to make your 
1959 merchandising more productive. 
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Dailies to Have Single Line Rates, 


No Supplements by ‘68, Says Blanton 


(Continued from Page 3) 
newspaper would not pay kick- | 25¢ per commercial on all spot not be considered a cost of doing 
backs to the local beneficiary of announcements placed. 


the co-op funds. He charged that) 


DOWT OVERLOOK 

THESE NEW YORK STATE 
FARM PUBLICATIONS... 
MONROE, WAYNE, 

ONTARIO AND NIAGARA 
COUNTY EXTENSION PAPERS 


See SROS for rates. 
Write for copies 


315 Alexander Street 
Rochester 4, N. Y. 


the radio station has kicked back 


= Cranston Williams, general 
|}manager of the American News- 
|paper Publishers Assn., blasted 
| moves by all levels of government 
to regulate and restrict advertis- 
ing. 

“There has been in recent years 
a creeping and insidious effort on 
|the part of government at all lev- 


MATERIAL HANDLING 


Engineering 


ok HURON ROAD . CLEVELAND 15, OHIO 


\els to interfere with, restrict, reg- 
‘ulate and prohibit advertising,” 
Mr. Williams said. 

“To me an outrageous develop- 


the federal government to say to 
an advertiser that if certain ad- 
vertising is published its cost will 


‘business and tax deductible. That 
lis a form of censorship which I 
deplore, and which all of us should 
strenuously fight.” 


s John P. Harris, publisher of the 
News, Hutchinson, Kan., was elect- 
ed president of the IDPA, suc- 
ceeding Robert M. White II, co- 
|editor and co-publisher of the 
Ledger, Mexico, Mo. Loring C. 
Merwin, publisher of the Panta- 
graph, Bloomington, I1l., was elect- 
ed vp. 

Elected to the board of direc- 
tors were Edwin F. McDermott, 
| general manager and publisher of 
| the Post-Register, Idaho Falls, Ida.; 
John H. Notman, co-publisher of 
the Herald, Clinton, Ia.; G. Gordon 
Strong, president and general man- 
ager, Brush-Moore Newspapers 
| Inc., and Mr. White. 

Edward E. Lindsay, editor and 
vp, and Frederick W. Schaub, 
exec vp of Lindsay-Schaub news- 
papers, Decatur, Ill., were named 
|dual 1958 winners of the annual 
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Why? E. H. Walker prefaced 


“That's why. we “a ce se 
business. publications — 


geet oat 
os 


ment is the effort of branches of) 


Advertising Age, October 27, 1958 


Nielsen Network TV 
Two Weeks Ending Sept. 20, 1958 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ..............ccccccccecseeseeneesenees 17,922 
2 Ed Sullivan Show (Mercury, Kodak, CBS) .............ccccccsccecseesessnesnneecsnecnenseenen 15,704 
3 Si Gece VE Voce Ge GON aecicsncecceconssbieddiisnnnbdipssciinsacenscsveisivescenee 14,790 
4 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..0............0...ccecccceeeee 14,094 
5 I’ve Got A Secret (R. J. Reynolds, CBS) 14,007 
6 GE Theater (General Electric, CBS) 13,790 
7 Top Ten Lucy Shows (General Foods, CBS) 13,616 
a Perry Como Show (Several sp s, NBC) 13,398 
9 Bob Hope Show (Buick, NBC) 12,963 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........cccccsssesessseseserseeeeennecees 12,876 
PER CENT OF TV HOMES REACHEDT 

Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ...............cccccccesseseseeneeneees 42.3 
2 Ed Sullivan Show (Mercury, Kodak, CBS) .................-ccccccsccssceeseeseeeseeceeernseneees 36.8 
3 Have Gun, Will Travel (Lever, CBS) .............ccccccsssceeesscceseereeeceseereees 35.1 
4 Se I UII. CEUIIIN, GID sci sscecaceccemsescccesccneccsescccocsonsconsccscccscescnnnaeoven 33.3 
5 Tales of Wells Fargo (American Tobacco, Buick, NBC) .................ccccccsccseneeesens 33.1 
6 I've Got A Secret (R. J. Reynolds, CBS) .0..........cccccccceescesseeeeeeenees 32.8 
7 Top Ten Lucy Shows (General Foods, CBS) ............cccccccccccseseeeceeseeeeeeeneenenenenee 32.2 
8 Perry Como Show (Several sp i PINTIIET icot neninsse scioustiecadantncd thieesbivaiiabestasvouns 31.6 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) 30.8 
10 I CY NR, UI Si icctissivnsent ta tentgecensecdecpiventiieligstnooseiecnuennsssisvusarousve’ 30.6 

Nielsen Average Audience** 

TOTAL HOMES REACHED 

Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ...............cccccccceececseeeeeeeees 17,096 
2 Have Gun, Will Travel (Lever, CBS) ..............c..ccccsseeesseesseesseeeseneeneeenenrerenenee 14,138 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............0cccccsceseeseeee 12,833 
4 re Se Fe a i I OD a isrccssesescccccsnescescacésteiendiocsccccsdenseocsecseo 12,789 
5 Top Ten Lucy Shows (General Foods, CBS) ..............cccccccccccsecseenseeenseneeveees 12,659 
6 GE Theater (General Electric, CBS) 12,354 
| 7 Alfred Hitchcock Presents (Bristol-Myers, CBS) .. 11,789 
| 8 Ed Sullivan Show (Mercury, Kodak, CBS) 11,528 
| 9 Wyatt Earp (General Mills, Procter & Gamble, ABC) 11,267 
| 10 Buckskin (Ford, NBC) 11,006 

PER CENT OF TV HOMES REACHED{ 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ..........ccccccccccccscceseeseeeneeees 40.3 
2 awe Gun, WH Trawel Gower, CBE) ........0ccccescsscrscoseseseccosssosessscscussccosssecncatses 33.5 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..........c.cccccscerseeseeeee 30.1 
4 I’ve Got A Secret (R. J. Reynolds, CBS) 29.9 
5 Top Ten Lucy Shows (General Foods, CBS) ...... 29.9 
6 en I OI, MN gies ccehsdihincchcdacesecns'ce suscaabagndescbieneccecocecesine 29.8 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) 28.2 
8 Wyatt Earp (General Mills, Procter & Gamble, ABC) 20..0............cccccccsceeeeenene 27.2 
9 Ed Sullivan Show (Mercury, Kodak, CBS) 27.0 
10 Buckskin (Ford, NBC) .......cccccccceeeeeee 25.8 


* Homes reached by all or any part of the program except for homes viewing only one 
to five minutes. 

** Homes reached during an average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities used. 


University of Minnesota award 
|for distinguished service in jour- 
nalism. 

The St. Louis Globe-Democrat 


tions under 50,000); and Wayne 
Bell, Minneapolis Star (best color 
photo). # 


this remark by pointing out that 
business papers are the sorters 
and fact-finders, and that it was 
“... compulsory for every ‘business 
man to turn to the printed word... 
our economists, our engineers, our 
sales people and our purchasing 
agents.” 


“We at General Motors of Canada”, 
concluded Mr. Walker, “‘also look to 
business papers as a natural medium 
for telling others in business about our- 
selves and our products,” 


E. H. Walker, President, General Motors 
of Canada Limited. 


BUSINESS NEWSPAPERS ASSOCIATION 
137 Wellington St., Toronto, Ontario QF CANADA 


. . circulation independently audited. 
... editorial to highest ethical standards. 


was chosen to receive the tenth 
annual award of the University of 
Missouri school of journalism for 
outstanding community service. 
Top winners among 70 photog- 
raphers honored included Edward 
DeLuga, Chicago Daily News (best 
b&w photo); Ed Greer, Southern 
Illinoisan, Carbondale, Ill. (best 
b&w photo, dailies with circula- 


John Blair Adds Two 

Howell J. Malham and Lewis F. 
Draper Jr. have been named to the 
Chicago sales staff of John Blair & 
Co., radio station representative. 
Mr. Malham previously was with 
WWCA, Gary, Ind., and Mr. Dra- 
per with Sonic Arts, manufacturer 
of stereophonic sound equipment 
and sound presentations. 


‘LOUISVILLE 


A Midwestern Industrial Market in the 

Ohio River Valley—the Ruhr of America— 

where one Daily Newspaper Combination 
reaches 99°%, of the People 

SELL LOUISVILLE FOR ALL IT’S WORTH! 


Ghe Conrier-FZonrnal 
THE LOUISVILLE TIMES 


393,614 DAILY COMBINATION ~- 


313,034 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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No matter how you roll it, it comes out First 


This is newsprint, bound for The Times, each roll weighing about 
1500 pounds. Even if The Times carried no advertising, it would still 
take more than 1200 of these rolls each week to print “all the news, 
all the time” 

For The Times prints more news and features, daily and Sunday, 
than any other newspaper in America—and has since 1952. 

Readers apparently like this complete coverage. The Times has 
been gaining new readers at a faster clip than the other three metro- 
politan newspapers combined. 


The quality of this coverage finds an appreciative audience, too. 
It’s among Times readers that you’ll find the preponderance of upper- 
income families, two-car families, home-owning families, trend-setting 
families. 

A lot of newsprint rumbles down First because The Times does 
print advertising—more national, retail, and classified linage than 
any other Los Angeles newspaper. 

Advertisers, it seems, are discovering that the high road to sales 
in Los Angeles starts on First Street—home of The Times. 


First in the nation’s No. 2 market LOS Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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TODAY'S News TODAY 
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22 Pegee 2 Sections iw Crete =? 


CHARLESTON’S NEWSPAPERS, for 
many years the Top Two in West Vir- 
ginia, are now offered in combination 
weekdays. Sunday there is a single 
Charleston paper with 30,000 more 
circulation than the State's next two 
put together. Charleston's news- 
papers offer a terrific advertising 


Publishers: NEWSPAPER AGENCY CORP.—Reps: JOHNSON, KENT, GAVIN & SINDING, INC. 


West Virginia’s Strongest Sales Force 
buy in West Virginia's clearly defined ties that comprise The Gazette-Maii 
No. 1 Market. Market. 


Why gamble on being “seen or 

Such is not the case with broadcast heard” in all this confusion of “sight 

media. Our newspapers print the logs or sound.” Buy Charleston’s news- 

of nine TV stations. Five are within papers. Make certain that your 

our concentrated coverage area. message has a chance to be read in 

These plus 19 Radio stations fight this Million-Plus Market. Use West 
fiercely for audiences in the 23 coun- _‘ Virginia's strongest sales force. 


on CHARLESTON” — 


Harry Chapperon, 56, 
Ad Veteran, Mogul's 
PR Director, Is Dead 


New York, Oct. 21—Harry 
Chapperon, 56, director of public) 


| 


| 


Advertising Age, October 27, 1958 


sociated with the advertising and 
| publicity of Park & Tilford, for 
both the company’s liquors and 
cosmetics divisions. 


he In 1948, the agency’s name was 
changed to Storm & Klein, and 
Mr. Chapperon was made a vp. 


relations of Emil Mogul Co., died|In 1956 the agency was merged 


Oct. 18 of a heart attack at his | 


home in Roslyn Heights, N. Y. 

Born in Everett, Mass., Mr. 
Chapperon received his bachelor’s 
degree from Harvard University 
in 1924, then did graduate work 
at the school of journalism, Col- 
umbia University. Later he was a 
reporter on the Boston Trans- 
cript, Boston Post and the New 
York World. With the repeal of 
Prohibition in 1933 he became edi- 
tor of Mida’s Criterion here, a 
liquor industry publication, which 
was later absorbed by Spirits. 

In 1937, Mr. Chapperon en- 


tered the advertising business as| 


a copywriter with the old Charles 
M. Storm Co. From that time 
until his death he was closely as- 


every Sunday the 
“BEST SELLER”... 


7th IN THE 


A favorite section of the big Columbus 


Sunday Dispatch 


Packed with features of Central Ohio 
people and places, along with articles of 
national interest, plus a long readership life. 


- 


NATION 


is the Roto Magazine. 


That's why The Dispatch Sunday Roto 
Magazine ranks seventh in the nation in 
linage. It's a sales-action medium that 
brings advertisers back for more. Give your 
Columbus sales a tonic, schedule the power- 
ful Dispatch Roto Magazine! 


Che Columbus Dispatch 


Represented by: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, San Francisco, Los Angeles 
McASKILL, HERMAN & DALEY, INC., Miami Beach 
Member of Metro Sunday Comics & Magazine Networks 


with Emil Mogul Co., and Mr. 
Chapperon became director of 
public relations. He was also direc- 
tor of public relations for Beaulieu 
Vineyard wines, Rutherford, Cal. 

He was a frequent contributor to 
publications in the liquor and cos- 
metic industries and was an ac- 
tive member of the American 
Marketing Assn., American Pub- 
lic Relations Assn. and the Pub- 
licity Club of New York. The latter 
presented him with a _ distin- 
guished service award in 1956. 
He also took an active part in 
campaigns for the National Assn. 
for the Advancement of Colored 
People. 


ROY M. COHEN 

New York, Oct. 21—Roy M. 
Cohen, 67, president of Butchers 
Advocate Publishing Co., publish- 
er of Butcher’s Advocate, Dressed 
Poultry & Food Merchant, died 
yesterday in University Hospital 
of complications following a short 
illness. 

From 1909 to 1916 Mr. Cohen 
was general manager of Roth & 
Co., Newark, N.J., a retail meat 
market chain. During World War 
I he served in the Army quarter- 
master corps as a senior instructor 
of butchers, and wrote the regu- 
lations for meat cutting forthe 
U.S. Army. 

Following the war, Mr. Cohen 
became president of National Beef 
Co. and Morris Beef Co., both 
of which operated retail meat 
chains in New Jersey. Later he 
was associated with Quick Frozen 
Foods, a monthly business paper 
here. About 1940 he bought con- 
trolling interest and became pres- 
ident of Butchers Advocate Pub- 
lishing Co. 


THOMAS CROWLEY 


Datitas, Oct. 21—Thomas J. 
Crowley, 64, vp of the southwest- 
ern territory for Oildom Publish- 
ing Co., Bayonne, N. J., and found- 
er and former president of Pe- 
troleum Engineering Publishing 
Co. here, died Oct. 13 after a short 
illness. 

Born in Brooklyn, Mr. Crowley 
came West at an early age. He 
joined Oil & Gas Journal, Tulsa, in 
1919. He was part owner and pub- 
lisher of Petroleum Engineer from 
its founding in 1932 until his re- 
tirement in 1954. During the past 
two years he was vp of Oildom 
Publishing Co., publisher of Fuel 
Oil News, Oil Marketer, Pipeline 
Construction and Pipe Line News. 


ALLEN A. WRIGHT 

Cuicaco, Oct. 21—Allen A. 
Wright, 61, a member of the Kraft 
Foods advertising department 30 
years, died Oct. 14 following a 
stroke. 

Mr. Wright joined Kraft in 1928 
when the company acquired A. E. 
Wright Mayonnaise Co., owned by 
his father, the late A. E. Wright. 
His brother, Charles G., is vp of 
marketing of Kraft. 


Robers to Carter Carburetor 

Gene P. Robers, formerly gen- 
eral sales and advertising manager 
of the Fort Wayne, Ind., division 
of Weatherhead Co., has joined 
the Carter carburetor division of 
ACF Industries, St. Louis, as vp 
of replacement sales. Mr. Robers 
is currently president of the Auto- 
motive Electric Assn. 


Benson Joins Eisaman-Johns 
James F. Benson, formerly art 
director of Caples Co., Los Ange- 
les, has been named art director 
of Eisaman-Johns, Hollywood. 
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MORE PROOF 
THAT THE TRIB GETS TO 
FAMILIES IN THE TOP BRACKET]... 


The latest Herald Tribune Home Study—on Long Island—reveals that one 

half of Herald Tribune families own stocks and/or bonds, as against. 

a nationwide figure of only 8%! And 63% of TRIB families are in the 

$7000-plus range... 73% are in executive and professional positions. NEW YORK 

These are the quality families who buy quantity...at a profit! You’re HW ld “ib 4 b 

missing plenty if you don’t reach the top of the New York market. eva v1 une 

Get complete details . . . today! TODAY'S WITAL NEWSPAPER! 
230 West 41st Street, New York 36, N.Y. 


© A European Edition of the Herald Tribune is published daily in Paris 
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Commercial Dis- 
play Excluding 


— 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. 
1958 1957 1958 1957 1956 


a Advertising, in Pages——. ———Total Advertising, in Lines ———, 


1958 
Average 2 Editions ...... 13.3 


Oct. Jan.-Oct. Jan.-Oct. Oct. 
1957 1958 


1 


Advertising Age, October 27, 1958 


October Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 
KEY: (mon)-monthly; (sm)-semi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Commercial Dis- 
play Excluding 


Oct. Jan.-Oct. Jan.-Oct. Oct. 
1957. 1958 1957 1958 


13.3 13.1 14,455 13,259 14,455 14,259 14,049 
Total Group ............ 1242 i435 13753 T4055 61,503 72311 GB4,754 


1957 


75,931 


assified 


1957 
13,951 


§ Not included in totals; figures shown are for September issues as October figures were not available as this issue went to 


6,348 
34,402 


107,987 


4,948 65,471 
31,290 337,346 


353.6 107,055 118,633 646,368 
330.8 86,495 106,074 629,824 


130,031 705,512 


80,382 477,624 
10,183 92,551 
32,783 


36,260 421.981 
302.235 
6,495 332,033 


8,952 103,820 
20,923 168,085 


22,120 227,886 
43,946 416,229 
80,465 359,643 


S52 28 8 Ko 
£ BS 
nN 


15,101 
18,659 


6,075 


8,857 
11,855 


8,533 
16,392 
15,736 


4,876.6 357,806 288,182 1,953,618 2,555,875 147,948 149,104 


§ Not included in totals; figures shown are for September issues as October figures were not available as this issue went 
to press. ¢ 22 issues in September 1958; 21 issues in September 1957. ¢ Formed by merger in December of the 


beginning with the July issue the eastern and 


Figures in thousands 


southern sections were 


FARM ORGANIZATIONS & EDUCATION 
1958 


ocr. [62] 
SEPT. [66 | 


1957 


OcT. 


72 


FRUIT 


& VEGETABLE 
i 


1958 issue. § Not 
issue went to press. 


SAmerican Agriculturist (sm) 34.6 31.1 292.6 285.9 25,177 22,665 213,930 208,189 23,129 20,566 
§Arizona Farmer-Ranchman (bw) 64.6 65.4 664.0 684.1 48,907 49,469 502,054 517,251 47,625 47,232 | press. Commenced publishing sectional editions with the September 1958 issues. 
Arkansas Farmer (mon) .... 154 123 1516 160.2 11,649 9,298 114,630 121,156 10,860 7,771 | eh 

§California Farmer: (bw) Dairy stock 
Northern Edition ........ 43.9 38.7 425.7 484.8 31,876 29,254 360,170 366,564 31,662 27,839 | : ve 
Southern Edition ........ 416 35.6 451.7 453.9 30.217 26.926 345,602 343,208 30,003 25,389 | Breeder's Gazette (mon) .... 148 115 1516 146.9 
Average 2 Editions ...... 427 37.1 438.7 469.3 31,046 28,090 352,886 354,886 30,832 26,614 | The Cattleman (mon) ...... 81.9 745 803.7 806.6 

Capper’s Farmer (mon) .... 40.8 56.9 491.5 623.6 17,521 24,410 210,854 267,528 16,702 23,588 | ip Belt Farm Dailies: (d) 

Colorado Rancher & Farmer (sm) 27.3 25.3 303.9 333.8 20,651 19,143 230,105 252,890 18,852 18,205 — Daily Drovers Jrnl. 50.3 55.7 303.7 

Dakota Farmer (sm) ....... 66.2 642 624.1 631.1 51,963 50,335 489,281 494,836 50,211 49,519 ansas City Daily 

Electricity on the Farm (mon) 11.4 13.7 819 98.6 4,062 4,911 29,244 35,235 Drovers Telegram ....... 40.6 49.8 296.0 
H#Southeastern Edition 34.7 281 3616 370.6 14,873 12,051 155,173 159,009 13,643 10,968 St. Louis Daily 
H#Southwestern Edition . 35.9 33.1 361.3 400.3 15,407 14,221 155,032 171,736 13,822 12,810 | _ Livestock Reporter ....... 32.6 37.8 224.4 255.0 
Average 2 Editions ...... 35.2 30.0 361.5 382.9 15,081 12,897 155,117 164,279 13,712 11,686 | $Dairymen’s League News (bw) 16.2 13.9 127.1 127.3 
Farm Journal: (mon) | Florida Cattleman (mon) .... 61.7 781 650.9 667.7 
#Central Edition ....... 94.8 105.6 806.0 932.9 40,679 45,319 345,793 400,220 39,365 43,714 | Hoard’s Dairyman (sm) .... 60.9 49.8 579.6 555.4 
#Eastern Edition ...... 83.2 103.5 716.8 953.7 35,674 44,388 307,508 409,137 34,360 42,783 | fLivestock Breeder Journal (mon) 93.3 —— 7201 —— 
#Southern Edition ..... 75.2 985 622.1 896.9 32,244 42,246 266,876 384,782 30,930 40,641 | National Hog Farmer (mon) 22 64 443.0 419.2 
Western Edition ....... 81.7 108.6 750.8 974.4 35,033 46,606 322,074 418,034 23,719 45,001 | National Live Stock 
Average 4 Editions ...... 83.7 104.1 723.9 939.5 35,908 44,640 310,563 403,043 34,594 43,035 Producer (mon) ........ 17.9 123 2242 195.0 

Farm Management (mon)... 13.8 158 199.2 1928 5,903 6,762 85,445 82,507 5,903 6,762 | Western Dairy Journal (mon) 41.8 48.7 392.7 358.8 

tFarm Quarterly (q) ...... a «um 2092 S65 ater 118,944 113,988 Western Livestock Journal (mon) 

§The Farmer (sm) ........ 1035 914 797.5 785.3 81,181 71,633 625,201 615,666 75,914 66,728 Mts. & Plains Edition ..... 58.6 Sl6 S311 442.4 

Farmer-Stockman: (mon) Pacific Slope Edition .... 87.7 102.4 970.1 924.6 
#Okiahoma Edition ...... 36.2 31.6 348.6 382.4 15,549 13,555 149,540 164,067 14,495 12,589 Western Livestock Reporter: (w) 171.2 1296 436.8 360.0 
#Texas Edition ........ 325 312 3185 13,940 13,389 136,646 154,548 12,935 12,414 Total Group ............ 7015 5162 55058 
Average 2 Editions ...... 34.4 314 333.6 3713 14,745 13,472 143,093 159,308 13,715 12,497 

Georgia Farmer (mon) .... 78 87 1064 1165 5,854 6,566 , 88,155 5,359 6,138 

tIindiana Farmer's Guide (mon) 126 174 W498 215.3 9879 13,674 117,436 168,821 6,927 8,208 | Breeder-Stockman and Southern Livestock Journal; 

Iowa Farm & Home consolidated into one edition. 

Register (mon) ........ 20.6 16.0 192.6 185.9 20,670 16,020 192,610 185,915 c 

§Slowa Farm Bureau 
I ose: as mo ms mi 06s men mer ain acs | Farm Linage Trend 

§Kansas Farmer (sm) ...... 42.9 52.0 3412 376.9 32,603 39,499 259,456 286,460 29,360 36,647 

Kentucky Farmer (mon) .... 16.8 13.9 2089 219.7 13,211 10,916 163,828 172,282 11,756 9,195 

§Michigan Farmer (sm) .... 54.7 55.0 478.2 464.3 42,033 42,254 367,324 356,572 36,993 36,873 | GENERAL FARM PUBLICATIONS 

Michigan Farmer (sm) .... 50.9 425 529.2 506.8 39,080 32,634 406,404 389,206 33,627 27,852 1958 

Minnesota Farmer (mon) ... 116 128 135.5 118 9,148 10,105 106,266 87,741 8,756 9,741 | 

Mississippi Farmer (mon) .. 8&6 67 985 17.5 6533 5,083 74457 88.836 5,900 4592 | | OCT.) 79] | 

§Missouri Ruralist (sm) .. 48.7 53.5 375.4 446.2 37,035 43,674 285,339 339,120 31,024 36,580 

Montana Farmer-Stockman (sm) 56.9 52.9 599.8 603.3 43,047 40,061 453,445 456,172 32,316 25,368 sep. | 731 * 

Nebraska Farmer (sm) ... 84.8 74.7 857.1 $51.1 64,177 56,511 648,443 643,590 54,279 48,209 | 

§New England Homestead (sm) 49 49.0 390.0 313.1 34,250 32,914 272,878 219,193 25,163 23,982 | 1957 

New Jersey Farm & | 766 
Garden (mon) .......... 27.0 336 390.4 454.4 12,146 15,129 175,672 204,360 9,522 10,952 | ae, ed 

New Mexico Farm & | — 

Ranch (mon) ............ 18.7 136 139.4 124.1 14,137 10,282 105,857 85,162 13,986 10,206 

§0hio Farmer (sm) ........ 7lLl 69.6 568.6 557.3 54,649 53,447 436,662 428,027 46.828 45,242 DAIRY & LIVESTOCK 

Ohio Farmer (sm) ........ 58.7 463 627.2 603.7 45,073 35,588 481,735 463,615 37,033 28,680 

§Pacific Northwest Farm Quad: (sm) 1958 
The Idaho Farmer ...... 76.0 72.0 760.0 720.0 26,578 25,456 286,223 269,402 25,850 24,061 oct 
The Oregon Farmer ...... 72.0 720 748.0 692.0 23,316 23,287 265,290 242.634 22.823 22,256 . 

The Utah Farmer ...... 72.0 72.0 744.0 728.0 22,787 27,229 273,731 277,129 21,919 25,022 | 

The Washington Farmer .. 76.0 72.0 752.0 708.0 25,501 24,050 281,470 254,475 25.046 22815 | sepr.[263 | 

§Pennsylvania Farmer (sm) 54.9 43.7 431.3 413.3 42,202 33,592 331,250 317,453 38,793 29,225 

§Prairie Farmer: (sm) | 1957 
Illinois Edition ........ 142.2 124.5 855.2 844.0 103,554 90,631 622,632 614,483 93,148 81,352 | 9 
Indiana Edition ........ 140.4 1195 831.2 809.1 102,184 86,991 605.078 589,053 91.778 77,712 | | OCT. (Rast 
Average 2 Editions ...... 141.3 1219 843.2 826.6 102,869 88,811 613,855 601,768 92,463 79,532 | 

Prairie Farmer: (sm) | 
#Illinois Edition ...... 91.7 833 946.9 927.3 66,775 60,635 689,407 675,118 56,803 51478 poy 
#Indiana Edition ...... 88.7 79.7 919.8 888.8 64,589 57,999 669,667 647,052 54,617 48,842 oultry 
Average 2 Editions ...... 90.2 81.5 933.4 908.0 65,682 59,317 679,537 661,085 55.710 50.160 American Poultry Journal: (mon) 

Progressive Farmer: (mon) } ZtEgg Producer Eastern Ed. 31.3 27.6 239.9 283.5 
#Carolina-Va, Edition .. 60.6 89.9 745.5 924.0 41,228 61,183 506,944 628,300 39,392 59,106 Z#Egg Producer Midwest Ed. 29.3 30.0 247.0 285.6 
#Ga.-Ala.-Fla. Edition .. 61.9 91.3 756.9 930.8 42,116 62,076 514,713 632,930 40,120 59,876 | Egg Producer Southern Ed. 32.2 28.6 251.6 290.2 
#Ky.-Tenn.-W, Va. Edition 60.5 818 700.2 861.4 41,125 55,653 476,142 585,785 39,519 53,927 #Ego Producer Pacific Ed. 27.9 25.9 240.0 281.3 
#Miss.-La.-Ark. Edition .. 57.0 82.6 708.4 872.6 38,727 56,149 481,706 593,398 37,030 54,306 #tBroiler Producer Ed... 142 —— 21 —— 
H#Texas Edition ........ 63.7 88.1 729.7 907.0 43,330 59,879 496,173 616,969 40,966 57,522 #tTurkey Producer Ed. . MS ae BS. = 
Average 5 Editions ...... 60.7 86.7 728.1 899.2 41,305 58,988 495,136 611,475 39,405 56,947 Average 6 Editions (or 4) 25.0 28.0 171.7 285.2 

§Rural New-Yorker: (sm) Broiler Growing (mon) 35.3 35.6 352.2 382.1 
New York-New Eng. Edition 242 —— 819 —— 18912 ——— 64,082 14,990 Everybodys Poultry 
Penn.-N.J.-Delmarva Ed. . 214 —— 76.4 —— 16,766 59,909 13,302 oO See 30.7 27.8 289.2 280.5 

Southern Planter (mon) .... 19.5 18.2 214.3 243.3 13,679 12,767 150,107 170,373 12.899 12,323 | §Georgia Poultry Times (w) 28.6 199 266.3 2338 

Successful Farming (mon) .. 80.1 76.0 720.6 849.8 36,049 34,191 324,288 382,420 35,526 33,621 | §The Poultryman: (w) 

Tennessee Farmer & National Edition ........ 12.9 13.8 137.9 161.8 
Homemaker (mon) ...... 11.6 8689 1484 140.2 9,121 6,930 116,400 109,530 8,185 5,702 New Jersey Edition ...... 21.0 252 236.4 2938 

Texas Ranch & Farm (mon) . 87 11 1324 1425 8,666 11,130 132,440 142.535 8,064 10,430 New England Edition .... 146 18.3 166.9 199.6 

Wallaces’ Farmer (sm) .... 95.9 87.8 922.7 934.8 75,194 68,840 723,388 732,933 65,713 59,374 Dixie Edition .......... 11.7 147 143.7 :167.5 

SWeekly Star Farmer: (w) Poultry Tribune: (mon) 

Kansas Edition .......... 13.8 1.8 140.1 126.0 34,139 29,123 345,218 310,573 19,858 16,347 ZtEastern Edition ...... 39.1 33.1 363.0 382.3 
Missouri Edition ........ 14.7 128 145.7 131.7 36,201 31,638 359,002 324,462 20,589 16.358 #Midwest Edition ...... 36.9 35.2 353.1 379.0 
Okla.-Ark. Edition ...... 17.0 105 123.2 115.6 29,624 25,995 303,589 284,974 18,026 15,395 #Pacific Edition ........ 43.0 36.3 4226 429.9 
Average 3 Editions ...... 13.5 11.7 1363 124.4 33,321 28,919 335,936 306,669 19,491 16,033 #Southeast Edition ...... 43.0 385 3989 416.5 

Western Farm Life: (sm) | Southwest Edition ...... 38.2 35.0 365.1 385.7 
#Reguiar Edtion ........ 28.9 25.3 284.3 278.6 22,724 19,837 222,937 218,441 18,156 14,833 Average 5 Editions ........ 40.0 35.6 380.6 398.7 
#Colorado Edition ...... 40.0 33.0 381.1 361.3 31,469 25,938 298,935 283,315 24,984 19,448 | Turkey World (mon) ...... 54.9 625 449.4 501.9 
Average 2 Editions ...... 34.5 29.1 332.8 319.9 27,096 22,887 260,936 250,878 21,570 17,140 Voted Grete <<. ses.cs.: ies5 isos ieaai ieaea 79,755 

Wisconsin Agriculturist & # Not included in totals. + Commenced publication with the September 
Farmer (sm) .......00. 68.5 664 662.7 653.0 53.700 52,061 519,525 512,021 50,934 49,595 | shown are for September issues as October figures were not available as this 
Total Group ............ T1729 LiS85 12,353.4 13,166.1 790,930 765,548 §,295,640 8,701,875 682,016 662,443 


§ Not included in totals; figures shown are for September issues as October figures were not available as this issue went | 


to press. # Not included in totals. ¢ Published quarterly in March, June, September and December; cumulative figures 
shown are for March, June and September issues. ¢ Became a monthly with the April 1958 issue. 


Farm Organizations & Education 
Agricultural Leaders’ 


Digest (mon) .......... 82 10.5 98.2 1135 3495 5515 42,166 49,791 3.495 5,515 
Better Farming Methods (mon) 16.5 35.3 277.7 328.3 7,079 15,129 119,140 140,832 6.650 14,271 
California Farm Bureau 

Monthly (mon) ......... 12.1 15.4 133.5 134.2 9,135 11,606 100,800 101,354 8.617 11,228 | 
Cooperative Digest (mon) .. 6.8 5.1 61.3 62.1 2,870 2,142 26,290 26,082 2,870 2.142 | 
County Agent & Vo-Ag 

Teacher (mon) ......... 273 224 268.0 265.1 12,108 9,610 115,244 113,469 12,108 9,610 
Michigan Farm News (mon) 21 2.3 26.3 21.4 4869 5,528 62,295 50,108 4,333 5,166 
Missouri Farmer (mon) .... 15.2 108 1396 1124 6,370 4,566 58,278 70,442 5,599 3,822 
National 4-H News (mon) .. 17.0 249 1796 193.2 7,133 10,458 75.447 81,180 7,133 10,458 
Nation's Agriculture (mon) .. 7.3 5.7 80.4 66.9 3,285 2,586 36.179 30,087 ——— 

Ohio Farm Bureau News (mon) 11.7 11.5 108.7 1124 5,249 5,171 46915 50,58 ——— 
§Washington Grange News: (sm) 
East Edition ........... 13.7 «613.5 13.7 13.5 14,910 14,693 14,910 14,693 14,504 14,385 
West Edition .......... 12.0 12.7 12.9 12.7 ,000 13,825 14,000 13,825 13,594 13,517 | 


| 
| 


Fruit & Vegetable 


121,695 
122,524 
124,491 
120,795 


122,376 
163,940 


120,343 
249,214 


175,632 
318,762 
216,637 
181,695 


164,028 
162,591 
184,440 
178,696 
165,454 
171,042 
215,316 


793,017 


CANADIAN 
1958 


ser [306 —] 
UG. 


1957 


~ 
Pom 


Sex Tier 
88% 38 222 


a 
ons.~ 


7,564 


included in totals; 


21,153 
47,831 


35,173 
33,304 


9,079 
9,830 
9,264 
8,433 


54,452 


25,907 
51,903 


46,962 
33,875 


American Fruit Grower (mon) 15.0 10.2 313.1 2845 6,4€2 4,398 135,261 122,925 
American Vegetable Grower (mon) 17.3 13.6 277.9 250.5 7,492 5,855 120,053 108,197 
California Citrograph (mon) 20.8 22.9 209.9 226.7 14,000 15,372 141,204 198,091 
Florida Grower & Rancher (mon) 35.2 28.1 276.9 279.1 23,915 19,023 192,097 190,142 
Western Fruit Grower (mon) 142 210 283.9 286.3 5,964 8820 119,238 120,300 
Total Group ............ 1025 958 1361.7 1327.0 57,833 53468 707,853 739,655 
-—Total Advertising, in Pages——. ————Tota' Advertising, in Lines-——, 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1958 1957 1958 1957 1958 1957 1958 1957 
| Canadian (September) 
Country Guide (mon) ...... 37.3 43.3 338.1 337.2 26,887 31,222 243,436 242,832 
Family Herald (w) ........ 76.6 75.1 660.3 646.9 74,746 73,285 643,879 630,767 
Farmer's Advocate & 
Canadian Countryman (sm) 42.8 50.2 388.2 390.2 29,939 35,144 271,736 273,142 
Free Press Prairie Farmer (w) 83.5 83.0 831.6 868.9 87,687 87,125 873,198 912,295 
Le Bulletin des 
Agriculteurs (mon) ...... 50.3 67.9 473.3 528.9 35,173 46,962 331,286 369,668 
| Western Producer (w) ...... 48.6 47.5 509.0 463.3 52,049 50,866 544,668 495,694 
Total Group ............ 539.1 367.0 3,200.5 3,235.4 306,481 324,604 2,363,535 2,924,398 193,330 213,099 


Comics Council Opens Bureau |New York. Headed by Monroe B.|as a clearing house to aid in ob-| Restofski Named Publisher 


Newspaper Comics Council Inc.|Scharff, the bureau will supply | taining copyright clearances, car- 
has formed an information bureau research and general facts about/toon illustrations, 
to be located at 260 Madison Ave.,' the comics industry, and will serve | material, and other services. 
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Harry Restofski, formerly vp of 
comics story | West Penn Power Co., Greenburg, 
Pa., has been appointed publisher 


we 


of Electrical Living, to be pub- 
lished in January, 1959, by Elec- 
trical Information 
Madison, Wis. 
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and now... 
new proof of the Sales Power 


of CONFIDENCE 


In high advertising councils, where conflicting competitive claims 


must be met and resolved, the selling influence of reliable en- 
dorsements has long been recognized. But charting their precise 
sales value has been difficult. 


Now that value has been measured,with authority,in a study 
just completed by Crossley S-D Surveys, Inc., in consultation 
with the Advertising Research Foundation. 


And seldom has the power of magazines to sell, because 
they convince, been more clearly demonstrated. 


When women heads of households were asked to name all 
the seals or endorsements they could think of, including 
Government stamps, magazines won three out of the top 
four places. 


One of the documented figures in this report reveals: 


40,930,000 Homemakers are influenced 


<, 


Sok 


in their buying decisions 
by the Good Housekeeping 
Guaranty Seal. 


This phenomenal figure is more than a statistic; it is a surging vote 
of confidence in the integrity of this magazine. It is the reward, | 
perhaps, of 73 years of being faithful to truth in advertising. 


The complete study will be shown, on request, to any advertiser 
or agency now setting up 1959 marketing plans. 


; ( jood Housekeeping 


Creates a Climate of Confidence 
for Your Advertising 


A HEARST MAGAZINE 


<qum OR Ep RE URD o> 


"Guaranteed b 
Good Housekeeping 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
Mogul's Martin Answers Dr. Ben-Zeev's 


Comments on Agency’s Product Semantic Indices 


To the Editor: Thank you for 
the excellent description of our 
new PSI (Product Semantic In- 
dices) technique as described in 
the Sept. 8 issue. We believe it to 
be a relatively complete and ac- 
curate summary of the highlights 
of our use of this method. 

I am sorry that Dr. Ben-Zeev, in 
his letter in your Sept. 29 issue, 
seems to fee] that we are attempt- 
ing to take credit for inventing the 
wheel. Certainly, we do not con- 
sider our attempt to utilize the 
well-known Semantic Differential 
Scales, and to improve upon their 
use for the benefit of agencies and 
advertisers, to be quite in this cate- 
gory. To use his analogy correctly, 
it would be necessary to say that 


we are attempting to put rubber 
tires on the wheel so that we can 
get to our destination faster and | 
more smoothly. 

We have been gratified by the| 
serious response and interest on) 


, the technique by the Mogul agen- 


cy”: 

1. “It is awfully misleading to 
say that statistically reliable re- 
sults can be obtained with 25 to 40 


interviews...” as the technique 
does not eliminate the problem of 
sampling. 


I am sure he realizes that it’s 
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claptrap. But seldom is he sub-) length to say that the business man 


| jected to such an onslaught of 
spurious thought—we cannot dig- 


| osophy”—as that obvious publicity 
|piece paragraphed by Theodore 
Levitt (AA, Oct. 6). 

Aside from its nihilistic, irre- 
sponsible doctrine and the author’s 
inability to quote scriptures cor- 
rectly, it is clear that Mr. Levitt 
suffers from being able to practice 
his own unprincipled tenets, i.e., to 
stick to his own knitting—market- 
ing and economic consultation— 
and leave problems of ethics to 


the part of research and advertis-| completely inaccurate and statis- those qualified. 


ing people requesting more de-| tically naive to imply that samples | 


tailed information than could be 
garnered from what is essentially 
a reportorial article. As was men- 
tioned in the article, we are pre- 
pared to release this data general- | 
ly, and will do so as soon as a bro- 
chure, which is in process, can be 
completed. Although Dr. Ben- 
Zeev’s name was not included 
among these requests, he says, “On 
the basis of experience, we cannot | 
agree with several claims made for 


| supplement 


PR ee 


t 


+a" 


WILL THEY © 


READ 
TONIGHT? 


Tonight — in far-flung, free-spending Los Angeles — more people will 
turn to more papers than anywhere else west of the Mississippi. 


And the paper most of them will turn to? The Herald-Express . . . 
number one evening paper in the number one market of the West. 


Shouldn’t you think about turning to it, too? 


Represented by Moloney, Regan & Schmitt, Inc. 


LOS ANGELES HERALD-EXPRESS 


al 
, 


Biggest paper under the afternoon sun! 
Circulation: 342,055 


of 25 to 40 can not yield reliable 
results. Representativeness, not 
size of sampling, is of most signif- 
icance in determining reliability. 
In any case, we did not say that 40 
was the sine qua non sample size 
for PSI application. 

2. He thinks it is incorrect to 
suppose that this technique can be 
used independently of other tools. 

Although no such claim was 
made for it, and we recommend 
and believe it should be used as a 
or complement to 
deeper attitudinal studies, we have 


found that it can in many instances | 


be used independently. 
Our original purpose was to de- 
velop a standardized technique 


which would enable us to improve | 


our copy-testing methods. What we 
feel did develop, through utilizing 
Semantic Differential Scales, is a 
relatively inexpensive, fast and 
continuing method for measuring 
the effectiveness of advertising 
and determining consumer brand, 
corporate, and user concepts. Ad- 
ditionally, we believe it lends itself 
to easy graphic presentation to 
non-technical management for de- 
cision-making. Most important, we 
see it as an attempt to quantify 
qualitative data, which in lay lan- 
guage becomes the gathering of 
data which will yield the same re- 
sults regardless of the practitioner. 
This, we feel, is a movement away 
from the more esoteric interpreta- 


tions on the part of clinically ori-| 


ented social scientists, which vary 
widely among practitioners work- 
ing from the same data. It is this 
latter purpose that motivates us in 
freely disclosing such data and en- 


couraging its further experimental | 


use for the benefit of the entire 
field. 
Joel L. Martin, 
Vice President, Director of 
Media and Research, Emil 
Mogul Co., New York. 


oO * * 
‘Sorry Commentary.’ Reader 
Calls Levitt's Thesis 
To the Editor: The contemporary 
advertising professional dishes and 
receives in turn a good deal of raw 


Fortunately for the nation, the 
free world and its free, ethically 
| principled institutions, the precepts 
| of Mr. Levitt are generally not es- 
| poused. 
| Happily, too, another publica- 
|tion, also interested in marketing 


| functions, at the same time offered | 
the other side of the problem, in- | 


|dicating that the U.S.A. business 
|/man may seriously be disturbed by 
a threatening moral and ethical 
| crisis. As a service to your readers 
you might have been beguiled by 
the intemperance of Mr. Levitt’s 
| self-rationalization and apologia 
for his ethical shortcomings, I sub- 
mit as rebutal the eminent Rabbi 
|Louis Finkelstein’s article, “The 
Business Man’s Moral Failure,” 
| Fortune, September. 

For all Mr. Levitt’s earnest ar- 
| gumentation, he remains an ethical 
freshman and in history a myopic 
|grammar school boy incapable of 
apprehending that “wisdom begins 
with sacrifice of immediate pleas- 
jure for long range purpose,” or 
that the “role of the American 
business man in American ethics 
jis no less crucial than that of the 
religious leader or scholar.” 

This AA reader believes you 
|could serve better your subscrib- 
|ers’ interests with fewer articles 
'by publicity-seeking claptrap ar- 
| tists and more by persons of recog- 
'nized authority and ethical stand- 


Levitt’s 
| mouthings—and others like his— 
|}will be his own undoing. What a 
sorry spectacle and commentary on 
U. S. business! 
Frederic Henry, 
New York. 


We trust that Mr. 


To the Editor: Theodore Levitt, 
in the Oct. 6 issue of AA, is tilting 
| with windmills. He assumes incor- 
rectly that, (1) the business man 
has been burdened unendurably 
|with the problem of deciding the 
|moral consequences of his actions 
|in business, and that (2) he is be- 
|ing pressured into making these 
decisions to the detriment of his 
functions as a business man. 
| Mr. Levitt goes on at great 


should be relieved of this moral 


| responsibility. The business man’s 
nify this by the usual word “phil-| 


responsibility, whether moral or 
material, will always be with him 
and he cannot be relieved of it— 
and neither Mr. Levitt’s article nor 
wishing will make it so. 

In writing this article, Mr. Levitt 
has himself assumed the role (and 
I quote him) “of self-appointed 
arbiter—a great white father sanc- 
timoniously and censoriously me- 
tering out pre-digested standards 
of taste, thought, opinion and ma- 
terial comforts .. .” If he sincerely 
believed his own philosophy, he 
should have refused the opportuni- 
ty, offered by your readers, and re- 
turned to his amoral, non-spiritual 
function of marketing consultant. 

In any case, I am willing to let 
“the child-like multitudes” decide 
by democratic veto whether they 
agree with his strictly business 
approach. 

° John R. Martinez, 
Promotion Art Director, Ar- 
chitectural Forum, New York. 

* 


To the Editor: Mr. Levitt’s Mon- 
roe Doctrine for Big Business cer- 
tainly misses a key fact in our free 
enterprise system. That is, democ- 
racy with its privileges also de- 
mands responsibility—if not to 
play at God, then certainly not at 
the Devil. 

Unfortunately, none of us, as in- 
dividuals or as institutions, be it 


Big Business, Big Labor or Big 
Government, can escape the tre- 
mendous_ responsibilities placed 
upon us by the Reds’ “declaration 
of war’’—economically, politically, 
psychologically, scientifically, edu- 
cationally, diplomatically and of 
course, militarily. 

If, as Billy Graham laments, our 
free enterprise system lacks the 
sinew and moral fiber to withstand 
the Reds’ offensives, then surely 
the Levitt Doctrine will have 
played a major role in our demise. 

Perhaps Neutralité, Amoralité, 


SS. 


|The Sioux City Journal 


GET YOUR SHARE OF 
THESE BOOMING 
SALES— 


Advertise where Sioux City 
and Siouxland sales begin, 
on the pages of Sioux 
City's daily newspapers. 


JOURNAL-TRIBUNE > 


~ 


LEADS THE NATION 


in Retail Sales Gain 
for Third Straight Month! 


In June, again in July and now again in August, 
Sales Management forecasts Sioux City as the 
nation's hottest selling spot. 22% above the na- 
tional average in sales gains over August '57. 


120 ee : 
. 
ie 
2 
ty . 
; : | 
es | 
i 
J 
. 
— 
. Co eae ae ee. > es 
Pas: z : % 
a é ot ‘ ae 
2 P tu | : 
* : Fe 
oe . isa] 
of B cseeesees ttt % . 
ii i | rN 
7 ‘ nareneanet EE ) whee 
i {BOP SGRReReaeek oe ft WW ASS 
Bag ee ee © ee a wat $3} es / \ we BS 
ea a CGRSUSEEGSESEEES Leow in * ; SS i a 
ie ae © RE CRRRASEREORTTE 2 ee ' <4 = ae ‘ 
ei Boal © PECR SERRE E FETE eE & : og. - | 4 ay ona 
si i) bee tee Cr gE | b ay A, 
; “<2 -— oii ” Ak: a0 Sela ARMMBE tm ana 20S | iy “SY 4 
fess eS s a | Sec aa | Megas rc 
“ er ee | ‘vom 
, Bi. ee a a Bp iene 
= Be A OS. See | ry ae i 
4 < _ —— sl : 4 } Fes, os ven : r. , , } { i, { 
as. ; a ae ert . pa -— Se ‘ it suidah ¢ ; 
co he ee ek 4 
Faia si yo tg “Re : + aa Aes setilieeee Soma ott as 
=f sh be i , ” — a By sy — ~ ae 
of ee Pe, is ee sie — ca oa he . 
e. , 7 a coe = 5 Saad. tn, pee = ite. a 
i ~ % en ace 
ill alan the — Parts 
ie pie 62) , eee 
a ie . ie riers jag ng SS, . m os 
i _ 
Kale jp eee tei tape Sala et * " 4 ‘ . ay 
‘ | ee 
Ned a | : feiss. 
2 ee! | y-—NOWA Y. . 
ne . | Op OT) Re 
oe \e ee we Z TP ene nnnion f 
oe = ¥ ae Betectereesss 
= RO ase Se | Rots BE IS 
zt vs ; 7, i) y Sesoeease Msatatanatatenensnonenanneeeneeeeeeenette 
| Sete ete Tr ~ Fs \ Secs 
ba Ls : ease } Si ECORI 
2 ha Prt a — se tcteatettesstee 
“4 %. | * —~ Fe 
+ > | a oe ee 
ad > io v se 
“i /} r Bo 
a4 | LH ” a 
se | ee Be me 
ie foisiecernree, af Pa + ; a 
as stints: a gS A] s 
eee | ans ie’ Sto | 
Se BAL Gg, 2 Sty 
a o g. Sa 
Ny ra ay Se iy, SS ery 
a ne fey Soa SSA? = 
ie ene ae =i eo 
ia . eS A, << Yay 
a me a | SS ati /; 
i LASS SS 
mt National Representatives — JANN & KELLEY, INC. 735 > Sy SS 
a a z eae 2." iia. Ss ec ee ee ae ee eee RRS oe ny eee 
ese i ee, i ae wee Apes ies ca Pi oo ty ae ie so a een —s esas 25 a TR ; ee ne eas ed i ati 
| ait a 


Advertising Age, October 27, 1958 


Naivité and Levitté should be sung 
to the tune of the Volga Boatman 
as our swan song? 
Conrad R. Hill, 
Lecturer-Advertising, School 


bad taste. 
Clarence H. Russell, 
Vice-President, Chicago Office, 
Klau-Van Pietersom-Dunlap 
Inc., Milwaukee. 


is generally regarded as the fresh- 
est, boldest, brightest note in| 


|auto advertising in at least 15 


years. This judgment is virtually 


and this certainly includes type, 
has a character and mood of its 
own. To mix type indiscriminately, 


merely to attract attention, without | 
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| of the lettering and the sensibilities 
|of the viewer. No matter, it’s “dif- 
| ferent,” and so will attract atten- 
tion! 


: , ‘ : ; universal and comes, even though | any regard for learning the essen- I didn’t, until today, go along 
: - Journalism, University of we grudgingly, from competitive GM | tials first, is foolish to say the| with this business of calling a trade 
4 bg Carolina, Chapel Hill, | Kickback ‘Fantasy’ agencies. least. Instead of being easier and/or a craft, such as the advertising 


Cites Workmanship Copy 
as ‘Ad of the Year’ 

To the Editor: If there happens 
to be such a classification I would 
like to nominate the attached to 
be the “Ad of the Year.” 

While the story is told in a skil- 
ful manner, the real credit goes to 
the manufacturer who is respon- 
sible for making the story available 
to the copywriter. 

I think the average consumer has 


altogether too much experience) 


To the Editor: Every advertising 
man ought to be appalled at the 
method used by your E&E column 
in its “smear” essay, Oct. 13. 

While it’s no secret that kick- 
backs exist to some small degree, 
the E&E startling conclusion that 
“more than half probably had some 
kind of kickback associated with 
them” is supposition based upon 
the wildest sort of fantasy. By so 
phrasing, it condemns all agency 
film commercial buyers and ac- | 
cuses the vast majority of film) 
buyers who are honest and loyal 
|to their management. 

This is the type of journalism 
| your magazine can do without. This 
is the type of journalism our indus- 
try can do without! With the many 
important advances and techniques 
being developed in the broadcast 
|industry today, I’m sure the E&E 
column can better direct its time | 
jand energy than on a wild and) 
completely unsubstantiated attack | 
}upon a group which, for the most 
part, is innocent of the charges. 

Robert A. Berman, 
Television Director, Olian & 
Bronner Inc., Chicago. 

e 7 e 


Merely a Testimonial 

To the Editor: I am enclosing 
another candidate for your series, 
“Advertising We Can Do Without.” 
This is also a fine example of the 
type of advertising resorted to by 


My present factory assignment 
calls for a lot of dealer interview- 
ing all over the country and I can 
tell you first hand that Buick 
dealers are tremendously pleased 
with their announcement and. 
think “the new agency is terrific,” 
Competitive dealers are frank to 
say they think Buick “got a whale | 
of an announcement—hope we do| 
as well.” 

I have no connection with ei- | 
ther Buick or its agency. In fact 
in a roundabout way we compete. | 
But I do like and respect the ad- 
vertising business and I hate to. 
see it ridiculed or attacked by no- 
nothings from the outside. There- 
fore it hurts me when the leading 
trade journal in the profession 
publishes all the knocks, the gos- 
sip, the gripes and groans and. 
then fails to publish the legiti- 
mate story of a great creative 
success. This kind of story can do 
the whole world of advertising a 
great deal of lasting good. And it| 
can prove once again that you do 
really cover the profession objec- | 
tively and fully. 

Terrence J. Rattigan, 
New York. 

Mr. Rattigan evidently missed 
the Buick announcement story on 
Page 4 of AA’s Sept. 15 issue. 


- se . 
‘Let's Be Different’ Gets 
a Whaling, Here 


cheaper than competent advice, it | 


usually turns out to be more ex- 
pensive in two ways: (1) it takes 
an inexperienced craftsman longer 


|to fuss over it and lay it out and 


rearrange it to suit his “artistic” 


tastes than it does for someone) 


who knows what he is doing, and 
(2) it doesn’t sell worth a damn! 
In any art it is a cardinal rule 
that one should first copy what’s 
being done, not departing from the 
norm until one learns the trade. 
I’ve seen the apprentice lettering 
artist who sees a dot over a capi- 
tal “I”... sees that it looks good 
in that particular situation, and 
runs out and copies it to “crisp- 


business, a profession. Now, after 
the sad evidence of Mr. Butler’s 
column, I must change my opinion. 
It seems evident that some, like 
Mr. Butler, are in the profession 
of advertising, while others, like 
Mr. Bedell, are practicing the craft 
| they have learned. Mr. Bedell, and 
| probably a good many others, will 
|agree with me when I say that, in 
|my opinion, there’s nobody quite 
so ignorant as one who doesn’t 
| know he’s ignorant. 

| The current rash of copy-cat 
|“jumbled-type” and “greeting- 
| card” lettering may be “casual,” 
leven “cute,” but it has no place 
|in magazines or advertising 


up” his own lettering. This in a| Burt Perkins, 
layout where it upsets the balance | Vade, Cal. 


¥ LETTERPRESS AND GRAVURE 


id 


x 
~e 


Now you can get both letter- 


/ with products that are put on the| 


market too hastily and then is con- 
fronted with breakdowns and serv- 
ice interruptions that the local 
dealer is not equipped to cope with 
—or at least equipped as well as 
he should be. 

I know in our own household we 
have had new equipment break 
down and the dealer has later ad- 
mitted that he hasn’t even received 
an up-to-date service manual on 
the new model. 

The attached ad appeared in the 
current issue of Look, 

W. J. Henderson, 

The L. W. Ramsey Advertising 

Agency, Chicago. 

This is practically identical with 
what AA said in an editorial Sept. 
29. 


‘Pun-ishment’ from Seagram’s 
To the Editor: I’ve observed that 
the “higher proofs” are finding it 
hard to find anything to say, but 
really, the only decision I would 


S “When! 
hand down a 
decision, 

it's Seagram's” 


SEAGRAM’S 
fm GOLDEN GIN 


hand down in this case is: “Sea- 
gram’s, you wuz robbed!” 

But as an aside to the jury: “The 
advertiser is guilty of gross negli- 
gence for leaving itself open to 
such a pun-ishment.” 

By the way, is that the copy- 
writer slowly sinking into the saw- 
dust under the “bar?” 

Philadelphia “Judge” 


To the Editer: Enclosed is my 
nomination for this week ...ads in 


motion picture exhibitors. 

This ad, from the Oct. 8 issue of 
Long Island’s Newsday, gives the 
impression that the movie, “Circus 
of Love,” stars Brigitte Bardot and 
this, of course, is the intention of 


“Sexiest Film I've ever seen!" says 


UNCUT VERSION 


\ | CURT JURGENS EVA BARTOK 


the misleading advertisement. 
Close attention to the first line 
|shows that Brigitte doesn’t even 
appear in this picture; she is just 
quoted as saying, “Sexiest film I’ve 
ever seen!” 
Austin H. Schoen, M.D., 
Medical Copy Director, L. W. 
Frohlich & Co., New York. 


To the Editor: As I read AA, I 
frequently find myself nodding 
agreement or (often as not) dis- 
agreeing with what is said, but 
never have I found such a bunch | 
of rubbish written with a straight | 
face as in the Sept. 22 issue. 

When. I turned to Page 110 1 
noted the “Wrong Font” cut and 
thought that at last someone had| 
cracked down on the illiterate use 
of lettering. Imagine, if you can, 
the chagrin at finding an AA con- 
tributor who wrote an apparently | 
authoritative article on something | 
he obviously knows nothing 
about! ... 

In order to be different and ex- 
press moods one need not throw 
all the rules out the window. One 
need not resort to “cute” and 
“scintillating” lettering or type-| 
setting. Lettering properly done, | 


press and gravure engravings 
of CM&H quality from the 


same plant (America’s Finest) 


in one service operation. 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, CHICAGO 6, ILLINOIS 


Letterpress and Gr 


BRAND IMAGE... it’s all about 


Points to Buick News 
as ‘Boldest, Brightest’ 

To the Editor: Your writers | 
have tacked together literally | 
thousands of words about Buick 
'and McCann-Erickson since the 
account switched last spring. Ev- 
ery little nook and cranny of the. 
|story was covered, even the re-| 
‘cent three-cornered tempest of | 
|Buick-Advertising Bureau-Mc- 
|Cann about cost of newspaper | 
\space was rolled on the tongue 
with singular delight in two front-_ 
page pieces. 

Why then not one single word— | 
not one line—about Buick’s 1959 
announcement advertising? 

No campaign in recent history 
was watched with sharper eyes or 
has excited more comment in 
auto advertising bull sessions— 
including some formal client- 
agency meetings. I’ve been 
around the automobile business, 
client and agency, for 28 years 
and I’ve never heard anything like 
the discussion that has followed 
THE introduction of THE car. 

I hasten to add that it has been 
my observation that the campaign | 


the slogans and symbols used in advertising... 
it’s destined to be the No. 1 parlor game of 1959! 


At last! A fun-packed, fascinating adult parlor game about advertising. 
“Brand Image” is a real parlor game that delivers real parlor fun... 


and laughs. 


Created by an ad man, “Brand Image” is a team-against-team game for 
2 to 22 persons that challenges your ability to identify the slogans and 
symbols used by advertisers in ads and radio and TV commercials. 
Anyone... everyone enjoys playing “Brand Image”. And if 

you’re in advertising, you’ll like it that much more. Not yet in 


stores. “Brand Image’ — The Game of Advertising — is pres- 
ently available only through this ad. Only $3.00 ppd. 


Special Note to Advertisers & Agencies: “Brand Image” can be 


used to good advantage to accurately gauge the “retention 
value” of your own, your clients’, or your competitors’ slogans 


and symbols. Try it. Let it prove its value to you. 


Order today! Be the first to own this exclusive new advertising 
game. We guarantee you'll love it. Or your money back. Act now. 
Send cash, check or M.O. for $3.00 to: Lilco, Inc., 
Dept. 1-A, 60 E. 42 St., N. Y. 17, N. Y. 

We pay postage. N.Y .C. orders add 3% tax. 


Orders west of Chicago $3.35. 


*Trademark 


Lilco, Inc. .... creators 


producers of “Brand Image”. 
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Yellowstone Expands Budget 
Yellowstone Park Co., conces- 
sioner for all housing and eating 
facilities, transportation, horses 
and boats at Yellowstone Park, set 
a $50,000 budget for an expanded 
regiona] ad campaign in 1959. A 
new color brochure will be dis- 
tributed this winter, and a 20- 
minute color movie is nearing 
completion. Don Watkins Adver- 


tising, Pocatello, Ida., is the) 
agency. 
Tripler Uses First Page Ad 


For the first time in its 72-year 


York clothier, advertised in full 
pages with insertions Oct. 15 in the 
New York Times and Herald Trib- 
une. A departure from the com- 
pany’s usual small-space ads, the 
program aims to widen Tripler 
clientele. Fuller & Smith & Ross, 
New York, is the agency. 


Quish Heads N. Y. Office 


Frank E. Quish, national ad’ 
manager of Burroughs Clearing | 


House, a banking magazine pub- 


lished in Detroit, has taken over 
| supervision of the publication’s 
'New York office, succeeding Rob- 
history, F. R. Tripler & Co., New 


ert Sprenger, who resigned. 


|. ae BO ees: 


How To Make Your Nam 


Johnson Printing, Inc. specializes in fine printing . . 


pees By 
4. ait Out 


- 


. particularly 


precision color work requiring special skill and craftsmanship. 
Because we produce quality workmanship, our name 
stands out in the minds of our customers. 
Good printing makes any name stand out more strongly. 
Because they realize this, some of America’s best-known 
corporations are using Johnson Printing, Inc. for accurate, 
quality work and dependable service. If you are in one of the 
country’s major markets, there is a good chance that one of these 
famous Johnson customers is a neighbor of yours. 
Our Eau Claire plant is fuliy equipped with excellent modern 
equipment; our main-line location between Chicago and the 
Twin Cities means that we are big-city handy as well as big-city 
competent, In fact, there’s just one small-town thing about 


Johnson Printing, Inc. . . 


. the cost structure. 


Want facts and figures? Here’s our address: 


JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmpie 2-6692. 
Better Printing Through Quality Control 


Magazines Get 
Bulk of Sunkist 
Budget, Up 20% 


Combined Ad Push for 


Will Total $1,995,840 


— 


Navel, Valencia Oranges 


Los ANGELEs, Oct. 21—For the 


| 1958-59 season Sunkist Growers 
| will have an ad budget of $887,040 
|for navel oranges and $1,108,800 
\for valencia oranges. The total 
| budget is about 20% greater than 
|last season as a result of a larger 
crop and an increase of 1%¢ in 
the per carton assessment of grow- 
ers. The assessment is now 6¢. 
Part of the increase will be used 
to expand dealer services by in- 
|creasing personnel from 42 to 48 
| merchandisers. 
| With the exception of some use 
|of newspapers for spot campaigns 
jand special sales promotions, the 
jentire fresh orange campaign will 
|be concentrated in eight general 
magazines: Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, Life, Look, Parents’ 
|Magazine, The Saturday Evening 


§ | Post and True Story. From the two 


| campaigns combined, over the 
|mnext ten months each publication 
will get an average of eight inser- 
| tions. 

The fresh navel orange cam- 
paign starts in November, running 
|through Apri. All ads will be in 
|four colors, with insertions being 
| either two-thirds or one-half 
| pages. The valencia campaign, hav- 
ling a larger budget, calls for four 
color pages, May through October. 

Canadian magazines, including 
Reader’s Digest, plus newspapers 
and radio, will be used. 


® This season’s advertising will 
continue and amplify what is 
termed the “highly successful 
whole fresh orange juice and whole 
fresh orange themes of the past 
several years, a campaign that has 
enjoyed wide readership at all lev- 
els.” 

Except for featuring the seedless 
quality of navel oranges during 
their season, copy and art format 
will be virtually unchanged for 
both navels and valencias. This 
will, it is pointed out by Russell Z. 
Eller, advertising manager, pro- 
vide a continuing and uninterrupt- 
ed campaign for the entire year. 

Stress will be laid upon the pro- 
topectins and bioflavonoids in the 


FORUM the new force in building 


REASON: FORUM HAS THE LARGEST CIRCULATION 
IN THE BUILDING FIELD — 58,000 SUBSCRIBERS 


Architectural Forum/the magazine of building/published by TIME INC. 


LEADER—Open Pit Food Sales Inc. 


has brought the number of out- 


door units for its barbecue sauce to 12. Max Dinisman, head of the 
company, credits the outdoor campaign for putting the sauce into 
No. 1 position in the Chicago market. 


meat of whole fresh oranges. 


the agency is Spitzer & Mills, 
Toronto. 

Still to be announced by Sunkist 
are the 1958-59 advertising plans 
and budgets for fresh lemons and 
grapefruit. The total of these budg- 
ets will be at least equal to that 
for fresh oranges and probably 
larger. + 


Richards-Barnett Bows 

Richards-Barnett, 339 Fifth 
Ave., New York, a new sales con- 
test planning organization, has 
been organized by Richard Young- 
blood, one of the founders of the 
National Premium Sales Execu- 
tives, and former head of the sales 
incentive division of Zenith Radio 
Corp. 


American MARC Names Hill 
Frank S. Hill has been appointed 
advertising and sales promotion 


| manager of American MARC Inc., 
The U.S. agency for Sunkist is| Inglewood, Cal., 
Foot, Cone & Belding. In Canada |engines and generators. 


maker of diesel 
Mr. Hill 
previously was assistant advertis- 
ing manager of Fluor Products Co., 
a division of Fluor Corp. 


Donnelley to Move in N. Y. 

Reuben H. Donnelley Corp., Chi- 
cago, has leased four floors of the 
New York Central Railroad Bldg., 
466 Lexington Ave., and will move 
its New York offices to the new 
location in mid-1959. 


Wood Heads Premium Unit 

Robert W. Wood has been placed 
in charge of the selection and pro- 
curement of all premiums for Har- 
ris & Montague, Salt Lake City. He 
has been associated with the agen- 
cy for three years. 


‘Progressive Grocer’ Goes West 

Progressive Grocer, starting 
with its January issue, will pub- 
lish a western edition. 


HENNESSY 
SUPREMACY 


is your assurance of a 


gift that will be 


Rape ACAteS - - 


Americans prefer Hennessy over 
all other Cognacs combined. 


kx x 


HENNESSY 


COGNAC BRANDY 


84 proof « 


Schieffelin & Co., New York 
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exciting business of ideas. 


“The Jungle We Live In” was a page- 
by-page rating of a major magazine 


Many of them are the best-noted ads 
in the business by a large margin. 


To stimulate people involved in the 


What is Gallery 17? It’s a sort of crea- 
tive playground at McCann-Erickson. 


words without pictures 


One show was called “Words Without 
Pictures.” 


. . . to show anyone using a national 
publication what he was up against. 


ore): 


Well . . . time’s ticking by and there’s 
a stack of work todo... 


Every two months or so a new show 
goes up for the following purpose: 


It used great words from McCann's 
ads for McCann’s people to admire. 


The current show: “Take a Look at 
Yourself ... the ads you created,” 


a 


Back to the drawing boards! 


ae 
. ae) "7 ~——— ~» 
‘A . fe a ee 
; , _. me . &% 
; hieo MD « " ; I : phe ery ee : + 
: ae ¥ r J 
: 4 ; "yz : 
: Al 3 
F 7, | "a i | 
: oa ja 
~ ‘ 2 : i ae 
: “4 ; 
Eee 4 ] * 
gallery —_— - | te de | 
Shy / . may — \ 
ig ea . . Fi / cS _ 
mo ky ¥ “ ) / tree a v7 - = ot g\ pF ro uh 
Py see — Tee: f E . ek 
a. = sn ° Pe ‘ 4 a 
. ‘ ~ brant es 4 ‘i Phi i 4 am = | : Fs on 
a eee ae af , . ae . ' Pcp 
: . 1 ‘ 4 ' — < F 
os ca = aes Lo bi - ey “i f bir 
sy be : 3 4 a ie i 
ey eS re Be : a 4 i: 
j 2 x “4 ave Bet — bs Shed od aoe 
& ae ra 4 ¢ ae Ne 4 i he 
= ee ay es pis ie e. aga a : ’ d : % or 
: : aa Z Bad ‘i sa =— Bis os e 
ee ee ‘ , 
a 
a 
uae —_— ry ~- a 
gi ‘ Pig Be 
P } / 4 c i 
; ” | 5 a te Bi a SN Ree cet bot wy Sem epee er eal od Re Sow ae 
: ? ‘ . Se 
: Nee = ieee. 8 ne ae ls aad 9, : 
" <a ee ei ea se Se: oe 
: “ é peer te Teas ee ee EON st | Ue ge ee oy ae j j 
eee i SS ier eee MR Re tc SR SS Beco 8 4 Te as 
i * eo Ps YE ATs AR ae SON ee SE Is Roch : te 
a ,? ar anil mall’ & ; Sak ani Pre Cee cite” yy, : ~ Bo 
| a" age E1/6/0/6/6 6/0/6 6.6 @ co “ : 
" . = ty, ae, : ’ >» © , ; 
¥ a bas ty Teh. gli 19 | | o| i a one i 
Se \ ee po nl nO0O 80890 | Y @ , 2 
| a Be | *'6 oo ooo 3 > s. 2 
% oe | 0010/0 /00/0 he es <a 
oe ee >, | / { | Rte ee ne ' > *A 
3 “ws Pig ee 7 nd : ae ee Se . ae 
a i Fe Soe ea, rx) Cv) BRE ee See " ye 
net # ss Soi, va es Be 2 ; \8 ic) 8 sae oc 2 Ses ' 
; ater fe ee Ee a ea et ee & ae ; 
papi 2 ig a . Sa : et ‘ a 
oe ‘ é Hi Miegg * : Fis r 
a “, 4 a, pase es em . 3 
d i aay cen } e Ne gets, of ie ‘7 ie 
a  @ : a as e ‘ : 
4 seaeae sce x : ee te ele te . % i 
a ee : . 3 Rod ; Es 
RTE cangeetes p sk - eS. e cS ES eR oie a oe 
a . | 
‘ ; ; ns 
. ee Bo ie 
> to “a ‘St, Sy. ae : aes ae) na a ae * + a 
“ay : a ee ‘ a piste col cg nae : S wt . 
a E 2 ed So % 4 ' ad 
ek ; ae i ’ G8, nla ; Sn mRNA ee h | 
Sa peearee ‘5 ee) 4 ‘ : p oe Baer eit i sheet “ , j . 
Ne - * ' ef et i a. i COME IN © 
Bp ed , ; THE ~~. he ‘ 4, ot ae i ' 
4 oll \ > = 7 a oe tela *- ry. 
x, - , ™ “ \ , ae bd a + 5 . ay ; x7 z ‘ae 
. eee e WNGLE \ 7 ee ae eee ie ; 
‘ . : \ 4 Fae eo Cee ; 
. a WE “ on —~s ee ~~ wa . 2 z 
4 7 t ea , 
€ ek eee a. ? 
ae ld fa \ re ’ | she : Dae 
at oA Bk ; ‘ mek , es om : J 
A . a ad y ; \ er a Pe ee a os ee i 
3 “y 744 # aed he 4 : Rok x me Re Nints t = i te oo lice 
‘ af #944 \ea rw re . , . a j roe cae) Siebel maar datas en eee ee he ‘ 
4 (Ue %. at) Jost sche ing teeters a ae ee i 
q m0 ; CU 3 te 1 OP ' al | ee gee aaa Se aero oH oa 
AS : s ead a Die. eg -- 2 ee : 
(ey +e x ae ’ ae Se Seay a Oe nd € : 
\Z . ‘ P ‘ 4 - ° oe ‘ ‘ Zi "eee bag hits poet pas ee “ hes ae 
. P| f Ye r NS OMe! ig 6h i> ‘ae Reet i ae “ “ > a ‘ 
Bf € q ty 2 : " ; F = i @ hee i i i has 5 Ae _ : ; eee Nie 
4 =k ' & : i ba P A nee e Becta P i. ay hee ae es = ee ‘ —— Eee  & us 
4 ( ~ Pree sta oe pat Ss Fics ye Fah 
) Rie : ; . Dos Gender ore ieee ee hh ing ie ie ¥ 2, Ae a Sad a eto ‘g 
: { + 4 é . x { 7 - 4 4 
| eS 
) es 
7 a 
tay Bee | 5 . ie 
‘i z S “Bi ; : $ 7 : 
, ” Ne : ope ba . ks ae or: ; i-tea ; 
i % 5 ba + = ; : ba " i 
+ . i : im ial s 
1 == ~ & if) ee 
‘ : i ; : : ' _ 
: A ras 7a og - a *y ' ! a “+ 
f nt OF Bie i" er | zs i) z 
Ga =<. = 4 cae 3 1 ; 
) — 4 
1 : » - : ’ j P : 
‘ spare same Ctl - VALLEURU LUNE f 
Bi, "Sa me Bk 98) | teers ; a 
eee |) - on ee A ws ; 
: i a Shi : 
a eS on ~~?) & o 7 ae. : 
| i seare : ~ oa a Ti cola, Ge ¥ R = : es ) id Ff z 
Sse | ° 8 ' 1 i . £9 om ao ia ‘wee ; 
f he . i. : ; Migs ae ¥ V3 ey Pe x om) aa :~ F 
3 ‘ 5 Nene real bg aiieon “ ay : Z it be : ; ia oS ; 3 ay 
{ oe eam hin 2 : ; x6 ae ‘Re <i e ro . a ae is * ' j 3 5 - ‘ 7 =A 
* . eo Cee ee ‘ . is + eM , 4 7 3 
R Pi o aa 3 ra “ sail x alae é * Bs . 2 7 “i 
435 . ee om. a Por ; ; i P . if 
t Bah cee es, ; 7 . r x 
i | ‘ ; Beyer ~ ee > sa # a 
panne: a x ® a ae - ie 
4 F Pons ak ‘ai ce Be : 8 a) 
, eee Mane te oe Ee eae ‘ “ # i a ws mee : -_ a : 
} ssid pce a ee . one : fe - bs * 5 . 
By 0 NO ae She naw sy as nas s ae - a . 
a ahs 5 Si eel, Pag cca 22 : “he. , 4 = ’ a 
‘5 Seca we ee eee se 2 eee P : > a ie Es 
: ge Le ' “So el ia ae . # 
| ; — a 
. r4 ee Be es 
q F ¥ . . . 4 d . ‘J Boks. aug ae 
<1. ORO get SRR CaM NN? are Uk op TRON ie mt Mm a tl oA ab rie a Se a Sha aL Ty ee a a ae I Se IA a a a ag ee ee RO Ie ee eer ed 
i a 2: + ad ee a man oe Pee, & cs i a aa i St i ae eal Sewers on ai ie ape ee, net eal : i cere feta y=. eae peep Re r oo TASS steerer ta “ee a an a ek ce Ya “ei 
Peet oe en a ge EE Pp eee Ne 0 Sat eS ah oe Uh ae kas i © OR URE Rae Geant ye ote, bo ee ie a PASC? SRI ose eG Te 
ees ie Ce S eo ae eae Perl. PF See ‘ Heb ge als eR. pa | Mare ee et Were stare patie ees i ae he ie diner tre 5 oe 
eee OM aaa eed ae } cies ee ataaue pa) ane os eS ee ee eee nee eae Lied eee oer ae es arate 
atl Sune: Ca oe ae Mee ah rye To ee rea Srey hcg ae er ie A eS | ee Me tree! Se seed 


124 


THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Being an angler of sorts, we were 
more than a little amused by a re- 
cent news item concerning a fisher- 
man out West. Seems like this feller 
ran out of the bait he was using, and 


substituted processed cheese from his | 


lunch box. After getting not so much 
as a near nibble, he tried again— 
baiting the hook with trading stamps. 
You guessed it—he landed a trout 
and three gills in rapid succession. 
In view of this remarkable discov- 
ery, we foresee brand new possibili- 
ties for trading stamps. Just as a 
starter, 
mindedly about to leave a check- 
out counter, when the girl hands 
you your stamps and says—“Wait a 
minute sir, don’t forget your bait!” 


le, ae 


Whenever you’ re fishing for sales 
and marketing facts about your 
breadwinner, Burgoyne’s a handy 
guy to have on hand to bait the 
hook and cast the line. 16 years of 
experience in the market research 
business has gained for the Burgoyne 
organization, the reputation of con- 
sistently delivering the facts as 
promised—with complete accuracy 
and thoroughness, and with the ut- 
most speed. There is no guesswork 
or “halfwayness” about a Burgoyne 
Sales Study. Each study shows actu- 
ally and precisely the movement of 
products by brand from shelf to 
consumer! Each study also shows 
purchase by retailers, as well as re- 
tailer inventories. The result—a per- 
fect, overall picture of the sales 
activity of your product during the 
test period. 


Y Ree 


Friend of ours in the fish business 
was having no trouble landing them 
but when he started to test market 
a frozen fish dinner (complete with 
two vegetables), he was worried to 
beat the dickens about sales pros- 
pects. A call to Burgoyne got fast 
action. In Roanoke, Syracuse, and 
the Quad Cities,* teams of Burgoyne 
researchers started checking imme- 


picture yourself absent- | 


Color TV Set Owner 
Has (Surprise!) More 
‘Money, Study Finds 


New York, Oct. 21—The aver- 
|age color tv set owner is better 
|heeled, takes more interest in 
what goes on around him and is 
more eager to try new products 
|than the average member of his 
| community. Those are some of the 
|}conclusions reached in the first 
| formal report on Colortown U.S.A., 
}as revealed jointly here last week 
iby NBC-TV and Batten, Barton, | 
Durstine & Osborn. 

The study was started by the 
network and the agency three 
|years ago in a medium-size mid- 
western town which is a part of | 
one of the top 50 markets. The| 
study started with a sample panel | 
of 4,000 families in an area covered 
by (1) an NBC station carrying 
local and network color shows; (2) 
a CBS-TV outlet carrying that 
network’s color shows; (3) one in- 


Mercier 


for Humbert Frerejean, 


Latham 

AFTER DARK—French Embassy reception in New York 
publisher of Realites, 
| brought together Jane Mercier, ad manager of Car- 
tier Inc., and Jack Latham, product manager for 


ht at er 
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ee 


5 


Morrell Mrs. Morrell Fatt 
Philip Morris Inc., while in another part of the room 
Sidney Morrell, vp in charge of pr for International 
Telephone & Telegraph, and his wife listen to 
Arthur Fatt, president of Grey Advertising Agency. 


| dependent local color station. There | 
| weren’t enough color tv owners 
'in the original panel, so the list 
| was augmented with other color 
|homes in the area, their names 
| having been obtained from dealers, 
etc. 


the next few months will chart the 
change in character of the color 
tv market as the medium develops 
and also show the influence color 
adds to the impact of programs 
and commercials. 
| Colortown studies to date have) 
|@ Among the findings in this re-| been carried out through the facil- | 
| port, which describes color tv set 


the agency. Future reports within , 


Solvay Promotes Two Sklaris Agency Opens 

Harry C. Todd, advertising man-| Sklaris Agency Inc., a new pub- 
ager of the Solvay process division lic relations and advertising agen- 
of Allied Chemical Corp., New/cy in Duluth, Minn., has opened 
York, has been appointed manager shop at 740 E. Superior St. Head 
of distributor sales, a new position. | of the new agency is Frank Sklar- 
He will be succeeded as advertis-| is, who recently resigned as pr and 
ing manager by William J. Cannon, | advertising director of the North- 
who joined Solvay’s advertising| western Bank of Commerce, Du- 


|owners as the “cream” of the tv! 


/advertising market: 


Color tv homes are generally 
/more affluent. 65% of color set 
owners earn over $7,500, while 
only 17% of the entire panel have 
| reached that income bracket. Four 
fout of 10 color tv owners have 


lincomes of $10,000 or more. This | 


| ities of Advertest Research. + 


Sherry Names Lane VP; 
Sets ‘Jewelers’ Review’ 
| Bernard Lane, formerly eastern 


sales representative of Metalwork-_ 


ing, Boston, has been appointed an 
associate publisher and vp of Sher- 
ry Publishing Co., New York, pub- 
lisher of Jewelers’ Buyers Guide, 


«| ities, 


‘represents the biggest basic dif- American Jewelry Manufacturer, 
| ference between the average mem- and United Jewelry Show Pro-| 
ber of the Colortown community | gram. 
and the color tv set owner and is| Sherry will bring out the Jewel- | 
a contributing factor in the other|ers’ Spring Review in February, | 
'existing differences. devoted to the industry’s new 
|products and promotions. Its base 
Shee oder SS ce rate (b&w page, one-time) will be 
primarily single family dwellings. | *92>- | 
They attend more paid _ sports| 

events and entertain more at home. Clark Joins Lando Agency | 
They have smaller families, which) John B. Clark has been ap-| 
\gives them more money to spend Pointed account manager in the} 
‘on fewer people. Erie office of Lando Advertising | 
|Agency. Mr. Clark formerly was | 
with Campbell-Ewald Co., Detroit. | 


|e Color set owners are better 


department in 1954. | luth. 


service 
SAFE DEPENDABLE 


LONG DISTANCE MOVING 


for your 


DISPLAYS & EXHIBIT S{ssen ~~. f 


© Courteous, dependable drivers We=". ia) 

© Expert, careful handling Lit a “ag 
© “On time” deliveries =~ iP 

© Efficient Traffic Control System — rt 5! 
over 500 Agents — in the West 


Whertan Ey: 


at your 


Indianapolis, ind. 


|educated and more aware of what | 
| goes on around them. Nearly four | 
out of 10 either have been gradu- | 
ated from college or have had some | 
college training. Only two out of 
10 in the rest of the Colortown! 
| panel have had similar advantages. | 
Color tv families belong to more | 


e@wteeereeveeveeeveeer eevee eeeeeeeeree ee eeeeeeeeeeee eee 


: “Buggy whips, son! There’s something people will always need!” 


clubs and organizations, are more | 


|\civie minded, talk with more 
|people on more subjects. Half of 
\the household heads in color set 
|families work in executive capac- 
are professionals or own 
| their own businesses. 


e The color owner is more eager 
to try new products. Half of 
|them said that when a new prod- 


diately on movement from stores of uct comes on the market they like 
our buddy’s fish dinners and all the | to try it right away, whereas six 
other fish dinners, too. Almost as | out of 10 of the rest of the panel 


“< as you can say John Burgoyne, 
r., facts were in that indicated folks 
go for this boy’s product in a big 
way. Pass the tartar sauce, brother! 


7 mR SR 


It’s high time you let Burgoyne 
and his team of tireless tally-takers 
zero in on the real facts in your 
market tests. A phone call will spring 
Burgoyne to action. 


*Davenport, Moline, East Moline, 
Island. 


and Rock 


FURST MATIOMAL BANK BLOG. CINCINNATI 2, OMe 


|members like to wait until others 
| have had some experience with it. 
e The color set owners have long 
'been tv enthusiasts. They were 
/among the first to buy tv sets 
and 41% of those who purchased 
| color sets said, “We watch tv often 
|and thought color would make it 
‘more exciting.” Over half of color | 
set owners have one or more b&w | 
sets, while only 10% of the rest of 
| the panel members own more than 
one set. 


|@ The report concludes that color 
tv has bred a “quality” market. 
Its members have reached a stage 
where they can spend a good per- 
centage of their incomes on luxury 
|items as well as improvements, 
| travel and recreation. 

The continuing report was fi- 
nanced jointly by the network and 


When was the last time you bought a buggy whip? 
What once seemed a business with a solid future is to- 
day about as extinct as the giant auk. But in today’s 
TV and radio business, important broadcast advertising 
decisions can be made with surer chances of success 
because it’s easy to keep well-informed on everything 
new. BROADCASTING — and only BROADCASTING — gives 
complete coverage of TV-radio developments, trends, 
latest news, It’s THE authority on broadcast advertis- 
ing. It can be your source of answers for the next 26 
weeks at a get-acquainted cost of $1.75. Subscribe now. 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 
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Business Papers, Ads Included, Better why Humming Birds Lack of Product Differences Leaves 
Than Publishers Think Kiernan Says 


Cuicaco, Oct. 22—Business pa- 
pers, and their advertising in par-| 


| 


vamp began five years ago, and) 
restyled the page make-up, layout | 


ticular, are better read than even | ‘treatment and head writing to) 


their publishers have suspected, 
an editorial researcher told the an- 
nual midwestern conference of the 
Associated Business Publications 
here today. 

More than twice as many busi- 
ness paper readers consciously 
look over the advertising as the 
number who notice it only acci- 
dentally while reading editorial 
material, George C. Kiernan, pres- 
ident of Eastman Research Organ- 
ization, told ABP. And the pur- 
chasing influence is much greater 
among the conscious ad readers 
than among the accidental read- 
ers; he added. 


= He made these observations on 
the basis of current data from con- 
tinuing editorial studies being 
made by the Eastman organiza- 
tion for 23 client business publica- 
tions. 38 specific issues from 
among these papers were surveyed 
through personal interviews, av- 
eraging 45 minutes in length, with 
1,580 readers. 

A composite picture of the read- 
ership of the 23 publications shows 
that 91% of those receiving the 
publications are active readers, 
people who have finished their 
reading of the issue before the next 
one is out, or who are still reading 
it. 8% have not yet started reading 
and 2% are classified as “non- 
readers.” 

30% of the composite reader- 
ship say business paper reading 
is part of their job and they read 
them during business hours. 60% 
say they read them at the office 
in intervals of spare time. 41% 
say they read them at home in 
the evenings, 11% say at home on 
weekends and 3% say they read 
the issue while traveling or com- 
muting. 

A composite of the readership 
of 19 monthlies and one bi-weekly 
publication shows 27% of the 
readers pick up and read the pub- 
lications only once, and of these, 
24% finish their reading in one 
sitting. 21% have two sittings with 
the publication and 23% have 
three sittings. 14% pick up and 
read the publication six or more 
times. 


= The popularity of advertising 
with business paper readers, the 
Eastman report says, is reflected 
by the composite readership pic- 
ture showing that 20% objectively 
read the advertising in search for 
specific products and _ services 
while another 46% consciously in- 
spect the advertising for general 
interest. 29% of the composite 
readership—mostly people who 
have little purchasing power, Mr. 
Kiernan said—come upon the ads 
only by chance while reading ed- 
itorial material. 

11% of the composite readership 


say they read the ads before read- | 


ing editorial material and 16% 
say they read the ads after read- 
ing the editorial. The great ma- 
jority, 73%, say they read the ads 
at intervals between readings of 
editorial content. 

14% of the composite readership 
say they give more attention to 
advertising than editorial, 30% 
said “about the same as editorial,” 
while 55% say they give adver- 
tising less attention than editorial. 


s Product improvement was much 
in the spotlight during the all-day 
meeting. One session, devoted to 
examples of product improvement, 
heard Philip D. Allen, president 
of Maclean-Hunter Publishing 
Corp., explain how the publisher 
took Rock Products, already a 
healthy publication when a re- 


make a more readable publication. | 

The result, he said, has been a 
record renewal rate this past year | 
of about 80%. On the advertising | 
side, he noted, one result has been | 
that Rock Products’ ad volume) 
this past year has been about even | 
with last year, against a trend of 
losses for trade papers. 


= E. Scranton Gillette, president 
and publisher of Water & Sewage 
Works, recounted how his publi- 
cation was restyled to put more 
emphasis on feature stories and to 
highlight the most popular fea- 
tures. 

In another talk, Eugene Wey- 
eneth, publisher of McGraw-Hill 
International Corp., told a sales 
session that business paper ad- 
vertising has a growing responsi- 
bility these days as one of the 
few ways industrial goods manu- 
facturers have left to maintain di- 
rect contact with their ultimate 
customers. 


= In another talk, George W. 
Head, advertising and sales pro- 
motion manager of National Cash 
Register Co., told the ABP to take 
with a grain of salt the widely 
heard resolutions being voiced 
these days by advertisers who say 
they’ll “never again cut back their 
ad budgets in face of a recession.” 

Most, if not all of them, will 
get bearish and do it all over again 
when the next threatened reces- 
sion appears, he said. # 


Ad Council Meets 
in Chicago: Shows 
‘Confidence’ Film 


CuicaGo, Oct. 24—The Advertis- 
ing Council brought its activities to 
the Middle West yesterday with a 
board meeting in Chicago to which 
advertising people were invited. 

The meeting was followed by a 
reception at which Gen. Randolph 
Pate, commandant of the Marine 
Corps, discussed Near East and Far 
East problems, and by a dinner at 
which the speaker was Robert 
Murphy, Deputy Under Secretary 
of State. 

At the board meeting the cam- 
paigns review committee, headed 
by Leo Burnett, Leo Burnett Co., 
reported that one council cam- 
paign—for the American Commit- 
tee to Improve Our Neighborhoods 
(Action)—will be dropped effec- 
tive Jan. 1, 1960, but that cam- 
paigns to aid higher education, on 
mental health and on religious 
overseas aid will be continued for 
two years from that date. 


a A variety of other campaigns 
was discussed, but the highlight of 
the meeting was a report by Gen. 
George C. Stewart, exec vp of the 
National Safety Council. Gen. 
Stewart reported on what has tak- 
en place in the traffic safety field 
in the 12 years since the Adver- 
tising Council has sponsored a safe- 
ty campaign. 

On the basis of the death rate 
per 100,000,000 miles of auto travel 
at that time, the general said, the 
joint efforts of the advertising in- 
dustry and the safety council may 
be credited with saving 156,520 
lives. 

A 10-minute film reviewing the 
“Confidence in a Growing Amer- 
ica” campaign which the Advertis- 
ing Council sponsored on an emer- 
gency basis this year, and which 
has been credited with a major role 
in restoring economic confidence in 
the American people, was shown 


for the first time at the dinner. # 


hoose sugar 


tt takes a heap of energ 
year 


to beat 


wings 1100 times a minute 


How does such a litthe bird 
get so much energy? 


Hunuming birds yo instinctively 
for sugar, Nature's own energy foed 
Maybe you don't flap your 

wings as alten as the humeaing 
bird, but you need sugar’s 


energy every day, too 


Is CALORIES: 


ENERGIZING—The humming bird 
chose sugar, says this ad—the sec- 
ond in a new series by Sugar In- 
formation Inc. The ad is appearing 
in supplements and is scheduled 
for the December Reader’s Digest. 
Leo Burnett Co., Chicago, is the 
agency. 


Life Insurance Ads 
Need Copy, Budget 
Changes, Group Told 


MonrTREAL, Oct. 24—Three phases 
of a “revolution in advertising” 
were analyzed at the 25th annual 
meeting of the Life Insurance Ad- 
vertisers’ Assn. held here this 
week. 

Morgan S. Crockford, outgoing 
president of the association and 
secretary, Excelsior Life Insur- 
ance Co., Toronto, called for a full- 
scale revolution in life insurance 
advertising. 

Alfred J. Seaman, exec vp, 
Compton Advertising, outlined the 
revolution that is now taking place 
in advertising, and Irving Gilman, 
vp, Institute of Motivational Re- 
search, rounded out the picture by 
pointing up the major changes 
that have taken place in the con- 
sumer of today. 


# Said Mr. Crockford: “We are 
wrestling at pretty tough odds in 
the fight for mass acceptance 
when we employ only about one- 
half of 1% of all the advertising 
dollars spent by Canadian indus- 
try and commerce. 

“If there is going to be a revo- 
lution (and I believe there will 
be) in our industry’s traditional 
way of reaching its public,” he 
said, “the employment of mass 
communications to create a better 
receptivity in the minds of most 
men and women is a must of the 
first order.” 

It is also time, he said, for “a 
revolution in the field of institu- 
tional or cooperative advertising. 
I would personally strongly fa- 
vor having our own assessment for | 
the institutional advertising cam- 
paign in Canada doubled or tri- 
pled, even though we had to cur- 
tail our own company advertising 
by a corresponding amount, if it 


would be invested wisely on behalf | 


of industry to educate the public 
on the principles and benefits of 
life insurance in the community 
and the nation.” 


s Edwin P. Leader, advertising| 
manager of Bankers Life Co. of| 
Iowa, was elected president to} 
succeed Mr. Crockford. 

Other officers elected were Rob- 
ert S. Kieffer, assistant vp, Met- 
ropolitan Life, New York, 
L. Russell Blanchard, superinten- 


dent of sales promotion and train- | 


ing, Paul Revere Life, Worcester, 
Mass., secretary; Charles R. Cor- 
coran, second vp, Equitable Life 
Assurance Society, New York, 
treasurer, and Richard L. Hinn, pr 
vp, Pan-American Life, New Or- 
leans. 

Nine members were elected to 
the executive committee, # 


VP; | 


Buyer Only Price Criterion: Whittier 


(Continued from Page 1) 

not in its similarity to kindred 
products, but in its difference. | 
Strong consumer preference will | 
be formed because of difference. 
When no discernible difference 
exists, the consumer’s measure of 
beaces becomes price.” 


j= Turning to management in the 
automotive industry, he asked: 
\*“What’s responsible for the 
janachronism of size and the lu- 
|nacy of proportion? As the space 
in which to use them grows small- 
er, why do cars grow larger? As 
they grow larger, why does the 
usable space inside shrink to the 
increasing discomfort of the pas- 
sengers? What’s the reason for 
ever-increasing engine power— 
power which nobody needs and 
which reduces gas mileage in an 
era of increasing gas prices? 

“These ideas come out of mod- 
ern management philosophy,” he 
said, “and a lot of people are be- 
ginning to resent them. A lot of 
people see in these so-called im- 
provements a lack of considera- 
tion for the customer. 

“Can creative genius convince 
these people that these things are 
done in their best interests? It’s 
doubtful.” 

Mr. Whittier said the creation 
of better products, and the philos- 
ophy of giving the consumer not 
merely what he wants, but what 
he should have, can lead to a re- 
surgence in creative persuasion. 

“Creative inspiration must come 
from some quality of greatness in 
the product itself,” he said, “some 
attribute that justifies unqualified 
belief in the product itself and the 
benefits it confers on consumers.” 


s When an industry suffers from 
excess capacity, it is up to the 
marketing people to prevent prof- 
it-killing price competition from 
becoming the strongest point, ac- 
cording to Anthony E. Cascino, 
vp-marketing of International 
Minerals & Chemical Corp., Sko- 
kie, Ill. 

“As marketing people, our pri- 
mary responsibility is to forestall 
price competition,” he told the 
Marquette conference. “And this 
can only be accomplished by cre- 
ating effective appeals which are 
based upon factors other than 
price. If successful, this will 
force competitors to upgrade their 
respective merchandising prac- 
tices; and the whole industry will 
benefit and prosper.” 

Failures in this endeavor are 
often due to the fact that non- 
price appeals are neither valid 
| nor of significant benefit to the 
customer, he said. “As a result, 
the customer is left with no other 
recourse but to seek the lowest 
price.” 


s Agencies are as much to blame 
for lack of potent consumer ap- 
peals as the client, Mr. Cascino 
| said. “I say that we have to be 
men and challenge the client’s 
judgment when such shoddy am- 
munition is put into our hands. 
We should express courage and 
conviction, and insist that the va- 
lidity of proposed claims be sub- 
stantiated by consumer reac- 
| tions.” 

In the industrial fields, where 
|most goods lack product differen- 
tiation and where brand identifi- 
|cation is low, the only alternative 
to the price approach “is to claim 
that although the products are the 
same, the company is superior,” 
he said. 


® Arnold Corbin, professor of 


marketing at the New York Uni- 
versity graduate school of busi- 
ness administration, fashioned a 
definition of today’s marketing 


concept by noting: “The most im- 
portant lesson learned by those 
|companies which have had the 
longest and most successful expe- 
rience with the concept is that it 
is not just a way of organizing 
functions, but rather a philosophy, 
an attitude, a state of mind, a 
guiding point of view which un- 
derlies and motivates all the poli- 
cies, decisions and actions of a 
firm and its people; a way of look- 
ing at everything a business does 
as the medium for satisfying con- 
sumer needs and wants. In other 
words, the philosophy that ‘the 
customer is king’ is central to the 
marketing concept.” 

Turning to the marketing con- 
cept as it applies in the field of 
retailing, Mr. Corbin said that 
“retailers have been, in a sense, 
the real pioneers in making the 
concept work. By the very nature 
of their business, they must be 
customer-oriented...In_ retailing, 
therefore, the marketing concept 
becomes the ‘merchandising’ con- 
cept.” 


= Measurements of the effective- 
ness of advertising can be done 
more accurately if the specific in- 
tent of an ad or campaign is first 
defined, in the opinion of Clarence 
Eldridge, of George Fry & Asso- 
ciates. 

“The assumption seems to have 
been that the function of adver- 
tising is to sell, and therefore if it 
fails to sell it has failed in its pur- 
pose,” he said. “That is why we 
have applied quick, easy, tangible 
and frequently irrelevant tests to 
advertising. 

“Now there is absolutely noth- 
ing wrong with using coupon re- 
turns or inquiries or sales as an 
index of advertising effectiveness 
—if the primary purpose of the 
advertisement was to elicit in- 
quiries or to ‘pull’ coupons or to 
make immediate sales. But that 
isn’t the purpose—or at least the 
sole or even primary purpose of a 
great deal of advertising.” 

Mr. Eldridge listed three cate- 
gories of advertising in which an 
ad should be classed before meas- 
urement of effectiveness is at- 
tempted: 

1. “Advertising whose primary, 
or perhaps even sole, objective is 
to make an immediate sale—pref- 
erably of a tangible thing,” such 
as direct mail and much retail 
store advertising. “There is no 
particular problem in evaluating 
the effectiveness of that kind of 
advertising—and never has been,” 
he said. 

2. “Advertising whose primary— 
—but not necessarily sole—pur- 
pose is to disseminate informa- 
tion: News about a new product, a 
new price, a new model, a new 
package, a new development of 
some kind.” He said consumer 
surveys can determine the effec- 
tiveness of this type of advertis- 
ing shortly after it has run. 

3. “Advertising whose purpose 
is not necessarily to produce im- 
mediate action, but to sell an 
idea, to create or to change con- 
sumers’ attitudes and thus, by 
repetition and cumulative impres- 
sion, eventually produce action in 
the form of actual sales.” # 


Firth Carpet Budgets 
From $300,000 to $400,000 

Firth Carpet Co., New York, will 
launch the biggest ad campaign in 
its history, as reported in the Oct. 
20 issue of Apvertistnc AGE. The 
amount budgeted in the campaign, 
though it was given correctly in the 
headline, was incorrectly listed in 
the story, as the result of a typo- 
graphical error. The correct figure 
for the campaign is between $300,- 
000 and $400,000, 
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Rates: $1.25 per line, minimum charge 
( 


THe ADVERTISING MARKET PLACE 


$5.00. Cash with order. Figure all cap lines 


um—two) 30 letters and speces ae | line; upper & lower case 40 per line. Add 


two lines for box number. Closing dead 


ine: Copy in written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative (Classified only); 


Classified Departments, Inc., 4041 Marlton Ave., Los 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 
inch, and card discounts, size and frequency apply. 


ee —_—- PAID CIRCULATION FOR 


‘MONTHS ENDING JUNE 30, 1958 


41,961 


HELP WANTED 


HELP WANTED 


ADVERTISING ASSISTANT 
for aggressive Eastern Pa. manufacturer 


Prefer younger man with eng. degree or 


equal experience, to write service man- 
uals, direct mail, technical literature, 
assist adv. mgr. with administration 
Good future. All replies confidential 


Box 1960, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 
202 S. State St., Suite 1302-4 


TOP EXECUTIVE 
Rapidly growing multi-plant AAA-1 na- 
tional corporation is seeking an outstand- 
ing young executive capable of building 
superior Sales Promotion, Public Rela- 
tions, and Advertising function. The man 
we want is good. He needs a bigger job, 
er he wants to join a young, growth 
organization with real opportunity. Salary 
open. Cleveland location. Send resume 
Box 1943, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 
CREATIVE COPY OPPORTUNITY 
If you have a proven record for creating 
selling ads and promotion pieces, this 
small, growing mid-western agency 
offers a big future. You must be able to 
plan and write all types of materials 
to meet needs of one of the largest con- 
sumer accounts as well as the needs of 
small industrial accounts. At least 10- 
years copy experience required including 
major appliance writing. Please state 
salary required. Location within 100 miles 
of Chicago 
Box 1944, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SINCE 1919 
SR. COPY WRITER. ........00n000--cerceccrrercervee $14,000 
Heavy Food and Agency Exp. 
MKT RESEARCH MGR., 
Some Sis. & Mkt. Exp. Knowledge of 
a & Missile Control Systems-M.E. 


r EE 
PUBLICITY DIRECTOR.................00 $10,000 
Exp. in Industrial Adv. & Sls. Promotion 
Familiar with Shows, Trade Adv., etc. 
DISPLAY DESIGNER... $10,000 
Interior & Exterior Displays-Mdse Aids. 
P.R. MGR. CORP. 


MONARCH PERSONNEL | 
28 E. Jackson WAbash 2-9400 Chicago, Lil. 


’ UBLI 
.$ 9,000 CONVENTION 


LADY AD MANAGER - MIDWEST 
America's largest business service organ- 
ization seeks an advertising manager who 
must have substantial direct mail and 
traceable-ad-result background preferably 
in producing leads for large sales force. 
Background in office equipment or busi- 
ness service field would be helpful. 
Ability to handle large volume of detail 
is essential. This is a fast moving job in 
a growth organization headquartered in a 
large Midwestern city. Your colleagues 
are intelligent and will help you to get 
started right. Please submit full details 
| your current status, background and 
hopes for future to 
i Box 1945, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


‘MOLENE 


Editors simemneni Public Relations 
Copywriters Advg. Managers 
Artists Media ....Preduction ...... Service 


“All is grist, which comes te our mill” 
Andover 3-4424, 105 W. Adams St., Chge 3 


SALESMAN 
With exceptional ability, to work in 
Cleveland area for two top trade publi- 
cations. Salary is open and our employees 
know of this ad. Send complete business 
and personal resume to: 
Box 1946, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 
ART DIRECTOR - PRODUCTION MAN 
Expd. in all phases of studio operation. 
One who can schedule and assign work 
jens assume responsibility for finished 


| product. Layout ability a real asset. Exc. 
|opportunity for growth. Replies held 
confidential. 


Box 1953, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 
187 NORTH LASALLE STREET CHICAGO |. MLINOIS 


CITY COMMERCIAL 
INDUSTRIAL 


clients. They are constantly thinking 


the opportunity to handle a complete 


selling P-O-P materials. Be assured 
confidence. Address your letter to Mr. 
Products, Inc., Lima, Ohio. 


To Successful P-O-P Illuminated Sign Salesmen 
Who Wish to Associate with the Leader 
in the Illuminated Sign Industry 


Neon Products, Inc., is looking for experienced illuminated sign salesmen for 
quantity sales. The men we are looking for are now engaged in handling 
illuminated P-O-P signs. They are established and have a number of fine 


very finest P-O-P signs available. To those salesmen who qualify NPI offers 


dealer signs. If you wish to associate with the leader in the P-O-P sign indus- 
try, be backed by twenty-eight years of know-how, outstanding creative 
design and production facilities, write to us today. Tell us the territory you 
now cover and the products you handle. We will consider applications from 
men who are not now handling illuminated dealer signs, but are engaged in 


in terms of offering their clients the 


line of illuminated indoor and outdoor 


your letter will be held in strictest 
Milton A. Kamin, Vice-President, Neon 


COPY, foods. Fresh, crisp. Ad 
concepts as well as words. 

ART DIR., food-heavy. Some ad- 
ministrative. Man hungry for 
real freedom to be original. 


$18-20M 


Pacific a. to 20M+ 
ADV. & SLS. PROM. MGR., 

industetel to 10M 
P. R., industrial too M 


M. A., psych. (2). Some con- 
sumer research exper. Top 
agency will train 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div 


110 S. Dearborn CE 6-5353 ‘Chicago 


PUBLISHER'S ASSISTANT 
Or? 


Active, congenial man, long exp. exec. 
leading Chicago business papers, will as- 
sist pressured publisher or consider other 
duties; full or part time. Best refs. 
Mod. sal. Reply in confidence. Box 274, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Iinois. 


— Health - Happiness - Profit — 


city. 


Present owner would remain 


St., Chicago 11, Illinois. 


A RETIRED MAN’S DREAM OR A YOUNG MAN’S OPPORTUNITY 
A three man agency for sale in Southwest’s fastest growing 


Has been operating successfully for 13 years. 

Gross billing in 1957 exceeded $220,000. 

Net profit approximately $24,000. 

Affiliated with Agency Associations. 

Excellent year around climate with vacation surroundings. 


Total price $47,800—full particulars and statement are 
available to interested parties. 


Please write Box 268, ADVERTISING AGE, 200 E. Illinois 


6 months if desired. 


POSITIONS WANTED 


BUSINESS OPPORTUNITIES 


degree major in english and economics 
copy 
$1.50 a lime. Tell me your needs. 

RANDL&s Bex 1163 Hutchinson, Kansas 


WRITER-REPORTER 
Editorial-advertising-correspondence. 
Intelligent, adaptable, Age 40. 

Paul Grossberg, (L.A.) HOliywood 98-4875. 
SPACE SALES 
33 yrs. old, Married successful record on 
National Trade & Industrial Magazines - 
Plus overall Related Publishing Exper. 
Box 1947, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


NOW AVAILABLE 
| Adv. & S.P. Mer.-8 yrs. Exp. with lead- 
jing food chain seeks AE posit. with 
Agency or as Adv. Mgr. for Mfr. Chicago 
Res., 31, married, BA. $10-12,000. 
Box 1948, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GOOD SPACE SALESMAN 
High caliber, high reputation, high sales 
record. Many years in Chicago area. 
Solid marketing, advertising, sales back- 
ground. Reasonable salary. Replies treated 
in strict confidence. 
Box 1959, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUB REL/ADV- 15 yrs. exp; planning 
budgeting & doing; pub rel. publicity 
(‘nat’l & local), advertising, speeches, 


DM; now in search of more resp; pref 
NY-NJ-Conn area; now empl; age 34. 
Box 1949, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
I WILL HEAD YOUR RADIO/TYV DEPT- 
RUN A 1-MAN OPER-TV ACCT EXEC. 
12 yrs agency production, copy writing, 
time buying, Station Mgmt, Film Prod 
Immed avail. Relocate for secure offer. 
Box 1950, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


“RIGHT MAN” TO BOOST YOUR 
DEALER & DISTRIBUTOR SALES 
Expert available for creating & writing 
co-op advertising programs. Specialized 
in national sales promotion campaigns 
that produced volume business for major 
companies. 15 years diversified exper- 
ience. Ideal promotion man for manu- 

facturer or agency. 
Box 1951, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
AMBITIOUS TALENTED YOUNG MAN 
LOOKING FOR OPPORTUNITY 
Desires to acquire space with agency 
or studio to build free lance practice 
Crisp Layouts-Comps. Pkg. Design, 
Lettering, Finished Art 
Box 1952, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, linois 
GAG CARTOONS $7.50 and up. Write 
Alvin Bleodworth, 1838 5. Euclid, 
Ontario, Calif. Can handle most trade 
journals’ needs. 
ADVERTISING-MERCHANDISING MGR. 
A real pro, known for results. 20 yrs. 
planning, creating, administration, field 
follow-through as Adv. Sales Promotion 
Mgr., Merchandising-Sales Training Mer. 
three of nation’s sales leading mfrgs. 
consumer, industrial, agricultural prod- 
ucts. East, Middle West or South. For 
details, Box 575, Atlanta 1, Ga. 

NEED BROCHURES OR MANUALS? 
Expert free lance writer works fast, uses 
tape recorded interviews to save time and 
cost. Can carry job to final printing if 
desired. Midwest only. 

Box 1954, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ATTENTION N.Y.C. AGENCIES 
Art Director with Detroit 4-A Agency 
seeks New York City agency position 
Box 1955, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS AFFAIRS 
Experienced young, energetic 
executive - able negotiator - capable 
productive operation seeks well-paying 
position where contact ability and build- 
ing rapport on all levels important. 
Box 1956, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

XMAS SHOPPING EARLY?? 

Wrap up this young (31) Pr-Ad Exec for 

$11,000. Tem years experience publicity- 

editing-production-ad copy-photography. 

Strong in food lines. Not a “yes” man. 
Box 1957, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


woman 


TUMBLE LINE ADS—RHYMES. Master | ARTIST-ART DIR., wide exp., has 


wants to write your rhymes, tumble line | 
and jingles on assignment basis. | 


Advertising Age, October 27, 1958 


‘Aid Advertiser in 


exc. 
prop. for agcy. or other using art. | 
Has own accts.; will rent furn. offce. 
& tel, do your layouts, art, prod., 


free lance, Best of references. 
Box 1958, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


67 NEW CUSTOMERS 

pane by one company this year, direct! 
our custom sales magazines. Cost, 
under $100 monthly. These popular book- 
lets entertain as they advertise. Published 
under your name, they make new friends 
for you, while keeping the old. Exclusive 

rights. Write for facts, sample. 

RADSTONE PUBLISHERS 

W. Burbank Bivd rbank, 


5,000 DOCTORS READ 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
SERVING 6 MILLION PEOPLE 
iN GREATER L. A. Co. AREA 
Agency Commission 
pa. § ye Bivd., Los Angeles 57, Calif. 
M. Cohen, Adv. Mgr., HUbbard 3-1581 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
field. Exclusively an independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 
FILE? Sample copy? Rates? Write irma 
W. Hall, Publisher, PET SHOP MANAGE- 
MENT, 618 S. Western Ave., Los Angeles 
5, Calif. (OUnkirk 7-4423) 

P.S. 1958 edition of comprehensive direc- 
tory of pet suppilers ($5.) Is now off the 
press. 


World’s No. 1 Sports Car Bi-Weekly 


WHIT 
Yuons 


P.O. Box 1127, Culver City, Callf. 
Data, cy rt aes on request 
Reach Top yo s Car Market! 
Read by Teste. ans, Drivers, etc. 


NO DUPLICATION—JUST 
NORTHWEST CIRCULATION! 
We don't cover California. 

Just Wash., Ore., Idaho, 

B.C. and Alaska. 

Circ. 30,000—Iow rates. 

— 26 YEARS OLD — 

New owner . . . new formula 
Now fashioned after Sunset. 
Gardens, homes, interior decor., 
furniture, food, travel 
and CULTURAL NORTHWEST 
See Standard Rate & Data. 

West Coast Rep. McDonnald Thompson 
A Peter Woed Publication 
NORTHWEST GARDEN & HOME 
1715 RAVENNA BLVD. 
SEATTLE 5, WASHINGTON 


REPRESENTATIVES WANTED 


EXECUTIVE SALES REPRESENTATIVE 
Mobile Spectaculars-Outdoor advertising 
franchise available NYC-Chicago-L.A. 
PO 444 Gratigny, Miami 50, Florida. 

REPRESENTATIVE WANTED 
State’s general farm-ranch paper (ABC 
member) wants NYC rep to complement 
coverage in Midwest and Coast. Write 
New Mexico Farm and Ranch, 240 West 
Court, Las Cruces, New Mexico. 


IDEAS 
SOUND COPY 
EXP. AE., AD. MGR. 

Manager agency branch handling 
consumer-farm-indust. accts. see’ 
growth spot agency or mfgr., any- 
where in U.S. Skilled, all media; 12 
yrs. top national, regional 
acets. Details on request. Box 276, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


Another PETER WOOD PUBLICATION 
ALASKA BUSINESS DIRECTORY 
Mailed FREE to every 
Alaskan Business owner 
THE ONLY WAY TO REACH EVERY 
ALASKAN BUSINESS MAN WITH 
YOUR ADVERTISING MESSAGE 
Send for rate card 
1715 Ravenna Bivd. Seattle 5, Wash. 


Reach Restaurants 

Your onl it Concentrated Cover- 
age of ¢ Catitomts Fastest Growing in- 
dustry. 2nd Largest Dollar Volume Area in 


*re Count Buyers-Owners-Managers. In- 
quiries inv ted from Agencies-Advertisers- 
Media Reps. 


RESTAURANT SERVICE MAGAZINE 
1357 W. Temple St., Los Angeles 26, Calit 
WE 9-8360 


Box 272, Advertising Age, 
York 17, N.Y. 


BRAND MANAGERS (2) 


Top national food company located in East seeks two (2) 
young men with food merchandising and advertising ex- 
perience. These are challenging positions requiring a 
knowledge of all facets of food marketing and sales promo- 
tion. State age, education, experience, present occupation. 
All replies will be treated in strict confidence. Write to 


480 Lexington Ave., New 


Search of Agency. 
‘Mayers Urges Reps 


(Continued from Page 3) 

er the budget, the larger the tal- 
ent required to make it pay off.” 

There is too, he pointed out, the 
converse, of which every large 
agency is keenly aware: “The 
larger the budget, the less the 
agency’s need for superior adver- 
tising skill, since the mere weight 
of dollars can make an impact, 


even with mediocre ideas and 
copy.” 
Mr. Mayers thinks awareness 


of these facts is important to 
western advertisers since their 
budgets are often puny by eastern 
standards. It is particularly im- 
portant, he asserted, to the 
glamor-happy western advertiser 
with as little as $100,000 to spend 
in media, who announces he won’t 
even talk to a soliciting agency 
that is not in the multi-million 
bracket. This type of advertiser 
needs the help of media men who 
are in and out of agency offices 
and behind the scenes of agency 
campaigns, he added. 


s While insisting that size is no 
criterion of advertising skill, Mr. 
Mayers said western advertisers 
should also be warned against 
picking too small an agency. As 
an example of this he cited an 
“important” local advertiser who 
revealed he had picked an agency 
he knew was “hungry.” The ad- 
vertiser’s thought was that since 


National Medium Offers 
Unique, High-Unit Opportunities For 


SPACE SALESMEN 


familiar with any of these fields: 
HI Fl, LIQUOR, FOOD, SPORTS, 
INSURANCE OR PACKAGED GOODS. 
Full time or in conjunction with present 
representation. Write full details. 
Box 275, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H. LONG 5347 N. SANTA MONICA 


MILWAUKEE 17, WIS. * WOODRUFF 2-6100 


MAN EXPERIENCED IN 
TELEPHONE DIRECTORY ADVERTISING 


to set up and direct a TDA de- 
partment in a Midwestern 4-A 
advertising agency. Experience 
in local sales and national Trade 
Mark sales essential, but adver- 
tising agency experience is not 
necessary. In applying, please 
send résumé of background and 
state age and salary expected. 
All applications confidential. Box 
273, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


The Midwest's 
outstanding placement 
service for Adv.* Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


1958-1959 
deciles WHOLESALE .«.:: 


- AUTOMOBILES: 


all models BOX 331, BERKELEY 
AUTO-DEX CALIFORNIA 
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| -idvertising Age, October 27, 1958 


‘ne agency would be dependent 
(n his account, he would get more 
ttention. “It took him less than a 
ear to discover that he was get- 
ing less for his advertising mon- 
‘y, rather than more, from an 
‘gency whose chief distinction 
vas that it didn’t have much oth- 
cr business.” 
Mr. Mayers decried the “fairly 
‘common fallacy” of picking an 
agency because it has personnel 


\vho know a lot about the client’s | 


ine of business. Actually, he 
aid, any really good agency 
group is able to master marketing 
letails of a product or an industry 
once they start working on the 
account. 

He appealed to the representa- 
ives to spread the gospel that the 
sreatest long range value to a cli- 
cnt lies in the agency’s successful 
experience with advertising in a 
variety of fields. 

The person who knows a field 
may well be able to write in its 
language, but unable to do a 
selling job. Technical accuracy in 
copy is important, but no guaran- 
tee against waste in advertising, 
Mr. Mayers said. 


= Asking the question: “What are 
the really important differences 
between one agency and another? 
How does the advertiser, smoth- 
ered by one agency presentation 
after another, get to the heart of 
these differences?” Mr. Mayers 
said: “No one knows better than 
media men that the things which 
are most vital in agency service 
can easily be lost sight of by cli- 
ents when viewing speculative 
presentations, when being lavish- 
ly entertained, even when listen- 
ing to across-the-desk solicita- 
tions by master salesmen.” 

“I know nothing the average 
American business buys that is as 
important and costly as its agency 
relationship, that is bought with 
so little real effort to dig beneath 
the surface and determine where 
the real values lie,” he declared. 

Speaking as one who had taken 
his agency in and out of a “Madi- 
son Ave.” merger (Cunningham 
and Walsh), he said his experi- 
ence was not typical. He said 
there are at least four very per- 
suasive factors in favor of such 
mergers. He listed them as: 


e The promise of greater security 
to the coast agency’s owners and 
key personnel. 


Danforth 


Pyle Guild 
TRIO—Seated at the head table at the Palm Springs meeting of the 
western region, American Assn, of Advertising Agencies are J. Davis 
Danforth, Batten, Barton, Durstine & Osborn, New York, national 
Four A’s chairman; Walter Guild, Guild, Bascom & Bonfigli, San 
Francisco, and Howard Pyle, deputy assistant to President Eisen- 
hower. 


Radio Is Underpriced, 


127 


that liquor advertising ought to be|$525. A combined frequency rate 


jon the air. While some held that 
liquor advertising is legitimate 
advertising, more held that sta- 
|tion owners ought to be conscious 
|of their unique privilege of enter- 


jing the home and forswear liquor | 


advertising. Still more thought 
that it would make renewal of a 
license with the FCC more diffi- 
cult. 

The Boston meeting had 226 
broadcasters and suppliers in at- 
tendance and was the largest of 
the regional meetings to date. + 


‘Building Products’ Adds 
New Dealer Edition 

Hudson Publishing Co., Hudson, 
O., will launch a new dealer edi- 
tion of Building Products in March, 
1959, James W. Zuber, president, 
has announced. The new dealer 
edition will be published the 15th 
of the month, and the regular 
architect-builder edition will be 
continued on the first of each 
month. Rate for a b&w page, one 
time, in the dealer edition will be 


will be allowed advertisers using 
both editions. 

Mr. Zuber also has reported that 
the regular edition of Building 
Products will offer a stepped-up 
circulation of 40,000, effective in 
January. Distribution of the new 
dealer edition will be to the “15,000 
most important building product 
distributors.” 


Medal Names Gaynor & Ducas 

Medal Distilled Products, Los 
Angeles, rectifier and bottler, has 
appointed Gaynor & Ducas to de- 
velop a regional advertising pro- 
gram for Mellwood charcoal fil- 
tered bourbon. The Mellwood 
brand formerly was owned by Na- 
tional Distillers Products Co, Med- 
al also distributes Century Club 
and Old Log Cabin brands, but 
handles their advertising direct. 


Ducas to Pattern Service 

Elaine Ducas, formerly with the 
Wool Bureau, has joined Vogue 
Pattern Service, New York, as 
publicity manager. 


Armstrong Tells NAB 


(Continued from Page 2) 


badly. The imitators who imitate 
badly are going to hurt music- 
and-news. After all, it’s not the 
records—we all have access to the 
same records. It’s what you do 
with them that counts.” 


es Mr. Armstrong offered some 
criteria for telling a strong sta- 
tion: 


e Universality of ratings (i.e., 
consistent ratings) across the day. 


e Programming that’s imagina- 


tive and original. 


e Employing the top talent in the 
market (“Gentlemen, you’re going 
to have to pay the top buck— 
these people are air salesmen; 
they’re pros’’). 

e Consistent promotion and pro- 
duction. 


e Total community effort—a sta- 
tion’s people “have to be integrat- 
ed into a community, participate 


in civic events, contribute to the) 


community.” 


# And he had a warning: “The 
most dangerous trend in broad- 
casting is the trend to go out and 
criticize what the other guy is do- 


e Better service to the agency’s|ing. We’re in a negative selling 
|period. We get a lot of criticism 


clients. 


e More glamor in the agency’s 
new business efforts. 


e More certainty of holding exist- 
ing accounts in the face of compe- 
tition from the big fellows. 

These are four strong appeals, 
Mr. Mayers said. “Yet the West 
Coast agency man who banks on 
them in going into a merger may 
be doomed to disillusionment be- 
cause of human factors.” + 


‘New Yorker’ Had 3,082 Pages 

The October consumer maga- 
zine page and linage  tabula- 
tion carried in ADVERTISING AGE 
Oct. 20 incorrectly showed the 
number of advertising pages in 
The New Yorker for the first 
nine months of the year as 2,082.4. 
The correct figure is 3,082.4. In 
the same tabulation, a totai linage 
figure for the mechanics and sci- 
ence group was incorrect, due to 
a typographical error. Total adver- 
tising linage for the group Jan- 
uary through October, 1958, was 
851,822, not 581,822. 


Ampex Unit, Boland Part 

The instrumentation division of 
Ampex Corp. and its agency, Bo- 
land Associates, San Francisco, | 
have agreed to terminate their as- | 
sociation. Boland Associates will | 
continue as agency for the profes- | 


from print media because we’re 
hurting the print business. But the 
broadcasters do a lot of criticizing 
themselves. 


“You can’t cry wolf and stay in| 


business very long. Criticizing 
won’t sell anything. If the critics 
cannot sell their kind of program- 
ming on its own merits, then they 


shouldn’t be programming that} 


” 
. 


way 


= Jerome Feniger, vp in charge of 
programming for Cunningham & 
Walsh, told the broadcasters that 
all he had to say on the subject 
of over-commercialization was, 
“Those broadcasters who do not 


istered 


| work and big black letters; so 
do it right, they’ll damage radio} 


little of it has been based on com- 
petent research”’). 


e Failure to protest the proposed 
outdoor advertising regulations 
(“The magazine people have reg- 
their position. ..Many 
newspapers have similarly regis- 
tered their views...I feel that 
anything that hurts the advertis- 
ing business hurts you, and my 
sole purpose...is to encourage 
you to be active in the preserva- 
tion of our advertising and mar- 
keting freedoms’’). 


® A radio sales panel was com- 
posed of Joseph Bloom, president 
of Forjoe & Co; Sydney E. 
Byrnes, WADS, Ansonia, Conn.; 
Keith S. Field, WARA, Attleboro, 
Mass., and Arthur Haley, WORL, 
Boston. 

The omnipresent question of 
rates led Mr. Bloom to say (1) 
that he saw no noticeable trend to 
the single rate among stations, 


(2) that he thought the package 
plans added up to discounts any- 
| how and (3) that he felt that 
|progress in rate card simplifica- 
‘tion had been halted by the-num- 
|ber of package plans available. 

“I would recommend to ll 
|managers,” he said firmly, “that 
whatever rate you settle on, un- 
|der no circumstances go off it. If 
/you want to cut your rates, print 
'a new rate card. Radio ought to 
|have respect for its own proper- 
ties.” 

Mr. Field pointed out that his 
|station has an anomaly: Its local 
‘rates are set for A, B and C time. 
It has a _ single national rate, 
which is approximately the equiv- 
alent of B time. When a national 
| advertiser falls into A time, he 
|actually is buying the time cheap- 
er than the local rate. 


# On merchandising, Mr. Haley 
|remarked that it’s secondary to a 
national advertiser but primary to 
|local advertisers, and he charac- 


STUCK 
ON THE 
SAME 
OLD JOB? 


Are you ready for something far 
more challenging and rewarding? 


Then, shoot for the job you really 
want (spell it out) with a classified 
ad in The Advertising Market Place. 


Your cost is low—your chances 
amazingly good. For your Ad Age 
message reaches almost 150,000 
advertising, selling and marketing 
executives in the United States and 
Canada—the top brass with the au- 
thority to say “You’re Hired!” 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


ae Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


give commercial messages suffi- terized the Boston stations as be- 
cient room in which to penetrate ing “in a merchandising rat race.” 
the consumer’s skull are render-| Mr. Bloom urged stations not to 
ing a substantial disservice to the |“Mmake merchandising a prerequi- 
broadcasting industry, the ad-|Site to getting an order. A station 
vertising business and the spon- | that can’t prove out its circulation 


sors who, in the final analysis, pay 
for the operation of your stations.” 

Mr. Feniger reproached the 
broadcasters for: 


e A lack of local live program- 
ming (“I fail to see that a station 
discharges its responsibility to the 
business by running only syndi- 
cated half hours, feature films 
and plugging in the cable to the 
network”). 


e Poor promotion (“So much of it 


sional products division of Ampex/is brag and boast—‘We’re the 
as well as the consumer products | greatest station in town’; so much 


subsidiary, Ampex Audio. 


of it is buckeye, with splotchy art- 


i'swings to merchandising to sell. 
The first requisite is the estab- 


chandising is a plus.” 

Mr. Haley observed drily that 
Mr. Bloom might have some diffi- 
culty in convincing Boston agen- 
cies of his viewpoint. 


s Harold Fellows, NAB president, 
included in his opening speech the 
same warning about broadcast 
liquor advertising made earlier in 
Milwaukee (AA, Oct. 20). In pri- 
vate discussions, broadcasters 
seemed to be tepid to the notion 


lishment of the audience—mer- | 


1 am enclosing $ 


My Name 
Street 
' City 


1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, IIlinois 


Clip ond mail 
this form to: 
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Stop Aping Other Media’s Promotion, 
Push Audit, Lantz Tells ABC Members 


(Continued from Page 1) 
Mr. Lantz, who is advertising di- 
rector of Shulton Inc., took pub- 


lishers to task for failing to men- | 


tion the merits of ABC in their 
own advertising. 


® The ABC chairman expressed 
great concern over the decline of 
business publication members of 
ABC. He pointed out that today, 
business publication members of | 


ABC represent only 14.5% of the) 


total business paper field as com- 
pared with 17% in 1952. 

“What concerns the board is the 
fact that this downward trend con- 
tinues during a period when more 
than 250 new business publica- | 
tions have entered the advertising | 
and publishing market place,” Mr. 
Lantz said. 


s Andrew Heiskell, publisher of 
Life, emphasized the failure of 
broadcast media to keep. the 
American public informed on 
news and cultural developments. 
He also ripped into advertisers and 
pressure groups for attempting tc 
control the press by cancelling ad- 
vertising or by circulation boycot- 
ting. 

Quoting at length from a speech 
made last week by Edward R. 
Murrow (AA, Oct. 20) in which 
Mr. Murrow was highly critical 
of broadcast media, Mr. Heiskell 
asserted that it was unlikely “that 
the broadcast media will be any- 
thing more than transmitters of 
entertainment during the next ten 
years.” 

Turning to newspapers and mag- 
azines, Mr. Heiskell said that “print 
media must take the responsibility 
for supplying the leadership and 
enlightenment that are necessary 
to our survival.” 


s ABC members were advised to 
become more interested in “more 
resultful, more sensible advertis- 
ing” by Fairfax M. Cone, chair- 
man of the executive committee of 
Foote, Cone & Belding. 

He suggested that publishers 
should start refusing to accept ad- 
vertising if they feel that the ad- 
vertising will not benefit the ad- 
vertiser. As an example, he cited 
the case of The New Yorker re- 
fusing to run an ad for sweaters 
for a Chicago department store 
because the magazine felt the ad 
“wouldn’t be news to its readers.” 


U. S. News & World Report and 
ithe Sun-Telegram, San Bernardi- 
no, Cal., won grand award plaques 
from ABC for “outstanding efforts 
| by publisher members to broaden 
the understanding or application 
|of audited circulation data.” 

A special award was made post- 
| humously on the basis of a state- 
ment submitted before his death 
by Elmer W. Froehlich, vp and 
media director of MacManus, John 
& Adams. Mr. Froehlich’s state- 
/ment detailed some of the ways 
| that his department used ABC data 
in the application of print media 
to markets. 

The winners of ten ABC divi- 
sional awards include: 


Daily Newspapers 
Sun-Telegram, San Bernardino, Cal. 
(best advertisement) 
Record, Kitchener-Waterloo, Ont, (best 
editorial) 


Weekly Newspapers 
Detroit East Side Shopper (best ad- 


vertisement) 
Journal, Tuscola, Ill. (best editorial) 


Magazines 
U.S. News & World Rapeet (best adver- 
tisement) 
Popular Boating (best editorial) 


Farm Publications 
The Farmer (best advertisement) 
Watt Publishing Co. (best editorial) 


Business Publications 
Haire Publishing Co. (best advertise- 
ment) 
The Packer (best editorial) 


# At a joint meeting of advertis- 
ers and agencies, a resolution was 
approved asking the ABC board to 
investigate the possibility of elim- 
inating arrearages from paid cir- 
culation in all publications. 

The question of why magazines 
carry arrearages for three months 
was brought up by Edward M. 
Stern, vp and director of media, 
Foote, Cone & Belding. 

Mr. Stern charged that some 
publishers manipulate arrearage 
figures in order to meet their rate 
bases, and he asserted that some 
publications could not make their 
bases without arrearages. 


s All officers of ABC were re- 
elected for one-year terms. They 
include Walter P. Lantz, Shulton 


| Inc., board chairman; E. R. Hatton, 
Detroit Free Press; Carleton Healy, 


Hiram Walker & Sons, and H. H. 
Rimmer, Canadian General Elec- 
tric Co., vice-chairmen; Stanley R. 
Clague, Modern Hospital Publish- 


ing Co., secretary; and E. Ross 
Gamble, Leo Burnett Co., treas- 
urer. + 
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NO WORK—Mido Watch Co. of 
America will promote its self- 
winding watches with this b&w 
page in Life, Nov. 24, plus ads in 
the Reader’s Digest western divi- 
sion in October, November and De- 
cember. Mack LeBlang Co., New 
York, is the agency. 


Diplomat Cigarets 
Bow; Health Copy 
Varies in N. Y. Ads 


(Continued from Page 1) 

However, Robert M. Marks & 
Co., the Diplomat agency, said the 
Times copy—‘“another ad com- 
pletely”—will have copy which 
indicates that Diplomats “mini- 
mize the toxic effects of tars and 
nicotine” and which otherwise 
“states our basic claim.” A pic- 
ture of the Diplomat package, 
which bears the legend “The Safer 
Cigaret,” will not appear in the 
Times ad. 

When North American Cigarette 
Manufacturers first announced the 
king-size Diplomat in the Sept. 29 
ADVERTISING AGE, it said it planned 
newspaper copy that would “for 
the first time in the history of 
cigaret advertising acknowledge 
the reported dangers to health re- 
sulting from cigaret smoking.” 


s Ads were first planned to break 
in New York newspapers about 
Oct. 1, but “unsubstantiated 
claims” problems arose with the 
New York Times and the Diplomat 
debut was postponed till now. 


Meanwhile, Dr. wrens £ O. Kron- | 


Barnes 


Fitzsimmons 


BROADCASTERS MEET—At the NAB, Region 5, meeting in Minneapolis were Frank E. Fitz- 
simmons, KBMB, Bismark, N. D.; Ray Eppel, KORN, Mitchell, S. D.; Tom Barnes, 
WDAY, Fargo; Clair J. Gross, Bozell & Jacobs, Omaha; Tony Koelker, May Broadcast- 


Koelker 
Eppel 


Baldwin 


Smith 


ss | 


isch, general 
American, 


reply to an appeal by the National | 
Assn. of Tobacco Distributors to) /Trendex was 5.6 compared with 
the tobacco industry and its ad-| |28.8 for NBC’s Perry Como.) 

vertising agencies to refrain from | 


copy that claims some cigarets 
have a harmful effect. 

“North American,” said Dr. 
Kronisch, “believes that this is a 
‘head in the sand’ attitude and that 
the public and industry welfare 
are best served by truthfulness 
in advertising. 


s “North American does not ac- 
|cept or reject the conclusions pub- 
lished to date on health and smok- 
ing. We do not believe, however, 


that the public interest is served | 


by acting and talking as if they 
did not exist.” # 


NBC, ABC Battle 
Over Ratings, but 
Trendex Gets Bruise 


(Continued from Page 1) 
given in a small-type footnote in 
the ABC ad, noting that the ad 
covered “all sponsored evening 
programs (excluding news and re- 
ligious programming) for the 
prime evening hours—7:30-10:30 
p.m.” and that “these figures are 
from the latest (and only) official 
Trendex reports available to the 
television industry ... and not 
from a special study prepared for 
any specific network.” 

In short, NBC was talking about 
one week and ABC about another. 
NBC ordered a report covering the 
second week in October, while the 
regular reports, to which ABC re- 
ferred, come out the first week in 
every month. 


# Caught in the middle of this 
fight between two of its best cus- 
tomers, each of which was inti- 
mating that the other was not 
playing fair with the figures, was 
Trendex. Before the newspaper 
ads broke, Trendex wrote to NBC 
to point out that: 

1. It had asked ABC-TV to 
stop running business paper ads 
using Trendex figures with the 
competitors mentioned by initials. 

(This was a reference to an ad 
in the Oct. 15 Variety, which made 
a comparison to the Trendexes of 


Elliott 


sponsored evening shows and men- 


) 


tioned ABC, CBS and NBC by 
name.) 


Advertising Age, October 27, 195: 


manager of North, was informed that they do not con- 
issued a statement in| sider this a commercial program.’ 


(Editor’s note: Billy Graham’: 


The Trendex letter also empha- 
|sized that every special Trendex 
study is just as official as every 
regular study and that the “infer- 
ence that the figures producec 
during the week of Oct. 8-14 for 
NBC-TV are not comparable tc 
those produced during Oct. 1-7 for 
the industry is inexcusable.” 


# In reviewing the Trendex bat- 
tle at an affiliates meeting, NBC- 
TV’s Don Durgin accused ABC- 
TV of using “legerdemain in the 
handling of statistics” and said 
that NBC would have been in sec- 
ond place on the basis of all 
sponsored shows for the period 
covered in the ABC ad if the Billy 
Graham show had been included. 

Mr. Durgin also told station men 
and the press that Trendex had 
protested the Variety ad to ABC 
“in the industry-wide interest of 
research integrity and we under- 
stand ABC has agreed not to do it 
again.” 

When informed of this state- 
ment, ABC-TV President Oliver 
Treyz shot back with: “We have 
agreed to nothing. Ours was an 
honest ad, properly labeled. We in- 
dicated clearly that news and re- 
ligious programs were not used. 
Billy Graham is not a part of our 
regular schedule.” 


= Mr. Treyz said NBC’s Trendex 
comparisons include sustaining 
shows—among them local shows 
on some of the ABC affiliates. 
This, he suggested, is hardly a 
valid base of comparison of net- 
work program strength. 

Today NBC ran another news- 
paper full page ad repeating the 
nighttime Trendex standings given 
in Monday’s ad and adding day- 
time audience leadership claims for 
the week ending Oct. 17. 


= Late today ABC put out a state- 
ment making the following points: 
(1) It had not implied that the data 
used in the NBC ad were invalid; 
(2) it felt there is a definite dif- 
ference between rating averages 
based on the period selected by 
the rating service and averages for 
a period selected by a network; 
(3) if NBC had selected Oct. 7-13 
instead of Oct. 8-14, the standing 


|} would have been reversed and (4) 


2. That it had “questioned ABC-| NBC, unlike ABC, included in its 


|TV on the exclusion of the Billy|ad Trendex information reflecting 


Graham program from their com-| | sustaining programs and local pro- 


mercial time ) Bariod Bivbions and | 


wane of local ABC affiliates. + 


Sanders Hoffman 


Donovan Giles 


ing Co., Omaha; John M. Baldwin, WTCN-TV, Minneapolis; Elmer F. Smith and Clair 


MOTE ite: 


W. Giles, WNAX, Yankton, S. D.; Paul Elliott, KRNT-TV, Des Moines; Ernest C. Sand- 
ers, WOC-TV, Davenport, Ia.; Phil Hoffman, WTCN, Minneapolis, and Robert B. Don- 
ovan, KVTV, Sioux City. 
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(luiz Shows Wilt 
‘Inder Heat of 
Public Scandals 


Twiddleitis, a Viewer’s 
Disease, Turns Out to Be 
Infectious; Ratings Fall 


New YorK, Oct. 23—The quiz 
show scandal is rapidly deflating 
television’s big money giveaways. 

Apparently the people who used 
to love to see someone take home 
® big windfall of cash when they 
thought the competition was fair 
and spontaneous have little inter- 
est in the tv battle of wits now that 
they have read reports of fixing 
and favoritism. 

So far only four programs have 
been fingered by disgruntled ex- 
contestants and none of the charges 
has been proved in the legal sense. 
The fact is none of the allegedly 
unfair producers has been formally 
charged with anything illegal 
though a grand jury in New York 
is busy listening to testimony from 

a parade of quiz whizzes. 


bought alternate weeks on the 
“Arthur Murray Party” and sev- 
eral daytime segments. 

A behind-the-scenes battle is 

now shaping up over this sale, 
since P. Lorillard Co. refuses to 
have Newport cigarets share a tv | 
show with drug products. Normal- | 
ly a network checks with the cur- | 
rent alternate-sponsor on a pro- 
gram before booking a co-sponsor 
for him, but NBC apparently did 
not follow that procedure in this 
case. 
Incidentally, Producers Jack 
Barry and Dan Enright have 
turned over the production reins 
on all their shows to NBC while 
they concentrate on defending 
themselves against the “unfound- 
ed” charges made*against them. 


= Now there is only one show left 
on tv that offers enough money to 
put nimble-minded winners in the 
top income tax bracket. “Tic Tac 
Dough,” another product of the 
Barry & Enright house, has had 
winners in the $100,000 plus class. 
P&G presents this show every 
Monday night; a daytime version 
is sold to participating sponsors. 
At last report, its Trendex rating 
was nothing to brag about—8.7 
against 13.7 for “Name that Tune” 
(CBS), which has a jackpot limit 
of $25,000. 

NBC is devoting by far more 
time to games, audience participa- 
tion shows and giveaways than 
any other network. 


= However, unless the early rat- 
ings are misleading, the public 
opinion jury seems to have reached 
a verdict promptly. It prefers to 
watch something else. For a tele- 
vision show, unless there are ex- 
tremely mitigating circumstances, 
this is usually equivalent to a death 
sentence. 

Latest to be handed this verdict 
mm is..““$64,000 Question,” the daddy 
of the current batch of gold-plated 
shows. No sore loser has yet cast 
aspersions on the honor of this 
CBS-TV show, but its rating has 
plummeted, with NBC-TV’s Loret- 
ta Young getting most of the audi- 
ence, according to the latest Tren- 
dex count. 


s “The Price Is Right,” “Tic Tac 
Dough,” “Truth or Consequences” 
and “Concentration” all are pro- 
grammed five times a week as well 
as weekly as nighttime attractions. 
Most of the Monday through Fri- 
day daytime schedule is taken up 
with games, prizes and stunts. 

ABC has only one nighttime 
prize program, “Anybody Can 
Play,” which offers $10,000 to 
home winners and up to $5,000 
for studio contestants. There are 
modest prizes on the daytimers, 
“Who Do You Trust” and “Moth- 
er’s Day.” 

CBS has “Name That Tune,” 
“Top Dollar” and two Monday- 
through-Friday shows, “Play Hour 
Hunch” and “For Love or Money.” 
There have been reports that the 
which depends partly on agree- network is considering replacing 
ment on a replacement for the| these with personality programs, 
show—of the best known Q & A| but a programming executive said 
show of them all has not been| ‘these shows are firm as of the 
announced. moment.” # 

There were already signs that| 
the quizzes were losing their zing 
as audience sparkers before the 
scandal broke the monotony of a 
dull summer news period. There 
were sO many giveaways and 
games that it was hard to tell them 
apart; and ratings, even of the best | pecs 
ones, were beginning to slide. Now | | 
the shadow of the scandal head- 
lines has turned that slide into an 
avalanche for the former big mon- 
ey favorites. 


= As this story was written Rev- 
lon and P. Lorillard Co. were in 
the process of extricating them- 
selves from their commitments to 
“Question” and its emcee, Hal 
March. The exact departure date— 


Whalley Joins NL&B; Four 
Others Named VPs 

Needham, Louis & Brorby, Chi- 
cago, has named John F. Whalley 
financial vp, effective Nov. 3. Mr. 
Whalley, with 
National Broad- 
casting Co. for 
the past 28 years, 
succeeds Max D. 
Anwyl, who re- 
signed to enter 
private business. 

At the same 
time, NL&B 
elected four 
members of the 
account staff vps. 
They are Charles 
D. Ewart, account executive; Rich- 
ard H. Needham, account execu- 
tive and personnel director; 
George W. Oliver and Robert F. 
Steinhoff, both account executives 
and supervisors. 


= The first show to go was a new- 
comer called “Dotto,” which was 
abruptly cancelled by Colgate- 
Palmolive last August after the 
sponsor reportedly put detectives 
to work to investigate charges 
made against the producer, Frank 
Cooper Associates. 

The next casualty was ‘$64,000 
Challenge,” the graduate isolation 
, booth for “$64,000 Question” win- 

ners, which was bounced by Loril- 
lard while it was in transit from 
CBS to NBC. When a Tennessee 
minister ex-contestant questioned 
the operational technique of “Chal- 
jenge,” Lorillard left this program 
in limbo and bought alternate 
\eeks on the “Arthur Murray Par- 
ty” instead. 


John F. Whalley 


Grey Gets Benrus Watch 

Grey Advertising Agency, New 
York, has confirmed a report in 
the Oct. 20 Apvertistnc AcE that 
it was acquiring the Benrus Watch 
Co. account on Nov. 1. The cur- 
rent agency is Lennen & Newell. 


« Pharmaceuticals gave the boot 
o “Twenty One,” but replaced it 
vith another Barry & Enright au- 
lience participation stanza called 


Salonites Joins ARB 


Stephen M. Salonites, formerly 
with Benton & Bowles and Katz 


Agency, has joined the sales staff 
of the American Research Bureau, 
New York. 


‘Concentration,’ which hands out 
not money but merchandise and 
vacations. Pharmaceuticals also 


Last Minute News Flashes 


General Dynamics Shifts Two Divisions to D'Arcy 

New York, Oct. 24—General Dynamics Corp.’s Electro Dynamic di- 
vision, Bayonne, N. J., and its Electric Boat division, Groton, Conn., 
now handled by Gotham-Vladimir Advertising, will move Jan. 1 to 
D’Arcy Advertising Co. D’Arcy has been handling General Dynamics’ 
corporate advertising since July, 1957. The Electric Boat division de- 
signed and built the nuciear submarines Nautilus, Seawolf and Skate. 
The Electro Dynamic division manufactures electric motors. Advertis- 
ing is confined largely to business papers. 


General Foods Ready to Name New Agency 

White PLarns, N.Y., Oct. 24—General Foods Corp. is about ready 
to name the new agency it has been seeking (AA, Aug. 18), AA learned 
today. Names of finalists have not been revealed, but Ogilvy, Benson 
& Mather, Sullivan, Stauffer, Colwell & Bayles and William Esty Co. 
have been mentioned as strong contenders. Among the products to be 
turned over to the new shop are Maxwell House vacuum-packed 
ground coffee, now handled by Benton & Bowles; B&B will retain In- 
stant Maxwell House. 


Studebaker Opens All-Media Drive 


SoutH Benp, Oct. 24—Studebaker-Packard Corp. will begin Monday 
an all-media drive for survival in the automotive industry. A cam- 
paign for the Lark, Studebaker’s new economy car, will break with 200- 
line teaser ads in some 1,200 newspapers, followed by three-page color 
insertions in Life and The Saturday Evening Post during the Nov. 10 
introductory week. Beginning Nov. 8 a saturation program of spots 
will begin on all four radio networks. Live and filmed commercials will 
be used on the Dave Garroway and Jack Paar shows (NBC-TV). The 
newspaper schedule calls for twice-weekly insertions until Christmas. 
On the magazine schedule are Holiday, The New Yorker, Newsweek, 
Reader’s Digest, Sports Illustrated, Sunset Magazine and Time. D’Arcy 
Advertising Co. is the agency. 


Keyes Fibre Switches to Harold Cabot & Co. 


WATERVILLE, ME., Oct. 24—Keyes Fibre Co., producer of molded pulp 
and fibrous products, has named Harold Cabot & Co., Boston, to handle 
its advertising, which is expected to run about $300,000 in 1959. Cabot, 
which starts on the account Jan. 1, takes over from the Charles W. 
Hoyt Co., New York. 


Exec VP Mennen Temporarily Is Mennen Ad Head 

Morristown, N. J., Oct. 24—Advertising direction of the Mennen Co. 
has been assumed by William G. Mennen Jr., exec vp, who said he 
expects to function in this capacity for at least a year “so I can put 
into practice a lot of the things I think should be done.” Mr. Mennen 
does not plan to retain the post permanently but feels his new duties 
will also aid in choosing a successor in the future. Michael J. Jackson 
is his assistant. Leonard V. Colson resigned as ad director last month 
to join the executive staff of Warwick & Legler, a Mennen agency. 


Swanson Buys Coffee Marketer, Reenters Food Field 

Omana, Oct. 24—Gilbert C. and W. Clarke Swanson & Associates 
has bought Paxton & Gallagher Co., maker of Butter-Nut coffee, for 
$11,548,226. Buchanan-Thomas Advertising Co. will continue as the 
Butter-Nut agency. The two Swansons formerly owned C. A. Swanson 
& Sons, frozen foods manufacturer, which they sold to Campbell Soup 
Co. in 1955. The deal also includes Paxton & Gallagher’s wholesale 
hardware division but not the wholesale liquor unit. 


Manoff Adds Schrafft Candy Account 


Boston, Oct. 24—W. F. Schrafft & Sons has named Richard K. Man- 
off Inc., New York, to handle advertising of its candy and chocolate 
lines, beginning Dec. 1. The account, which may spend $500,000 next 
year in an intensified promotion drive, is now with Silton Bros., Cal- 
laway, Boston. Schrafft plans a new group of packaged candies for 
supermarket distribution. 


National Advertising to BBDO; Other Late News 


e National Advertising Co., Chicago, highway sign subsidiary of Min- 
nesota Mining & Mfg. Co., has appointed Batten, Barton, Durstine & 
Osborn to handle its advertising. The company has advertised direct 
for the past year. BBDO also handles advertising for several product 
divisions of the parent company. 


e Johnson & Johnson next month will introduce two new products, a 
children’s combination nose drop and spray and a children’s Chest Rub 
in stick form. Trade promotion is now under way. Consumer advertising 
breaks Nov. 18 on “Cheyenne.” Both products will be displayed in a 
dual counter unit. Copy theme is “Safe...easier to use.” Television 
will be the only medium used this year. L. W. Frohlich & Co., New York, 
is the agency. 


e Jack Bailhe, who joined Grant Advertising in 1951 to head public 
relations in the New York office, is leaving his post as vp, operations 
and public relations, of the agency. 


e Brown & Williamson Tobacco Corp. has switched its du Maurier 
cigarets from Erwin Wasey, Ruthrauff & Ryan to Ted Bates & Co., 
New York. The client plans to reduce the ad budget to the point where 
it would not be profitable for EWRR. Bates has other Brown & Wil- 
liamson business (Viceroy, Kool) and can absorb servicing costs. 


e Philip C. Wallach, formerly advertising and public relations director 
of H. K. Porter Co., has formed a public relations and marketing com- 
pany, Wallach-Cox Associates, 60 E. 42nd St., New York. Starting the 
company with Mr. Wallach is Thomas Cox, formerly assistant director 
of advertising and pr at Porter. Wallach-Cox will handle Porter’s cor- 
porate pr and publicity. 


e Dennison Mfg. Co., Framingham, Mass., manufacturer of paper prod- 
ucts, has appointed Chambers, Wiswell, Shattuck, Clifford & McMillan, 
Boston, to handle its advertising and marketing. Batten, Barton, Dur-| 
stine & Osborn, New York, is the former agency of record. 


e Audivox Inc., Boston, hearing aid manufacturer, has appointed Sil- 
ton Bros., Callaway, Boston, to handle advertising for Audivox and | 
its subsidiary, Micronic Corp., replacing Batten, Barton, Durstine & Os- | 


born, effective Dec. 1. 


McGannon Cites 
Radio-TV Gains at 
Boston Session 


Boston, Oct. 22—How such di- 
verse phenomena as broadcast ad- 
vertising, woman’s intuition, teen 
agers and new suburban living are 
affecting U. S. patterns of distri- 
bution were discussed here this 
week at the 30th annual Boston 
Conference on Distribution. 


s Donald H. McGannon, president 
of Westinghouse Broadcasting Co., 
told the conference that “‘the re- 
cession has prompted close reex- 
amination of many elements of 
business, including advertising. 

“As a result the outlook is that 
television and radio will take a 
larger percentage of the nation’s 
future total advertising expendi- 
tures,” he said. 

“Any major store that is not 
using tv and radio advertising,” 
he said, “is ten years behind the 
times. Radio and tv have no deliv- 
ery problem. They reach the peo- 
ple wherever they are and sell with 
dynamic impact.” 


# Lilly Dache, president of Gen- 
eral Beauty Products, speaking on 
woman’s intuition as a modern 
business asset, suggested—despite 
the old saying, “Woman is the 
last thing which will be civilized 
by man”—that modern business 
“can no longer afford to smile at 
or be afraid of the intangibles. 

“Intuition,” she said, “is not 
fortune telling. It is as scientific 
as the formula for a fine per- 
fume. 

“Let the woman share the plan- 
ning, the problems, the machin- 
ery of business. Do not force her 
to sit on the sidelines as a con- 
sultant, a stylist, or coordinator.” 


s Mrs, Enid A. Haupt, editor and 
publisher of Seventeen, described 
today’s teen agers as “America’s 
greatest natural resource.” 

“In the next ten years, as the 
teen age population will be ex- 
panding by 50%, the market 
for young adults, between the 
ages of 26 and 40, will be con- 
tracting by 8%,” she said. 

“That loss of volume must be 
made up, and it can be more than 
made up in the teen age market.” 

Archibald M. Crossley, president 
of S-D Surveys, emphasized that 
promotion is a two-stage job, with 
the first stage “carrying through 
the creation of the advertising 
impression, and the second stage 
covering the post-impression fac- 
tors at the time and place of 
purchase.” 


s Pierre Martineau, director of 
research and marketing, Chicago 
Tribune, discussing the changing 
American consumer, pointed out 
that since the end of the war the 
number of home buyers in the 
new suburbs has increased each 
year. 

“With their acceptance of the 
idea that credit and easy terms 
mean more things and a high 
standard of living,” Mr. Martineau 
said, “modern consumers have 
readily accepted forms of time pay- 
ment such as the revolving credit 
plan that most of the department 
stores catering to the mass public 
have instituted. Their concern now 
becomes not the total cost of the 
article, but how much does it fig- 
ure per month. 

“Spending has been taken out 
of the control of the individual 
and put voluntarily into the hands 
of the budgetary control operated 
by the store. A color tv set or a 
motor boat are no longer seen as 
luxuries when they are paid from 
the same credit plan as the neces- 
sities like child clothing.” + 
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Gribbin Named 
Y&R President; — 
Larmon Chairman 


(Continued from Page 3) 
as he was concerned, he said, his | 
agency “is a well-balanced one, 
with no particular area of weak- 
ness.” 

He declared emphatically that 
his selection as president was in 
no way a factor in the departure 
from Y&R last week of William H. 
Howard, a top vp and new busi- 


“Instantaneous Appeal” 


Make the “approach’’ of your adver- 


tising inviting — exciting; impelling — 


selling. Chicago Phone HA 17-9187 


Tet Slew Bott” « 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


Klitten 
NEW CHAIRMAN—Hal Stebbins, Hal 


Atherton 


Stebbins 
Stebbins Inc., new chairman of the 


Southern California council of the American Assn. of Advertising 

Agencies, discusses future plans with Alfred Atherton, Atherton 

Mogge Privett, retiring chairman, and Martin Klitten, Martin R. 
Klitten Co., outgoing secretary. 


ness man for ten years. Mr. How- 
ard switched to J. Walter Thomp- 
son’s account management staff as 
of Oct. 27. 

Mr. Gribbin thus refuted reports 
that Mr. Howard was among the 


Quite a thrill isn’t it, when your 
“*favorite’’ comes through on a 
tough assignment? You rather ex- 
pect it of course, which could be 
why they rate your loyalty.... 
Come to think of it, it’s consistently 
dependable performance—a record 
for delivering as expected under all 
conditions—that sustains your 
faith, not sentiment. ... This can 
well be why so many advertisers ex- 
perienced in the result value of fine 
photomechanical reproduction, 
continue to specify photoengrav- 


ings master-crafted by ROGERS, 


year after year. 


ROGERS 


engraving company 


avenue « chicage 16 


master-crafitsmen of photo-engraving 


candidates to succeed to Mr. Lar- 
mon’s mantle. Mr. Larmon, now 67 
}and two years over Y&R’s manda- 
|tory retirement age, selected Mr. 
Gribbin for the presidency Oct. 14, 
|although it was not made public 
until earlier this week. 


# With Mr. Gribbin, the follow- 
|ing executives also were elevated: 
Louis N. Brockway, formerly exec 
vp, to the new post of chairman 
of the executive committee; and 
Frank Eagan and Harry Harding, 


“3 |both formerly senior vps, and Har- 


ry H. Enders, formerly vp in charge 
of finance and director of the 
|agency’s international division, all 
to the post of exec vp. 

Mr. Gribbin, who said Y&R cur- 
|rently has about 60 companies as 
|clients, disclosed that the agency 
has, from time to time halted its 
search for new business in order 
| to assimilate those already on the 


© | books. “There is no moratorium on 


new business at this moment,” he 
added. Young & Rubicam, which 
| won’t accept a client billing less 
| than $300,000, figures the bulk of 
| its $230,000,000 billings to consist 
of accounts above the $500,000 lev- 
; el. 


. Mr. Gribbin, who studied jour- 
nalism at the University of Wis- 
consin and who graduated from 
Stanford, “‘suspects” he’ll continue 
as the copy head of the agency, 
although he will soon appoint a 
replacement in his old job as copy 
director. Y&R’s copy department, 
which includes print, broadcast 
and production sections, employs 
221 persons. 

A onetime copywriter for J. L. 
Hudson in Detroit, Mr. Gribbin 
later went to the May Co., Bam- 
berger’s and R. H. Macy, writing 
copy all the time. He joined Young 
& Rubicam in 1935 and became a 
copy supervisor in 1943. He be- 
came a vp and head of radio-tv 
commercials in 1951. Three years 
later he was named copy director, 
with responsibility for print and 
radio-tvy copy. In 1956 he was 
tapped as a senior vp. 

As for his selection as president: 
“No job at Y&R has brought me 
an ulcer, and I don’t expect one 
now.” # 


(C&W Adds Two, Names West 

Cunningham & Walsh, New 
| York, has appointed Jackie Agnew 
West, formerly a creative group 
head at Compton Advertising, cre- 
ative group head on the Jergens- 
Woodbury account. C & W also has 
been named to handle advertising 
for Everest records, made by 
Belock Recording Co., Bayside, 
N. Y., and for Belock Instrument 
Corp. 


Mutual Adds Five Stations 

Mutual Broadcasting System, 
New York, has added five sta- 
tions to its list of affiliates, bring- 
ing the network’s total to 453. 
The stations are WHSM, Hay- 
ward, and WJMC, Rice Lake, 
Wis.; WGNS, Murfreesboro, Tenn.; 
KFRM, Concordia, Kan. and 
KMAP, Bakersfield, Cal. 


Advertising Age, October 27, 195§ 


Despite Lifting of Women-in-Ads Ban, 


(Continued from Page 3) 
al officials was the question of 
women in ads. While the govern- 
ment people handling the program 
made it clear they were opposed 
to the use of women in ads, they 
relied on the adoption of an in- 
dustry code to make sure that dis- 
tillers would not try to circum- 
vent their informal advice. 


e A second area of concern in- 
volved radio, and eventually tv. 
Neither the alcohol law nor the 
Federal Communications Act pro- 
hibits advertising for alcoholic 
beverages on radio or tv stations. 
But both the National Assn. of 
Broadcasters and DSI felt a “no 
advertising” policy represented 
the better part of valor so far as 
both industries are concerned. 


@ Perhaps there is some signifi- 
eance in the fact that the broad- 
cast and liquor industries are 
both subject to the supervision of 
the congressional committees on 
interstate and foreign commerce. 
Over the years a number of rank- 
ing members of both of these com- 
mittees have been allied with the 
drys, either by conviction or by 
convenience. 

A few years ago, when a few 
broadcasters solicited liquor ads, 
Sen. Edwin C. Johnson (D., 
Colo.), who was then chairman of 
the Senate interstate commerce 
committee, wrote indignant letters 
to the Treasury Department and 
FCC. He said if they lacked au- 
thority to deal with the problem, 
his committee might be interested 
in passing new legislation. 

Both associations are aware 
that the Senate and House com- 
mittees on interstate commerce 
have repeatedly given hearings to 
dry groups which have advocated 
legislation to ban advertising of all 
alcoholic beverages. On several 
occasions this legislation has been 
pigeonholed by a single vote, and 
there have been repeated warnings 
that anti-liquor advertising bills 
would be hard to stop if the dis- 
tillers turned to radio-tv. 


® The chief of Treasury’s alcohol 
and tobacco tax division, Dwight 
Avis, long ago made it clear that 
he is not interested in enforcing a 


Distiller Group Opposes Radio-TV Use 


ban on women in advertising. He 
said this has reduced itself to a 
public relations matter for the in- 
dustry to decide. The Treasury 
he said, is not taking a stand. 

Last year, when Puerto Rico 
used women in ads for rum, the 
Treasury stood on the sidelines. 
Pressure was applied successfully 
against the Puerto Rican govern- 
ment, but the matter was handled 
by DSI and by Sen. Warren Mag- 
nuson (D., Wash.), chairman of 
the Senate committee on inter- 
state and foreign commerce. 

A movement developed within 
DSI this spring to take a fresh 
look at the advertising code. Some 
DSI members argued that public 
taste has changed since the public 
relations policy of the industry 
was framed 25 years ago. In par- 
ticular, the public attitude to- 
ward women as drinkers is 
believed to have changed substan- 
tially. 


s At least one DSI member had 
indicated it was for elimination 
of the entire code, including the 
restrictions on radio-tv. But the 
review committee recommended 
only that the restriction on wom- 
en be modified. Under the new 
provision, according to DSI, wom- 
en will be allowed, provided they 
are handled in a dignified manner. 

DSI’s code covers only distillers 
and is binding only on members 
of the institute. Compliance is 
voluntary, but DSI spokesmen say 
there has never been an instance 
where a member violated the pro- 
vision in regard to women. 

Non-members of DSI frequent- 
ly advertise in Sunday newspapers 
without regard to the long-stand- 
ing DSI rule against this practice. 
There also have been women in 
ads of non-DSI members—usually 
importers. And there have been 
instances of distributors or non- 
members of DSI who indicated an 
interest in using radio. + 


Gerber to Bayless-Kerr 

Warren W. Gerber, formerly 
with the Hill & Knowlton pr or- 
ganization in Cleveland, has joined 
Bayless-Kerr Advertising, Cleve- 
land, as director of the public re- 
lations and publicity department. 


printing on our big new 


announce... 


Gateway to 
the MOON 


We Dominate at Cape Canaveral 
|Moon Missile Base| in Brevard and in Four 
other Florida counties where we 

outsell Miami, Jax and Tampa papers 


building and color gadgets) 
Convertible press, fully equipped with all the lat- 
est devices to insure the best color printing possible. 


We've already announced new LOWER COLOR 
RATES. That’s not all. 


5 tol, 


Down in Orlando, Fla. we have just started 


$242 million (including 
8 unit Hoe Color 


Now, we are proud to 


OVER 100,000 
DAILY CIRCULATION 


[in a City of 85 thousand] 
Plus: NEW ABC CITY ZONE FIGURE 


171,168 
Orlando Sentinel-Star 


“Ask Branham about Sentinel-Star Color” 
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ERIC HARTMANN— MAGNUM PHOTOS 


| ALL THAT IS NECESSAR 

FOR THE FORCES OF EVIL 
TO WIN IN THE WORLD IS 
FOR ENOUGH GOOD 
TO DO NOTHING”... ...<- 


VOTE TUESDAY NOV.4 


This message was created for display on bulletin boards in our agency. It was to remind our people that voting is not a right, not a privilege, but a responsibility of citizenship. It 
others will also find these words of Edmund Burke a strong and timely reminder of a basic principle. YOUNG & RUBICAM, INC. Advertising. 
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McCall’s young, active readers are helping 
to shape the new homes that will mean 4 
better living for their families. 


Early this month, for example, articulate 

young homemakers from all 49 states met in 
Washington, D. C., for the Second Annual Congress 
on Better Living, sponsored by McCall's. 

The delegates spoke their minds on what they 

like, and dislike, about today’s homes, 

home furnishings and home equipment—and 

what they want, need and will buy for 

their homes in the near future. 


American industry will listen—and act—as it 
did last year. Already the nation’s leading builders 
have invested millions of dollars in the 
construction of new homes incorporating 
features recommended by delegates to 

the First Annual Congress. And today, 
more and more new homes are being built 
under the Congress on Better Living 
Home Certification Program. 


If your best customers are young-minded, 
forward-looking homemakers, you'll 

find McCall’s, the magazine of 
Togetherness, a uniquely effective medium 
for reaching them with your ideas. 


AMONG WOMEN’S SERVICE 
MAGAZINE AUDIENCES — 


@ McCall’s has the youngest median age. 

® McCall's /eads in young women readers 
(20-29 years of age). And in the past four 
years McCall's has added the most 
readers in this age group. 


4 


McCalls *~ 


The magazine of Togetherness... circulation now more than 5,300,000 


SOURCE: Look-Politz Surveys, 1968 and 1954. 
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